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For  Reporter  Phuong  Le,  Covering 
the  Vietnamese-American  Experience 
Was  the  Story  of  a  Lifetime.  Her  Own. 

Seattle  Post-Intelligencer  reporter  Phuong  Le  was  only  3  years  old 
when  her  family  fled  Vietnam.  Saigon  had  fallen  and,  like  many 
Vietnamese,  her  family  journeyed  to  the  United  States  to  begin  a 
new  life.  Now,  25  years  later,  Le  retraced  her  family's  steps  to 
research  this  first-hand  story  of  the  Vietnamese-American  experience. 

In  a  compelling  four-part  series,  "A  Daughter's  Journey,"  she  took 
the  newspaper's  readers  on  an  unforgettable  real-life  adventure  of 
escape  and  resettlement.  Le  looked  back  at  what  happened  to  her 
family  as  they  moved  from  Vietnam  to  Guam  to  Arkansas  to 
Missouri,  and  finally,  to  California.  She  also  went  back  to  her 
native  country  to  reconnect  with  relatives  who  stayed  behind  in 
Vietnam  and  learn  about  their  lives. 


This  was  a  story  lived  as  much  as  it  was  written.  It  illustrated  how 
two  very  different  cultures  could  define  one  person.  And  it  brought 
new  understanding  to  those  both  inside  and  outside  the  Vietnamese- 
American  community  in  Seattle.  By  exploring  the  intricacies  of 
diverse  human  experiences,  Hearst  Newspapers  enrich  readers'  lives  every  day. 


See  more  Journalism  of  Distinction  on  the  web  at  www.seattlep-i.com 
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Mease  visit  us  at  booths  X166  and  2643  at  Connections  and  Nexpo. 


Seen  a  ZwinI  online 
ne¥fS|>aper  lately? 
Tkere's  a  lot  there  to  like. 
And  every  reason  for 
readers  like  years  to 
come  back.  Fact  is,  at 
over  1401  aews|ia|iers  in 
oar  aatioBwide  aetwoik, 
peofde  are  reniiscoverino 
aewspapers  oaliae.  So 
ate  industry  profession^ 
els.  for  that  matter.  Fast 
easy  Internet  publtshiag 
can  be  profitaiile,  after 
all  And  there's  nothiag 
faaay  about  that 
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The  subhead  of  your  editorial 
on  joint  operating  agreements 
[“America’s  last  JOA,”  June  5,  p. 
17]  is  contradicted  by  the  graphics  in 
your  main  JOA  story  [“Sleight  of  hand,” 
June  5,  p.  20].  Demonstrably,  JOAs  do 
preserve  newspapers. 

For  instance,  since  1933  —  77  years 
—  residents  of  Albuquerque  have  had 
the  benefit  of  having  two  newspapers, 
two  editorial  voices,  and  editorial 
competition.  Is  the  JOA  legislation 
perfect?  No.  Is  any  legislation  perfect? 
No.  Have  some  voices  been  stilled  before 
the  JOA  term  was  up?  Yes.  Nevertheless, 
13  communities  across  America  enjoy 
two  newspapers  where,  without  the 
option  of  a  JOA,  there  would  be  but 
one.  In  Denver,  it  is  clear  that  sooner 
rather  than  later  we  would  enjoy  only 
one  voice. 

Will  the  Denver  JOA  last  its  intended 
50  years?  No  one  can  say.  It  is  a  cer¬ 
tainty,  however,  that  Denver  will  have 
both  The  Denver  Post  and  the  Denver 
Rocky  Mountain  News  for  many  more 


years  than  would  otherwise  be.  It’s  a  bit 
strange  to  see  “The  Newsmagazine  of  the 
Fourth  Estate”  in  essence  favoring  fewer 
newspaper  voices  rather  than  more. 

JAMES  TAILER 
EXECUTIVE  VICE  PRESIDENT 
Digital  Deliverance,  LLC 
Boulder,  Colo. 

letters@editorandpublisher.com 

Correction 

In  E&P ’s  June  5  cover  story  on  joint 
operating  agreements,  a  chart  and  a 
caption  both  gave  incorrect  dates  for 
the  demise  q/The  Miami  News,  which 
was  in  a  JOA  xmth  The  Miami  Herald. 

The  News  folded  in  1988. 

Clarification 

In  the  EScP/Intemational  Newspaper 
Marketing  Association  Awards  special 
section  that  ran  May  29,  an  article  about 
The  Times- Picayune  in  New  Orleans 
should  have  mentioned  that  the  xmiter 
who  contributed  to  the  newspaper’s 
winning  of  one first-place  and  two 
second-place  awards  was  Pablo  Lopez. 


IITOR  &  PUBLISHER'  IR  MRVE INTR  NEW  RFFIGES  BY  JUNE  20 

Editor  d  Publisher  will  be  moving  over  the  period  from  June  23  to  June  25. 

Effective  Monday,  June  26,  the  main  editorial  and  business  offices  will  be  located 
at  770  Broadway,  Seventh  Floor,  New  York,  NY  10003-9595. 

The  general  editorial  telephone  number  will  change  to  (646)  654-5270;  the  fax 
number  will  change  to  (646)  654-5370.  New  numbers  for  individual  staffers  that 
will  become  operational  June  26  appear  under  the  “About  Us”  heading  on  p.  16. 

For  advertising,  the  telephone  number  will  change  to  (646)  654-5125,  and  the  fax 
number  will  change  to  (646)  654-5352. 

For  production,  the  telephone  number  will  change  to  (646)  654-5181. 

All  e-mail  addresses  will  remain  the  same.  Due  to  the  move,  E^P  will  be  closed 
Friday,  June  23. 


- 50  YEARS  AGO  - 

NEWSPAPERDOM*  FROM  EDITOR  &  PUBLISHER 


JUNE  17,  1950: 
Publication  of  the  Hew  York 
World-Telegram  and  Sun  was 
halted  June  13  by  a  strike  of  the 
Newspaper  Guild  of  New  York.  It 
is  the  first  major  Guild  strike  in 


New  York  in  13  years  and  the  first 
strike  to  halt  the  World-Telegram 
and  Sun  in  its  long  history. 

Color  advertising  definitely  in¬ 
creases  a  newspaper’s  revenue, 


it  was  reported  at  a  pressroom 
session  by  spokesmen  for  the 
Milwaukee  Sentinel,  Christian 
Science  Monitor,  Chicago  Trib¬ 
une,  and  Salt  Lake  Tribune  g 
Telegram. 


www.editorandpublisher.com 
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PMC.  Now  we're  more 
than  just  TV  books; 
we're  the  outsource 
solution  for  all  your 
advertising  sales  needs. 

Save  time  and  grow  ad  revenues  with  PMC. 


PMC  has  long  been  the 
leader  in  helping  newspapers 
launch,  print  and  sell 
advertising  in  quality  TV  books. 
Now  we’re  ready  to  meet  your 
needs  for  temporary,  startup 
and  supplementary  sales  forces. 
Our  experienced  staff  of 
newspaper  managers  and  sales 
people  can  help  in  ways  you 
never  thought  possible.  We  can 
assist  with  your  Web  site  sales, 
special  sections  sales  and 
management  training,  using 
custom  programs  designed  for 
the  unique  needs  of  your 
newspaper.  Of  course,  we're  still 
in  the  ’W  book  business.  As  the 
nation's  oldest  and  largest 
producer  of  complete  TV  book 
packages,  we  can  do  it  better 


than  anyone  else.  In  fact,  PMC 
has  helped  many  of  our 
customers  successfully  cover  the 
cost  of  their  TV  books  and  our 


PMC  OFFERS  THREE  DISTINCT 
LEVELS  OF  TV  BOOK  SERVICE: 

►  O  Full-service  sales 
AND  print:  PMC  provides 
everything.  The  book  comes  to 
you  printed  and  ready  for 
insertion  -  and  we  help  you  fill 
it  with  ads. 

^  O  Sales  and  Production: 
PMC  helps  generate  and  place 
all  advertising,  designs  the  book, 
and  provides  you  with 
completed  pages  each  week  so 
you  can  print  it  yourself. 


^  O  Sales  only:  For  those  who 
design  and  publish  their  own 
books,  PMC  assists  you  in 
developing  a  strategy  to 
overcome  problems  reaching 
your  sales  goals.  Smaller 
newspapers  can  also  join  our 
Smart  TV  program  which  offers 
this  ironclad  guarantee:  “Your 
advertising  sales  will  cover  the 
cost  of  all  PMC  consulting  and 
sales  fees.” 

PMC  can  help  bring  in 
national  revenues,  as  well,  with 
ads  from  cable  channels, 
syndicators,  networks,  and 
other  sources.  We  can  even 
ensure  that  your  sales  strategies 
are  in  line  with  the 
demographics  of  your  market 


through  state-of-theart  analysis. 
PMC  also  offers  outstanding 
reader-fnendly  design,  on-time 
delivery,  and  highly  competitive 
printing  prices. 

PMC  works  with  more  than 
135  newspapers  representing 
16-iiiillion  households  across 
the  country.  Start  saving  by 
putting  our  experience  to  work 
for  you.  Call  (713)  780-7055 
today. 
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Five  unions  at  the 
San  Jose  (Calif.) 
Mercury  News  have 
given  the  Knight  Rid- 

Ider  paper  until 
noon  Friday  to 
reach  an  agree¬ 
ment  on  a  new 
contract  or  they 
will  go  on  strike. 

The  unions 
represent  some 
1,275  workers 
—  about  85% 
of  the  paper's 
employees  — 
and  are  negotiating 
together  on  economic 
and  side  issues.  Re¬ 
portedly,  the  unions 
are  seeking  a  10% 
wage  increase  and 
the  Mercury  News 
is  offering  2%. 

The  unions  are 
basing  much  of  their 
rationale  on  the  high 
cost  of  living  in  Sili¬ 
con  Valley,  where 
housing  costs  espe¬ 
cially  are  skyrocket¬ 
ing.  Union  members 
have  worked  without 
a  raise  since  their  last 
contract  expired  in 
October  1998. 

A  strike  would 
come  on  the  eve  of 
the  Mercury  News’ 
plan  for  a  major  ex- 


From  top: 
facade  of  the 
Examiner  build¬ 
ing;  boaters  out 
in  force  under 
the  San 
Francisco- 
Oakland  Bay 
Bridge;  exterior 
of  the  Chronicle 
building 


Sales  of  ‘Chronicle’  and  ‘Examiner’  still 
troubled  by  lawsuits,  countercharges 


BY  JOEL  DAVIS 

SACRAMENTO,  CALIF 


WHILE  THE  FEDERAL  ANTITRUST  CASE 

brought  to  block  the  sale  of  the  San  Fran¬ 
cisco  Chronicle  to  the 
Hearst  Corp.  awaits  a  judge’s  decision,  [ 
action  outside  the  courtroom  is  contin-  ! 
uing  like  a  runaway  cable  car.  | 

Final  arguments  for  the  trial  were  I  ' 

since  1 


Xf  I  that  company  officials 

X  'Vi  \  j  ordered  White  to  kill  an 

\  I  Examiner  stoiy  about  the 

f  \  I  Chronicle-,  a  Chronicle  re- 

I  r  1  X  \  [  porter  is  suing  the  paper, 

\  !  claiming  he  was  terminat- 

ed  for  talking  about  the 
sale  out  of  class;  and 
would-be  Examiner  own- 
er  Ted  Fang  says  he  \\t11 
l^jnjlll^^n  pay  union-scale  wages. 

In  other  words,  all  is 
normal  in  San  Francisco 
newspapering. 

In  a  move  that  will 
likely  delay  the  resolution 
BflBflBBHBBflBSli  of  the  trial.  Walker  ruled 
that  evidence  in  the  case  may  have  muddled  the 
merits  of  the  DOJ’s  approval  of  Hearst’s  purchase  of 
the  Chronicle.  Walker  has  asked  the  department  to 
explain  its  reasoning,  saying  trial  evidence  rendered 
it  “unclear.” 

While  Walker  vowed  a  quick  decision  in  the  trial, 
the  unusual  request  for  outside  input  could  delay  a 
decision  until  midsummer. 


May  31,  but  plenty  has  happened 
that  time;  U.S.  District  Judge  Vaughn 
Walker  is  seeking  help  from  the  feder¬ 
al  Department  of  Justice  (DOJ)  in  rul¬ 
ing  on  the  case;  suspended  Examiner 
Editor  and  Publisher  Timothy  White 
has  hired  counsel  to  protect  his  inter¬ 
ests  in  case  he’s  made  to  be  the  fall  guy; 
Hearst  is  denying  a  Chronicle  report 
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pansion  in  its  San 
Francisco  bureau  set 
for  midsummer. 

-  JOEL  DAVIS 

NEVERENDIN6 
NEWS  CYCLE 

Call  it  one  more 
sign  that  the 
news  cycle  is  now 
constant  and  omnivo¬ 
rous.  Its  insatiable 
demand  has  con¬ 
sumed  cycle  designa¬ 
tors  on  all  Associated 
Press  wires,  where 
story  slugs  now  begin 
with  “BC-.” 

The  last  story  with 
an  “AM-”  slug  moved 
late  Saturday,  June 
12,  said  AP  spokes¬ 
man  Jack  Stokes.  The 
last  "PM-"  story 
moved  earlier  that 
day.  The  change  aims 
to  make  updating 
easier  for  all  clients, 
including  newspa¬ 
pers,  broadcasters, 
and  Internet  services. 
-  TODD  SHIELDS 


Suspensions  and 
reprimands  were 
issued  by  The  Arizona 
Republic  in  Phoenix 
against  employees 
who  bought  stock  in 
parent  Central  News¬ 
papers  Inc.  when 
rumors  circulated  it 
was  up  for  sale. 

Four  supervisors 
were  suspended  with¬ 
out  pay  and  six  other 
employees  received 
letters  of  reprimand 
for  purchasing  stock 
after  a  reporter  began 
investigating  sale  ru¬ 
mors  on  May  26.  On 
June  8,  the  company 
announced  its  inten- 


Meanwhile,  White  has  retained  well-known  Bay 
Area  attorney  Joe  Cotchett  to  negotiate  a  golden 
parachute  and  to  ensure  that  he  does  not  get  fleeced 
in  Hearst’s  independent  review  of  the  details  that  led 
to  his  suspension. 

And,  ironically,  Hearst  is  essentially  calling  the  pa¬ 
per  it  is  trying  to  buy  a  liar.  A  June  9  Chronicle  story 
said  Hearst  Newspapers  President  George  Irish  or¬ 
dered  White  to  kill  a  story  profiling  the  Chronicle  be¬ 
cause  it  might  have  undermined  Hearst’s  purchase  of 
the  paper.  The  June  9  story  detailed  a  December  dep¬ 
osition  in  which  White  told  the  DOJ  of  a  memo  from 
Irish  to  ax  the  Chronicle  story  so  that  “there  was  no 
chance  it  would  reach  publication.” 

While  Hearst  spokeswoman  Debra  Shriver  said 
that  she  “can’t  answer  for  Tim  White,”  the  June  9 
Chronicle  stoiy,  she  said,  is  “not  true.” 

“There  was  nothing  directed  from  the  corporation 
—  it  wouldn’t  be  appropriate  for  us  to  make  news 
determinations  at  a  local  level,”  she  said. 

Examiner  Executive  Editor  Phil  Bronstein  said 
that  while  he  and  White  had  discussions  about  the 
story,  the  decision  not  to  run  it  was  made  before  the 
Irish  memo  to  White,  and  was  based  on  editorial 


reasons  and  the  stoiy’s  focus  rather  than  concern 
over  the  Chronicle  sale.  “They  don’t  pay  me  to  be 
concerned  about  what  goes  on  in  New  York  from  a 
business  standpoint,”  Bronstein  told  E^P. 

The  Chronicle  nevertheless  maintains  its  coverage 
is  accurate.  “We  stand  by  the  story,”  Managing  Edi¬ 
tor  Jerry  Roberts  said. 

To  add  to  the  turmoil,  the  Chronicle  is  being  sued 
[  by  former  reporter  Joel  Pimsleur,  64,  who  claims  he 
was  fired  for  criticizing  the  Hearst  bid  for  the  paper 
in  a  television  interview  last  August.  Pimsleur,  a 
41-year  Chronicle  employee  who  wrote  obituaries, 
alleges  he  was  fired  for  not  attending  a  Chronicle 
meeting,  whose  purpose  was  to  curtail  voicing  oppo¬ 
sition  to  the  sale.  He  also  says  Chronicle  security 
guards  assaulted  him  when  he  returned  to  the  news¬ 
paper  office  to  collect  personal  items  after  he  was 
fired.  The  Chronicle  said  late  Friday  that  an  inde¬ 
pendent  arbiter  had  upheld  the  firing,  though  the 
lawsuit  remains  as  a  separate  issue. 

I  On  another  front,  Ted  Fang,  who  currently  runs 
!  nonunion  newspapers,  reportedly  said  on  June  14 
I  that  he  has  met  with  San  Francisco  labor  leaders 
!  and  intends  to  pay  new  staff  “union  scale.”  11 


‘Media’  placers  on  same  team 


Real  Media  Syndicate  to  make  debut 


BY  CARL  SULLIVAN 

IN  THE  MEDIA-CON- 

vergence  game,  two 
“Medias”  with  a 
capital  “M”  are  getting 
together.  ii 

Online  advertising  ^ 
server  Real  Media  is  |j 
partnering  with  Web  j| 
syndicator  Screaming-  !! 
Media  to  help  newspa-  |j 
pers  build  their  online  Ij 
content.  Real  Media’s  jj 
650  domestic  clients  i| 
will  have  the  option  of  l| 
joining  Real  Media  ;| 
Syndicate,  a  new  bun-  ij 
died  ad  server  and  i! 
content-delivery  system. 
Essentially,  it’s  a  way  for 
newspaper  sites  in  the 
Real  Media  network  to 
provide  each  other  with 
editorial  content. 

The  new  syndicate 
will  pull  all  news  stories 
from  participating  Web 


sites  using  Screaming- 
Media’s  SiteWare  tech¬ 
nology.  Those  stories 
will  then  be  channeled 
into  eight  categories  — 


realmedia 


(NTERNCT  ADVERTISING  SOLUTIONS 


portunity  for  Real  Media 
partners  to  share  con¬ 
tent  with  each  other  and 
to  maximize  the  value  of 
their  editorial  content,” 
said  Chris  Neimeth, 
president  and  CEO  of 
Real  Media.  Participat¬ 
ing  sites  will  re¬ 
ceive  branding 
on  their  content 
and  a  slice  of 
revenue  for  new 
advertising  spots 


GEICONIENTSYMRaH 

MGSH 


automotive,  busi¬ 
ness,  entertain¬ 
ment,  health,  news, 
sports,  technology, 
and  travel  —  which 
will  be  offered  as  ready¬ 
made  content  to  other 
Real  Media  clients. 

“It  represents  an  op- 


Kimi 

iCONIENI 


cwaiiTWUBT  5555 


that  Real  Media  will  sell 
over  the  eight  channels. 

Real  Media  Syndicate 
members  also  will  have 


the  opportunity  to  sell 
their  content  to  Scream- 
ingMedia’s  1,000  clients. 

Many  newspaper 
sites  desperately  need  to 
flesh  out  their  content, 
said  Michele  Pelino, 
senior  analyst  at  the 
Yankee  Group  in 
Boston.  “If  you  have 
breadth  of  content ... 
you  will  ultimately  drive 
usage  back  to  your  site,” 
she  said. 

In  all  probabil¬ 
ity,  some  clients 
of  Real  Media 
will  balk  at  the 
jk;.  I  notion  of  hand¬ 
ing  over  their 
content  to  other 
new'spapers  for 
Iree.  Neimeth 
understands  the 
resistance,  but 
said  publishers 
must  recognize  the  “sig¬ 
nificant  downward  pres¬ 
sure”  on  the  idea  of 
charging  for  content.  lil 
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Advertisement 

Growth 

Opportunities  by 

In  the  Midst  of  a  Tidal  Wave  of  Change 

Leveraging 

Diversity 

There  are  weekly  stories  about  how 

America’s  communities  are  becoming 
more  diverse — stories  that,  for  the  most 
part,  are  limited  to  reflections  on  race  and 
ethnicity.  At  the  same  time,  there  are  almost  as 
many  stories  about  how  America’s  newspapers 
are  losing  readership.  Contrary  to  popular 
belief,  these  two  stories  are  very  much  related. 

Newspapers  need  to  learn  how  to  respond  to 
the  changing  needs  of  their  communities,  while 
remaining  true  to  their  fundamental  mission. 
To  do  so  they  also  need  to  understand  that  the 
changes  that  have  occurred  over  the  past  quarter 
century  go  well  beyond  the  demographic  and 
socioeconomic  characteristics  of  individuals 
in  their  communities.  The  purpose  here  is  to 
provide  an  overview  of  the  full  breadth  of  the 
changes  taking  place. 


The  importance  that  any  given  trend  has  for  newspapers  can 
arise  from  multiple  sources; 

1 )  the  amount  of  change  that  has  occurred  or  is  forecast  to 
occur  in  the  future  and  the  challenge  managing  this 
change  represents  for  the  community; 

2)  the  extent  to  which  the  trend  represents  an  obstacle  to  a 
successfully  functioning  community;  or 

3)  the  extent  to  which  there  are  misperceptions  associated 
with  the  trend. 

These  changes  can  also  impact  a  community  in  different 
ways.  Communities  must  deal  with  change,  misperceptions 
and  misinformation.  This  analysis  focuses  on  national 
trends,  and  is  relevant  to  individual  newspapers  for  a  number 
of  reasons.  By  definition,  national  trends  are  the  sum  of  local 
trends  and  help  guide  local  inquiry.  There  is  considerable 
evidence  that  national  demographic  and  socioeconomic 
trends  are  becoming  more  widespread  across  all  metro 
areas.  Attitudes  and  perceptions  are  also  becoming  much 
more  homogeneous  across  communities  and  regions  of  the 
country.  Finally,  local  communities  are  becoming  more 
interdependent. 


For  purposes  of  documenting  how  today  dif¬ 
fers  from  the  past,  we  sought  to  compare  the 
most  recent  year  for  which  data  are  available 
with  1960  or  the  first  year  after  1960.  .Much  of 
the  demographic  and  socioeconomic  analysis 
involves  comparisons  between  the  1960  and 
1990  census.  The  year  1960  was  a  heyday  of  the 
traditional  newspaper  business,  as  well  as  the 
beginning  of  a  period  of  social  and  economic 
change  in  America.  The  attitudinal  data 
reported  here  are  based  largely  on  the  General 
Social  Survey,  which  began  in  1972,  and  for 
which  the  most  recent  year  available  is  1 994. 
Data  on  economic  trends  come  from  a  variety 
of  government  studies  that  involve  various 
time  periods.  Going  forward,  we  looked  for 
forecasts  that  go  out  at  least  10  years. 


Demographic  and  Socioeconomic  Change 

The  U.  S.  population  has  become  much  more  racially  and 
ethnically  diverse  over  the  past  40  years  and  will  continue  to 
be  so  over  the  next  40  years.  Indeed,  by  the  middle  of  the 
next  century,  racial  and  ethnic  minorities  will  comprise 
nearly  half  the  total  population.  Immigrants  are  making  up 
an  increasing  share  of  the  population,  another  trend  likely 
to  continue  for  the  foreseeable  future.  Moreover,  the  popula¬ 
tion  is  also  aging,  making  the  adult  population  more  age- 
diverse.  In  1960,  there  were  very  few  people  over  the  age  of 
65;  today  still  less  than  one  in  six  adults  is  over  65.  By  2030, 
individuals  over  age  65  will  make  up  over  30  percent  of  the 
adults  in  this  country — and  half  of  these  senior  citizens  will 
be  over  75. 

The  structure  of  households  in  which  people  live  is  also 
changing  dramatically.  While  over  half  of  all  households  40 
years  ago  were  families  with  two  parents  and  children,  today 
this  type  accounts  for  less  than  one-fourth  of  all  households. 
This  share  is  expected  to  fall  below  one-fifth  in  the  next 
decade.  Somewhat  related,  the  average  size  of  households  is 
declining — there  are  considerably  more  one-person  households 
today  and  considerably  fewer  four-plus-person  households 
than  40  years  ago. 


Advertisement 


The  circumstances  of  these  households  are  like¬ 
wise  changing.  While  real  personal  income  was 
increasing  for  the  large  majority  of  American 
households  in  the  1960s  and  1970s,  it  has  not 
increased  for  most  Americans  over  the  past 
15-20  years.  The  overall  incidence  of  poverty 
has  declined  only  marginally,  although  the  com¬ 
position  of  the  poor  has  changed  substantially. 

A  major  reason  for  the  income  growth  of  many 
households  is  that  the  percent  of  dual  income 
households  has  increased  significantly  since 
1960,  a  trend  that  is  expected  to  continue. 

Closely  related  to  this  trend  is  the  fact  that  labor  force  par¬ 
ticipation  has  increased  substantially  over  the  past  40  years, 
especially  among  women.  However,  many  communities  are 
approaching  a  limit  and  the  potential  for  this  to  be  a  source 
of  labor  force  growth  in  the  future  is  very  limited.  Along 
with  the  change  in  participation,  the  mix  of  jobs  in  America 
has  changed  dramatically  over  the  past  40  years,  with  the 
service  sector  accounting  for  virtually  all  growth. 

Despite  all  these  changes,  the  percent  of  all  households  own¬ 
ing  their  own  homes  has  remained  constant  since  1960; 
however,  there  are  significant  geographic  and  ethnic  differ¬ 
ences.  Finally,  going  to  college  has  gone  from  being  the 
exception  to  being  the  norm,  especially  for  white  Americans. 

Community  Dynamics 

Communities  are  becoming  more  geographically  diverse — 
while  the  share  of  people  living  in  metro  areas  has  increased, 
the  share  living  in  central  cities  is  declining  as  metro  areas 
grow  by  expanding  geographically.  Moreover,  there  are  con¬ 
siderably  more  metro  areas  today  than  40  years  ago,  meaning 
that  a  larger  share  of  the  population  lives  in  communities 
that  must  address  the  broad  array  of  urban  issues. 

.'\t  the  same  time,  population  growth  (which,  for  many  years, 
was  a  significant  contributor  to  the  growth  of  newspaper 
revenues)  is  slowing  overall  and,  in  fact,  has  become 
concentrated  in  a  limited  number  of  markets.  In  addition, 
population  growth  today  is  driven  far  more  by  immigration 
and  migration  than  by  natural  factors  (births  and  deaths) 
compared  to  40  years  ago. 

The  economic  life  of  most  communities  is  also  changing. 
Retail  commerce  is  consolidating,  significantly  reducing  the 
number  of  large  traditional  advertisers  for  newspapers. 
Moreover,  small  firms  are  playing  an  increasingly  important 
role  in  local  economies,  particularly  in  job  creation.  In 
addition,  women-  and  minority-owned  firms  are  growing 
much  faster  than  the  overall  economy  and  creating  a  new 
business  constituency. 


Despite  these  changes,  people’s  attachment  to 
their  communities  has  not  changed  much 
compared  with  25  years  ago.  Neither  has  their 
involvement.  Voter  participation  has  remained  at 
about  the  same  level  over  the  past  25  years.  Over 
the  same  period,  while  participation  in  tradition¬ 
al  volunteer  organization  has  decreased,  this  time 
is  being  replaced  by  citizens  getting  involved  in 
new  ways.  America’s  social  capital  may  have 
changed  some,  but  it  does  not  appear  to  have 
declined.  However,  there  has  been  a  widespread 
loss  of  confidence  in  community  institutions. 


Moreover,  most  people  now  trust  their  neighbors  less. 

People’s  trust  in  government  has  declined  substantially  at  all 
levels.  Perhaps  as  a  result,  the  majority  of  Americans  have 
become  more  conservative. 

There  is  a  clear  trend  toward  a  desire  for  smaller  government; 
at  the  same  time,  most  people  still  want  the  government 
involved  in  civil  rights.  As  communities  have  become  more 
diverse,  racial  tolerance  generally  has  increased.  Likewise, 
attitudes  toward  women  and  gender  equity  have  changed 
significantly.  In  spite  of  other  changes,  most  people  still  have 
considerable  reservations  about  homosexuality,  and  large 
numbers  of  people  worry  about  the  effects  of  increased 
immigration. 

These  changes  have  implications  for  the  way  communities 
work  and  the  way  people  get  information.  To  varying 
degrees  they  represent  threats  to  existing  revenue  streams  of 
newspapers;  more  importantly,  they  represent  opportunities 
to  generate  new  revenue  streams  (and,  at  the  same  time, 
strengthen  the  core  mission  of  newspapers).  In  GOLD: 
Growth  Opportunities  by  Leveraging  Diversity,  a  new  pro¬ 
duct  from  the  Newspaper  Association  of  America,  these  growth 
opportunities  were  analyzed — and  they  are  considerable! 

One  difference  from  opportunities  of  the  past  is  that  compe¬ 
tition  for  the  consumer’s  time  and  money  related  to  media  is 
intensifying.  People  have  increased  their  overall  use  of  media, 
both  print  and  broadcast.  At  the  same  time,  newspaper 
managers  need  to  recognize  that  the  public’s  confidence  in 
news  media  has  declined  more  than  it  has  in  other  community 
institutions.  The  way  to  set  apart  the  bottom  line  from  all  of 
this  is  that  newspapers  are  now  having  to  re-establish  their 
claim  for  being  the  primary  source  of  information  in  their 
respective  communities. 
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In  the  past  30  years,  the  American  tapestry  has  changed  dramatically.  However,  in  that 
same  time  frame,  marketing  strategies  at  newspapers  have  changed  very  little. 


❖  Newspaper  readership  profiles  do  not  reflect  the  communities 
they  serve.  Women  influence  the  majority  of  retail  purchases  and 
advertisers  swarm  to  reach  them,  yet  women  read  newspapers 
less  than  men  with  similar  backgrounds. 

❖  Income  and  education  are  still  two  often-used  criteria  to  identify 
potential  readers,  yet  members  of  diverse  groups  who  would 
otherwise  be  considered  "newspaper  prospects"  appear  at  rates 
below  their  availability  in  geographic  markets. 

❖  While  markets  have  been  economically  hot,  circulation  has  been 
stagnant,  even  in  the  best  of  markets.  Even  where  circulation  is 
growing,  the  growth  has  been  consistently  lower  than  overall 
household  growth  so  market  penetration  is  on  the  decline. 


These  issues  are  much  more  felt  than  understood,  but  NAA  has  developed  a  product  that 
will  help  newspapers  respond  to  this  dynamic  marketplace.  GOLD:  Growth  Opportunities 
by  Leveraging  Diversity  is  a  training  program  that  uses  a  business  model  to  quantify 
the  revenue  and  circulation  potential  in  product  initiatives  that  target  diverse  markets. 
GOLD  is  a  straightforward  and  relevant  solution  for  any  newspaper  interested 
in  serving  the  increasingly  diverse  American  marketplace.  h® 


Order  GOLD  today.  Call  1 -800-651 -4NAA  and  ask  for  item  #50206, 

or  visit  our  Web  site  at  www.naa.org/diversity/gold. 
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Thomson  sell-otf  continues 


Media  General,  Copley  Press 
are  the  latest  buyers 


BY  LUCIA  MOSES 

WITH  ITS  POSSIBLE  PURCHASE  OF  FIVE 

Thomson  Corp.  dailies,  Media  General 
Inc.  will  widen  its  Southeastern  footprint 
while  creating  TV- 
newspaper  combi¬ 
nations  in  three 
additional  markets. 

Like  Tribune  Co., 
with  its  acquisition 
of  the  Times  Mirror 
Co.,  Media  General 
hopes  to  gain 
greater  advertising 
clout  and  operating 
efficiencies  by 
eventually  running 
Thomson’s  Alaba¬ 
ma  and  South  Car¬ 
olina  clusters  with  its  TV  stations  that  overlap  with 
those  markets. 

The  Richmond,  Va.-based  company  agreed  to 
pay  $237  million  for  the  papers,  which  include  the 
Florence,  S.C.,  Morning  News  and  The  Dothan 
(Ala.)  Eagle.  In  all,  they  have  a  combined  daily  cir¬ 
culation  topping  90,000. 

The  deal  announced  last  Tuesday  is  part  of 
Thomson’s  ongoing  sale  of  all  but  one  of  its  55  U.S. 


;  and  Canadian  dailies. 

Separately,  San  Diego-based  Copley  Press  Inc. 
i  agreed  to  buy  Thomson’s  The  Repository  in  Canton, 
Ohio  (with  a  daily  circulation  63,711),  for  at  least 
$183  million.  Copley,  which  is  privately  held,  de- 
j  dined  to  reveal  the  sale  price. 

Media  General  hopes  to  extend  throughout  the 
!  company  its  convergence  strategy.  The  plan  is  al- 
!  ready  under  way  in  Tampa,  Fla.,  where  its  daily  pa¬ 
per,  TV  station,  and 
Internet  operations 
began  sharing  a 
newsroom  and  co¬ 
ordinating  coverage 
in  the  past  year. 

Media  General  is 
depending,  as  is  Tri¬ 
bune,  on  the  federal 
government  relax¬ 
ing  its  prohibition 
against  a  newspaper 
owning  a  broadcast 
station  in  the  same 
market.  In  any  case. 
Media  General  can  operate  the  properties  until  its 
TV  licenses  begin  to  expire  in  six  years.  Media  Gen¬ 
eral  Vice  President  Bob  Pendergast  said. 

Copley,  meanwhile,  will  add  Canton  to  its  other 
Midwest  papers.  While  the  clustering  opportunities 
are  few,  the  paper  is  big  enough  to  run  as  a  stand¬ 
alone  property,  and  is  near  in  size  to  Copley’s  other 
Midwest  papers,  Copley  Chief  Operating  Officer 
Charles  F.  Patrick  said.  11 


Thomson: 

The  incredible  shrinking 

newspaper  company 

The  five  remaining  dailies  of  Thomson  Newspapers  in 

the  United  States: 

The  Tribune,  Mesa-Scottsdale-Tempe,  Ariz.  (daily  circulation  98,978) 
Daily  News-Sun,  Sun  City,  Ariz.  (20,055  -  May  1998  figure) 

The  Yuma  (Ariz.)  Daily  Sun 

(15.717) 

Connecticut  Post,  Bridgeport 

(77,444) 

The  Key  West  (Fla.)  Citizen 

*  Florida  circculations  are  year-round  averages 

(9,935)* 

Embargoed  ‘exclusives’:  Too  high  a  price? 


United,  US  Air  deal  highlights  practice 


BY  TODD  SHIELDS 

WASHINGTON 

EWS  THAT 

United  Airlines 
was  buying  US 
Airways  appieared  on 
many  front  pages.  Some¬ 
thing  more  also  slipped 
into  view  —  an  instance 
of  what  critics  call  an  in¬ 
creasingly  common,  but 
unsavory,  arrangement. 

The  day  before  the 
proposed  merger  was  to 


!  be  announced,  a  publi- 
I  cist  offered  details  of  the 
i  takeover  on  the  condi¬ 
tion  that  reporters  not 
post  the  news  on  the  In¬ 
ternet  until  midnight  or 
j  speak  to  outsiders. 

1  The  New  York  Times, 
The  Washington  Post, 
and  The  Wall  Street 
Journal  all  accepted 
the  deal.  But  the  em¬ 
bargo  dissolved  when 
I  the  Financial  Times  of 


London,  not  party  to 
the  deal,  put  news  of 
the  takeover  on  its  Web 
site  around  6:30  p.m. 
May  23. 

That  freed  the  others 
to  report  for  the  next 
day’s  editions,  and  The 
New  York  Times  re¬ 
vealed  the  embargo  in 
the  26th  and  27th  para¬ 
graphs  of  its  main  story 
about  the  takeover. 

Embargoes  with  re¬ 
porting  restrictions  of¬ 
fer  clear  upsides  to  both 
parties:  Journalists 


know  they  won’t  miss 
the  story,  and  corpora¬ 
tions  can  get  first-day 
articles  that  lack  com¬ 
ments  from  critics. 

The  downside  falls  to 
the  third  party  in  the 
transaction  —  the  read¬ 
ing  public.  After  word 
emerged  of  the  airlines’ 
news  embargo,  critics 
assembled  lists  of  those 
whose  views  may  have 
been  relevant,  including 
passenger  and  con¬ 
sumer  groups,  unions, 
and  federal  regulators 
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tion  to  sell  and  the 
stock  shot  up  as 
much  as  72%. 

-  KEN  LIEBESKINO 

EiONOMICS: 
MAYBE  IN  2001 

The  U.S.  House  of 
Representatives 
voted  to  prevent 
implementation  of 
workplace  ergonomic 
standards  set  by  the 
Occupational  Safety 
Health  Administra¬ 
tion.  Delayed  until  a 
vote  next  year,  the 
ban  was  part  of  a  bill 
to  fund  the  Labor,  Ed¬ 
ucation,  and  Health 
and  Human  Services 
departments. 

-  JIM  ROSENBERG 

MAYNARD 
SEEKS  PREZ 

The  Maynard  In¬ 
stitute  for  Jour¬ 
nalism  Education  is 
looking  for  a  new 
president  and  CEO  to 
replace  Stephen 
Montiel,  who  is  step¬ 
ping  down  after  12 
years.  Named  for  the 
late  Robert  C.  May¬ 
nard,  former 
owner/pubiisher  of 
The  Oakland  (Calif.) 
Tribune,  the  institute 
has  trained  editorial 
employees  since 
1977,  with  the  main 
goal  of  diversity  in 
the  newspaper 
industry. 

“After  12  years, 
Steve  Montiel  felt  it 
was  time  to  move 
on,”  said  Dori  May¬ 
nard,  communica¬ 
tions  director  of  the 
institute  and  Robert 
Maynard's  daughter. 
“The  board  has  ap¬ 
pointed  a  search 
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Integrity.  Opportunity. 
An  independent  voice. 


For  more  than  a  century,  the  St.  Petersburg  Times  has  held  firm  to  those 
principles,  thanks  in  large  part  to  a  legacy  of  visionary  leaders. 

From  J.M.  “Doc"  Baggett,  M.  Joel  McMullen  and  Dr.  J.L.  Edgar,  the  three  men 
who  founded  the  paper  in  the  back  room  of  a  Dunedin  pharmacy,  to  current 
chairman  Andy  Barnes,  our  ownership  and  leadership  have  been  firmly  rooted 
in  the  communities  we  serve. 

The  Times  remains  one  of  the  last  and  largest  independently  owned 
newspapers  in  the  country.  The  newspaper  is  guaranteed  its  independent  voice 
because  of  one  man:  Nelson  Poynter. 

Poynter  left  ownership  of  the  newspaper  he  loved  to  a  school  he  established  for 
the  study  of  journalism,  a  visionary  act  that  remains  unmatched  anywhere 
in  the  world. 

Today,  Andy  Barnes  sustains  the  vision.  Under  his  leadership,  the  newspaper 
has  won  three  Pulitzer  Prizes,  is  routinely  counted  among  the  best  newspapers 
in  the  nation,  and  has  become  Florida's  largest  daily  newspaper. 

Barnes  is  poised  to  help  lead  our  business  as  the  next  chairman  of  the 
Newspaper  Association  of  America.  We  think  the  values  that  Mr.  Poynter  left  us 
in  St.  Petersburg  have  a  lot  to  offer  our  industry  and  our  state. 

^tfletcrsiburg  ^imes 

sptimes.com 
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Communications  and  Media  Finance 


Helping  you 
help  the  world 
stay  connected. 

It's  your  desire  and  privilege  to  reach 
out,  communicate  and  connect  with 
others.  At  Summit,  we  can  help  bring 
your  vision  as  close  as  you  bring  the 
world  to  us.  After  all,  we  cover  every 
market  from  broadcasting  and  cable  to 
newspapers  and  telecommunications. 
For  the  industry-specific  financing  and 
services  to  help  you  reach  higher,  just 
pick  up  the  phone  -  we'll  listen. 

■  Cash  Management 

■  Commercial  Lending 

■  Derivatives 

■  Insurance 

■  Private  Placements 

■  Syndications 

■  Trust  &  Investment  Management 

■  Valuations 

■  401  (k)  Plans 

For  more  information,  call  1  -800'852-1 51 2 
or  visit  us  at  www.summitbank.com 


Reach  Higher 


M I M 


BANK 


www.summitbank.com 


Summit,  Summit  Bank,  Summit  Bancorp,  Reach  Higher  and 
summitbank.com  are  registered  service  marks  of  Summit  Bancorp. 
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committee  and  will 
be  looking  to  replace 
Steve.”  -  JOEL  DAVIS 


NPC  HONORS 
JIMMOSCOO 

Frequent  E&P  con¬ 
tributor  Jim 
Moscou  received  an 
honorable  mention  for 
the  Arthur  Rowse 
Award  for  Press  Criti¬ 
cism  announced  last 
week  by  the  National 
Press  Club  in  Wash¬ 
ington. 

Moscou  was  com¬ 
mended  for  his  July 
24,  1999,  cover  sto¬ 
ry  “The  Tabloid  Turn¬ 
coat,”  a  multimedia 
investigation  of  the 
Florida-based  Globe 
tabloid,  former  Globe 
reporter  Jeff  Shapiro, 
and  the  coverage  of 
the  JonBenet  Ramsey 
murder  case. 

-JAMIE  SANTO 

WALLETS  OPEN 
ATNEXPO’OO? 

Newspapers  are 
planning  a 
spending  spree  in 
2000,  according  to  a 
Newspaper  Associa¬ 
tion  of  America  report 
released  as  Nexpo 
opened  last  weekend. 
NAA  said  its  survey 
shows  papers  will 
pony  up  nearly  $800 
million  for  capital  ex¬ 
penditures  this  year, 
up  44%  from  1999. 

Big-ticket  items 
will  sell  the  fastest, 
NAA  said.  Among 
them  are  plant  con¬ 
struction,  up  102%, 
and  new  printing 
presses,  up  71%.  Pa¬ 
pers  apparently  have 
enough  computers  — 
spending  on  hard 


who  still  must  approve 
the  takeover. 

V/ithout  these  types  of 
different  viewpoints,  an 


of  what  it  called  “secret 
exclusion  agreements” 
to  the  Post,  Journal,  and 
New  York  Times. 


comfortable  with  that.” 

The  airlines  declined 
to  comment.  Richard 
Tofel,  spokesman  for  the 


restrictions.  “Our  editors 
make  the  judgment 
[that]  our  readers  are 
better  off  if  we  can  share 
some  of  the  news  today 
and  some  tomorrow.” 

Post  Managing  Editor 


IT  U  N  I  T  E  D 


^  U  S  AIRWAYS 


article  “really  is  almost 
an  ad  for  whatever  cor¬ 
poration  is  placing  the 
stoiy,”  said  Gaiy  Ruskin, 
of  the  Washington-based 
Commercial  Alert,  a 
nonprofit  group  founded 
by  Ralph  Nader.  His 
group  sent  letters  critical 


“Who  are  we  to  say 
well  hold  information 
back?”  noted  Chicago 
Tribune  financial  mar¬ 
kets  columnist  Bill 
Barnhart.  “I’m  very  un- 


Joumal,  called  Com¬ 
mercial  Alert’s  objec¬ 
tions  “silly.”  Tofel  said 
his  paper  works  to  avoid 
embargoes,  but  some 
unavoidably  come  with 


Steve  Coll  called  embar¬ 
goes  “unfortunate  but 
pervasive.  We  realize  we 
have  to  deal  with  them 
and  manage  them  on  a 
case-by-case  basis.”  11 


Appellate  ruling  in  Goss  case 
may  come  by  end  of  year 


BY  JIM  ROSENBERG 

OR  THE  SECOND  TIME  THIS  YEAR,  THE  WORLD 

Trade  Organization  (WTO)  has  ruled  that  pro¬ 
visions  of  the  Anti-dumping  Act  of  1916  run 
counter  to  U.S.  trade  treaty  obligations.  The  first  case 
concerned  trade  with  Europe,  the  second  with  Japan. 

The  law  is  the 
basis  for  Goss 
Graphic  Systems’ 
suit  against  two 
German  and  two 
Japanese  news¬ 
paper  press  mak¬ 
ers  and  their  U.S. 
affiliates.  Several 
years  ago,  Goss 
prevailed  in  peti¬ 
tioning  the  feder¬ 
al  Commerce  Department  to  slap  anti-dumping 
duties  on  the  manufacturers  for  selling  their  U.S.-im¬ 
ported  presses  at  less  than  fair  market  value. 

Seldom  invoked  (never  successfully),  the  law  allows 
criminal  penalties  and  civil  damages,  whereas  the 
amended  General  Agreement  on  Tariffs  and  Trade 
permits  only  impxjrt  duties  (E^P,  May  22,  p.  26). 

A  ruling  on  a  U.S.  appeal  should  have  no  effect 
on  the  more  frequently  used  Tariff  Act  of  1930. 
A  source  familiar  with  the  matter  said  that  the 
appellate  panel  may  rule  by  year’s  end,  but  not 
necessarily  by  late  summer,  as  some  press  reports 
have  indicated.  In  all  likelihood,  an  appeals  ruling 


Provisions  of 
the  Anti-dumping 
Act  of  1916  run 
counter  to  U.S. 
trade  treaty 
obligations. 


can  be  expected  before  the  Goss  case  goes  to  trial. 

Trade  pact  signatories  have  12  months  to  amend  or 
repeal  laws  to  conform  to  international  agreements  or 
risk  retaliation  by  other  nations.  ID 

-  - - ♦  ♦ - -  — 

Classifieds:  Futures 
in  Net  partnerships 

Embrace  Web  sites,  says  Yahoo!  exec 


BY  LUCIA  MOSES 

SAN  FRANCISCO 

EWSPAPER  CLAS- 

sified  ad  direc¬ 
tors  are  used  to 
looking  at  Internet  list¬ 
ings  sites  as  a  threat  to 
their  precious  revenue 
source.  They  would  do 
better  to  embrace  them, 
advised  Ellen  F.  Simi- 
noff,  vice  president  of 
business  development 
for  Yahoo! 

Papers  have  been  slow 
to  accept  the  idea  that 
the  future  is  in  partner¬ 
ships,  but  it’s  not  too 
late,  Siminoff  told  classi¬ 
fied  executives  Thurs¬ 
day.  “We’d  love  to  work 
with  newspapers  to  give 


additional  distribution 
to  classifieds.” 

Siminoff  believes  that 
while  their  rich  local 
content  and  ability  to 
reach  a  variety  of  readers 
are  pluses  for  newspa¬ 
pers,  the  greatest  classi¬ 
fied  growth  potential 
will  be  online. 

“I  think  the  younger 
generation  is ...  being 
brought  up  to  read  the 
newspaper  online,” 
she  said.  “That’s  why 
it’s  important  for  news¬ 
papers  to  leverage  their 
information  online. ... 
[L]ook  at  yourselves  — 
instead  of  newspapers 
—  as  local  information 
aggregators.”  11 
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We  re  delighted 
to  have 


Parade  back. 


— Janis  Heaphy,  Publisher, 
'  The  Sacramento  Bee 


IT  WOULDN’T  BE  SUNDAY  WITHOUT  A 
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ware  is  expected  to 
decrease  by  17%. 

-  MARK  FITZGERALD 

AlEXMAKEnN 
ASP  OE  ITSELF 

Relying  on  Con¬ 
centric  Network 
Corp.  infrastructure 
for  its  hosting,  Atex 
Media  Solutions, 
Bedford,  Mass.,  will 
create  a  wholly 
owned  subsidiary  run 
by  CEO  Karen 
Weltchek.  It  will  de¬ 
velop  Extensible 
Markup  Language- 
enabled  content- 
management  soft¬ 
ware  and  support  the 
company’s  new  appli¬ 
cation  service 
provider  (ASP)  busi¬ 
ness.  The  latter  will 
assume  media  firms’ 
systems  responsibili¬ 
ties,  allowing  them  to 
focus  on  delivering 
content  and  manag¬ 
ing  advertising. 

Max  Coebergh,  Atex 
global  media  opera¬ 
tions  president,  takes 
executive  leadership  of 
the  parent  company. 
-JIM  ROSENBERG 

NET-LINXBIIY$ 

XIIANDCTEXT 

Dresden,  Ger¬ 
many-based 
net-linx  AG  an¬ 
nounced  last 
Wednesday  it  had 
bought  two  of  the 
most  popular  brands 
in  newspaper  front- 
end  systems:  Sys¬ 
tems  Integrators  Inc. 
(Sll)  of  Sacramento, 
Calif.,  and  CText  Inc. 
of  Ann  Arbor,  Mich. 

Best  known  as  a 
supplier  of  publishing 
and  Web  software 
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A  move  to  save  the  'Star-Bulletin' 

Rumors  Of  ESOP  are  no  fables 


Editorial  employees  seek  white  knight 
with  deep  pockets  in  the  suit  of  armor 

BY  JOEL  DAVIS 

SACRAMENTO,  CALIF. 

Editorial  employees  at  the  Honolulu  Star- 
Bulletin  are  not  quite  ready  to  wave  aloha  to 
their  troubled  but  beloved  newspaper.  In 
fact,  they’re  thinking  about  buying  it. 

In  an  unusual  move,  about  80%  of  the  Star- 
Bulletin's  editorial  employees  —  about  75  people  — 
have  expressed  interest  in  participating  in  a  stock- 
ownership  plan  at  the  newspaper. 


Liberty  agreed  in  September  to  end  its  JOA 
and  close  the  67,000-circulation  Star-Bulletin  in 
exchange  for  $26.5  million  from  Gannett. 

The  stock-ownership  proposal  is  seen  as  a  long 
shot  at  best.  However,  because  the  employees  are 
working  with  a  New  York  investment  firm  and  have 
submitted  a  letter  to  the  broker,  they  will  be  privy 
to  any  deal.  In  essence,  they  can  at  least  monitor 
who,  if  anyone,  ends  up  controlling  their  destiny. 

“It’s  just  a  matter  of  getting  a  toe  in  the  door,” 
features  writer  Burl  Burlington  said.  “That  way,  we 
can  participate  in  the  sales  process  in  an  official  way. 
...  It’s  a  defensive  measure.” 

While  employee  stock-ownership  plans  (ESOPs) 


Dirks,  Van  Essen  &  Murray  has  identified  at  least  seven  potential  buyers  for  the  beleaguered  Star-Bulletin. 


Ideally,  the  employees  would  link  up  with  a 
financially  sound  outside  investor  with  deep  pock¬ 
ets  who  would  purchase  the  paper  and  rehire 
editorial  staff  along  with  displaced  or  interested 
applicants  from  the  Hawaiian  Newspaper  Agency, 
the  business  arm  of  the  Star-Bulletin  and  its  joint 
operating  agreement  (JOA)  partner,  the  Gannett 
Co.  Inc.-owned  Honolulu  Advertiser. 

Liberty  Newspapers  put  the  afternoon  Star- 
Bulletin  on  the  market  in  April.  A  court-monitored 
agreement  gives  Liberty  until  today  to  sell  the 
newspaper.  The  agreement  was  made  in  the  wake 
of  a  federal  antitrust  lawsuit  filed  in  U.S.  District 
Court  in  October  by  Hawaii’s  attorney  general  and 
a  citizens’  group.  The  suit,  on  hold  until  the  sale 
deadline,  alleges  Gannett  and  Liberty  conspired  to 
create  a  monopoly  in  Honolulu. 


are  not  uncommon  in  other  industries,  such  as  steel 
and  transportation  —  United  Airlines  employees 
purchased  the  company  in  1994,  for  instance  — 
they  are  rare  in  the  newspaper  business. 

Norman  Kurland,  an  Arlington,  Va. -based  attor¬ 
ney  who  specializes  in  ESOPs,  said  it  would  be 
extremely  difficult  for  the  Star-Bulletin  staff  to  pull 
off  an  ESOP.  The  paper’s  distressed  economics, 
union  arrangements  —  concessions  would  have  to 
be  made,  scaling  back  pay  and  benefits  —  and  the 
fact  that  the  paper  would  likely  have  to  operate  out¬ 
side  its  lucrative  JOA,  which  may  have  kept  it  alive 
in  the  first  place,  are  all  obstacles,  Kurland  said. 

“In  general,  ESOPs  work  with  companies  that  are 
already  successful,”  Kurland  noted.  “Maybe  3%  of 
them  are  companies  that  are  already  in  trouble.” 
Distressed  companies,  he  added,  often  don’t  start 
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NOTHING  IS  AS  SCALABLE  AS  OPEN  AOSTREAM 

The  world’s  top  Web  publishers  trust  Open  AdStream  for  a  very  simple  reason-it’s  the  most  highly  scalable  and  reliable  Internet 
advertising  solution  available.  Whether  they’re  serving  1  million  impressions  or  hundreds  of  billions  of  impressions,  they  know 
that  Open  AdStream  will  deliver.  Just  ask  The  New  York  Times,  Los  Angeles  Times,  USA  Today,  Seattle  Times,  Chicago  Sun-Times, 
and  the  hundreds  of  others  who  rely  on  Open  AdStream  to  help  handle  their  growing  volume  of  ad  impressions. 

Visit  our  Web  site  at  www.realmedia.com/OAS  and  sign  up  for  a  free  demonstration  or  call  (215)  654-8376  (ext.  573). 

And  find  out  for  yourself  why  the  top  Web  sites  on  the  Internet  choose  Open  AdStream. 

Open  AdStream.  The  Smart  Ad  Management  Solution. 


Fort  Washington  215-654-8376  •  New  York  212-725-4537  •  San  Francisco  415-643-5071  •  Chicago  312-384-0000 

Dallas  972-387-5997  •  Miami  305-670-0234 


thinking  about  employee  ownership  until  it’s  too  late. 

“Whenever  you  start  with  sick  patients,  it’s  hard  to 
make  them  into  Olympic  performers,”  he  said. 

At  the  least, 

Star-Bulletin  It  S  dlStr 

employees,  who  #  are  tF 

at  this  point  feel  f.  *  \ 

they  have  little  i  '•PJ  i  newspapi 

to  tee,  will  see  Wck  the  t 

what 

per  has  identi- 

fied  at  least  seven  potential  buyers  since  well-known 
New  Mexico-based  broker  Dirks,  Van  Essen  &  Mur¬ 
ray  began  shopping  the  paper  around  under  court 
mandate.  One  identified  potential  suitor  is  Hawaii 


car  dealer  Mike  McKenna,  a  former  newspaperman. 

“We’ve  been  fairly  passive.  We’ve  been  kicked 
around  and  targeted  by  Gannett,  and  the  whole  sale 
,  -  thing  has  been 

Cting  because  spun  by  Gannett 

ing  to  get  a  daily 

which  it  IS  not, 

I”  out  every  day  and  Burlington  said, 
her  newspaper’s  distracting 

^  ^  because  we  are 

—  BURL  BURLINGTON  trying  to  get  a 
Honolulu  Star-Bulletin  daily  newspaper 
out  every  day  and  kick  the  other  newspaper’s 
[The  Honolulu  Advertiser']  a—,  which  we  do  on 
a  daily  basis.  But  the  idea  of  an  ESOP  has  helped 
people’s  morale.”  d 


solutions  to  the  ad¬ 
vertising,  telecommu¬ 
nications,  and 
directory  publishing 
industries,  net-linx 
said  SI  I  and  CText 
will  operate  under 
their  existing  names 
in  a  new  division 
called  net-linx  Pub¬ 
lishing  Solutions.  SI  I 
founder  and  CEO  Lar¬ 
ry  Moore  and  CText 
Chief  Operating  Offi¬ 
cer  Mike  Lee  will  stay 
with  the  companies. 

-  MARK  FITZGERALD 


Shocking  but  true! 

Nearly  3V2  years 
after  JonBenet  Ram¬ 
sey  was  murdered 
and  the  story  explod¬ 
ed  into  a  enigmatic 
media  maelstrom,  it's 
a  tabloid  that  finds 
itself  in  the  defen¬ 
dant’s  chair. 

On  May  26,  Craig 
Lewis,  a  news  editor 
at  the  Globe,  was 
arraigned  on  four 
criminal  counts  — 
bribery,  extortion,  and 
conspiracy  to  commit 
both  —  all  stemming 
from  allegedly  dubi¬ 
ous  news-gathering 
tactics  he  used  while 
covering  the  6-year- 
old's  murder.  Lewis 
pleaded  not  guilty, 
and  a  trial  was  set 
for  Nov.  6. 

And,  of  course,  like 
all  things  Ramsey, 
the  Lewis  affair  is  al¬ 
ready  shaping  up  to 
be  its  own  sensation: 
Colorado  prosecutors 
said  several  Holly¬ 
wood  stars  (subjects 
of  Globe  reporting) 
may  testify  on  behalf 
of  the  state's  case. 

-  JIM  MOSCOU 


work  and  the  ability  to 
resell  it  outside  the 
Globe’s  primary  circula¬ 
tion  area,  while  the 
Globe  would  remain 
barred  from  selling  the 


the  free-lancers  have 
ever  done  for  the  Globe, 
even  though  they  had  a 
prior  contract  saying 
we’re  paying  you  for 
first-time  publication 
rights,”  Sills 
said.  “The 
free-lancers 
aren’t  trying 
to  damn  the 
Internet; 
they  just 
want  an  op¬ 
portunity  to 
share  in  the 


Unfair  business  practices  alleged 


BY  LUCIA  MOSES 

IN  THE  LATEST  CHAL- 

lenge  to  publishers’ 
ability  to  post  con¬ 
tributors’  material  on 
the  Web,  free-lancers  at 
The  Boston  Globe  sued 
the  paper  over  a  pro¬ 
posed  agreement  seek¬ 
ing  broad  rights  to 
publish  their  past  and 
future  material  without 
additional  payment. 

The  Globe  had  asked 
about  750  of  its  most- 
often-used  free-lance 
writers,  photographers, 
and  illustrators  to  sign 
the  pact  by  July  1  or  face 
being  dropped  by  the 
paper.  As  of  June  13, 

293  had  signed  it,  a 
Globe  spokesman  said. 

The  suit,  filed  in 
Massachusetts  Superior 
Court  on  behalf  of  about 
1,000  Globe  free¬ 
lancers,  accuses  the 
paper  of  violating  the 
state’s  unfair-business- 
practice  law  and  seeks 
an  injunction  against 
the  agreement.  A  hear¬ 


ing  is  set  for  June  23. 

The  agreement  was 
the  Globe’s  answer  to  a 
1999  federal 
appeals  court 
ruling  bar¬ 
ring  the  New 
York  Times 
Co.,  parent  of 
the  Globe, 
and  other 
publishers 
from  using 
free-lancers’ 
work  in 
databases 
without  their 
permission. 

Because  of 
that  restric¬ 
tion,  the 
Globe’s  on¬ 
line  site,  Boston.com,  is 
missing  some  of  the 
print  content.  Globe 
spokesman  Richard 
Gulla  said.  “We  want 
the  two  to  be  compati¬ 
ble,”  he  said. 

While  the  Globe  isn’t 
offering  more  money, 
free-lancers  would  re¬ 
tain  copyrights  to  their 


and  more. 


NataHe  Merchant 
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process. 

Gulla  said 
the  Globe’s 
proposal 
compares 
fairly  to  that 
of  other  ma¬ 
jor  metro  pa¬ 
pers,  which 
keep  all  copyrights  to 
their  free-lancers’  mate¬ 
rial.  Sills  countered  that 
other  publications  have 
offered  extra  pay  to  post 
free-lance  material  on 
the  Web  and  haven’t 
demanded  that  the 
agreement  apply  to 
past  work,  as  the 
Globe’s  does.  11 


TWEL 


work  to  third  parties, 
Gulla  said. 

That  doesn’t  go  far 
enough  for  the  free¬ 
lancers,  said  Boston 
lawyer  Ira  Sills,  who 
filed  the  suit  on  their 
behalf. 

“Basically,  the  Globe 
is  asking  to  have  the 
right  to  use  everything 
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RELEASE  YOUR  SITE’S  POTENTIAL. 

The  truth  is,  there’s  a  lot  of  potential  revenue  in  your  Web  site  that’s  just  waiting  to  get  out.  And  no  one  can  help  make  it  materialize 
like  Real  Media.  Our  Media  Services  Group  offers  a  host  of  innovative  services  such  as  planning  and  consulting  on  advertising  placements, 
detailed  analysis  and  profiling  of  your  site’s  audience,  and  outsourcing  ad  traffic  management  -  services  that  have  helped  sites  such  as 
Playboy.com,  Dallas  Morning  Newsanb  Money.net  become  successful,  revenue-generating  brands.  To  learn  more,  call  us  at 
1-877-688-REAL.  It  may  be  just  what  your  site’s  been  wishing  for.  Nothing  Attracts  Like  Real  Media. 


AD  MANAGEMENT  TECHNOLOGY  •  INTERNET  ADVERTISING  SALES  •  MEDIA  SERVICES 

www.realmedia.com 


New  York  •  San  Francisco  •  Chicago  •  Dallas  •  Miami  •  Washington  D.C.  •  Los  Angeles 


I 


I 


LE 

BY  JAMIE  SANTO  NEWSPEOPLE@EDITORANDPUBLISHER.COM 

CANADA 

Brian  Mulroney 

Brian  Mulroney  —  chairman  of  the  board 
of  Sun  Media  Corp.  in  Toronto  and  the 
Conservative  prime  minister  of  Canada 
from  1984  to  1993  —  will  serve  as  interim 
CEO  of  Sun  Media  following  the  resig¬ 
nation  of  president  and  CEO  Paul  V. 
Ck)dfrey.  Godfrey  will  remain  on  the  board  of  directors,  and  be 
part  of  a  board  committee  that  will  recommend  his  successor,  A 
subsidiary  of  Quebecor  Inc.,  Sun  Media  publishes  dailies, 
weeklies,  and  other  publications  in  Canada  and  Florida. 


in  Tiiiley  Park  and  Star  Publications, 
from  pressroom  manager. 

MARYLAND 

Bill  Yoegel  to  the  newly  created  position 
of  director  of  interactive  sales  for 
SunSpot.com,  the  Web  site  of  The  Sun  in 
Baltimore,  from  online  sales  manager. 
Tim  Windsor  to  the  newly  created  position 
of  director  of  product  development  and 
marketing  from  executive  producer. 

MASSACHUSETTS 

Emily  Sweeney  to  assistant  editor  at  the 

weekly  Brookline  Tab  from  staff  writer. 

MICHIGAN 

James  Prichard  to  correspondent  for  The 
Associated  Press  in  Grand  Rapids  from 
AP  correspondent  in  Evansville,  Ind. 
Prichard  succeeds  Lisa  Singhania,  now  a 
newsperson  in  AP’s  business  news 
department  in  New  York. 

NEW  JERSEY 

Noelle  Greene-Hunt  to  director  of  investor 
relations  for  the  Trenton-based  Journal 
Register  Co.  from  vice  president  of 
investor  relations  at  the  Prudential 
Insurance  Co.  of  America  in  Newark. 


ALABAMA 

Robb  Reeves  to  publisher  of  The  Selma 
I  Times-Joumal  and  president  of  parent 

i  Selma  Newspapers  Inc.  from  general 
manager  of  the  Fergus  Falls  (Minn.)  Daily 
Journal.  Reeves  succeeds  E.  Wilsotl  Koeppel. 

ALASKA 

Kay  Cashman  to  publisher  of  the  Kodiak 
j  Daily  Mirror  from  editor  in  chief  and 
co-publisher  of  Business  News  Alaska  and 
Petroleum  News  Alaska  in  Anchorage, 
where  she  vvill  remain  an  associate  editor. 
Cashman  succeeds  Asa  Cole,  now  publish¬ 
er  of  the  Fitchburg,  Mass.,  Sentinel  ^  En¬ 
terprise  and  six  related  area  weeklies. 

COLORADO 


tion.  The  appointment,  which  must  be 
approved  by  the  university’s  board  of 
regents  June  29,  is  effective  Jan.  1,  2001. 

FLORIDA 

Cesar  Mendoza  to  vice  president  of  circula¬ 
tion  for  the  Miami  Herald  Publishing  Co. 
from  circulation  director  for  The  Miami 
Herald. 

GEORGIA 

'  Mark  Swendra  to  new-media  director  for 
the  Savannah  Morning  News  from  new- 
media  content  editor. 

Mark  Green  to  circulation  operations  man¬ 
ager  from  state  representative  at  Detroit 
Newspapers,  the  joint  operating  arm  of 
The  Detroit  News  and  Detroit  Free  Press. 


NEW  YORK 

Bette  Ann  Yams  to  national  director  of  sales 
development  for  USA  Weekend  in  New 
York  from  director  of  domestic  and  Euro¬ 
pean  automotive  sales  for  USA  Today’s 
Detroit  office. 


NEW  YORK 

Joan  Sheridan 
LaBarge 

to  senior  vice 
president  of  sales 
and  marketing  for 
Parade  in  New  York  from  exec- 


Del  Brinkman  to  dean  of  the  School  of 
Journalism  and  Mass  Communication  at 
the  University  of  Colorado  at  Boulder 
from  director  of  journalism  programs  for 
the  John  S.  and  James  L.  Knight  Founda- 


ILLINOIS 

Kevin  Bartlett  to  production  manager  for 
Midwest  Suburban  Publishing  in  Chica¬ 
go,  which  publishes  the  Daily  Southtown 


utive  vice  president  and  group 
publishing  director  at  Weider 
Publications  in  New  York. 


The  Graduate  School  of 
Journalism  at  Columbia 
University  in  New  York 
presented  awards  to  two 
legendary  scribes;  Pete 


Hamill,  staff  writer  for 
The' New  Yorker  and 
former  editor  in  chief  of 
both  the  New  York  Post 
and  the  New  York  Daily 
News,  was  given  the^  ' 
Columbia  Jounialisiu 


.■\uard  in  recognition  of 
his  lifetime  achievement; 
and  Guy  Trebay,  writer 
for  The  New  York  Times 
“Style"  section  and  20- 
year  veteran  of  New  ' 
York’s  Village  Voice,  was 


given  the  Mike  Berger 
.Award  in  honor  of  his 
cultural  coverage. 

The  American  Siociety  foe 
Microbiology  presented 
the  2()()<)  Public  Coiu- 


uuiuieatious  .AwarrI  to 
Dr.  Susan  Okie,  medical 
writer  for  The  Washing¬ 
ton  Post,  for  her  two-part 
series  on  tuberculosis. 
The  award  carries  an 
honorarium  of  $2,500., 
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Mark  Mittelstadt  to  director  of  editorial  1  TENNESSEE 

planning  for  The  Associated  Press  in  New  Tom  Larimer  to  publisher  of  The  Daily 
York  from  AP  New  Jersey  bureau  chief  in  News  Journal  in  Murfreesboro  from  pub- 
Trenton.  lisher  of  the  Great  Bend  (Kan.)  Tribune. 

\  The  position  has  been  vacant  since  1993. 
NORTH  CAROLINA  ! 

Margaret  Lillard  to  North  Carolina  news  ed-  '  TEXAS 

itor  for  The  Associated  Press  in  Raleigh  |  Ed  Vaughn  to  manager  of  the  Houston 
from  AP  general  desk  editor  in  New  York,  j  Chronicle’s  “Chronicle  in  Education” 

I  department  from  circulation  area 
manager  for  the  city  south  region. 


Because  of  Editor  ^  Publisher’s  move  to 
new  offices  this  week,  almost  all  New 
York-based  staffers  will  have  new  tele¬ 
phone  numbers,  effective  Monday,  June 
26.  The  classified  advertising  number 
will  continue  to  be  1-888-825-9149. 
Staffers’  numbers  begin  with  (646)  654 
and  end  with  the  four  digits  given 
below: 

Group  Editor  William  F.  Gloede  [5251] 

Executive  Editor  Steve  Yahn  [5281] 

Features  Editor  Greg  Mitchell  [5282] 

E&P  Online  Editor  Carl  Sullivan  [5274] 

E&P  Online  Ass’t  Editor  Karim  Mostafa  [5277] 
Senior  Editor  Dave  Astor  [5273] 

Senior  Editor  Jim  Rosenberg  [5276] 

Associate  Editor  Lucia  Moses  [5279] 

Associate  Editor  Joe  Nicholson  [5280] 

Associate  Editor  Joe  Strupp  [5272] 

Associate  Editor  Wayne  Robins  [5275] 

Reporter  Ellen  Liburt  [5271] 

Reporter  Jamie  Santo  [5278] 

Copy  Chief  JJ.  McGrath  [5283] 

Art/Design  Director  Reiko  Matsuo  [5290] 

Ass’t  Art  Director  Dorothy  Szemiot  [5289] 

Photo  Editor  Sally  Sawadogo  [5285] 


OHIO 

Joe  Centers  to  managing  editor  of  the 
Norwalk  Reflector  from  sports  editor. 
Centers  succeeds  Bette  Pearce,  now 
assistant  news  editor  at  The  Clarion- 
Ledger  in  Jackson,  Miss. 


Steve  McIntosh  to  controUer  of  Dahas- 
based  Belo  Interactive  Inc.  from  assistant 
director  of  accounting  for  Belo’s  broad¬ 
casting  dmsion. 


OKLAHOMA 

Ann  Rounsavall  to  publisher  of  The  Ed¬ 
mond  Sun  from  publisher  of  the  Picayune 
(Miss.)  Item.  She  succeeds  Ray  Hibbard. 


MASSACHUSETTS 

Jeannette 

president 

Needham-based  Community 
Newspaper  Co.  from  vice  presi¬ 
dent  of  classified  at  the  North 
Jersey  Newspaper  Co.  in 
Paramus,  N.J.,  a  subsidiary  of 
MediaNews  Group  Inc. 


Kevin  Hassler  to  managing  editor  of  the 
Enid  News  &  Eagle  from  city  editor. 
Hassler  succeeds  Jerry  Pittman,  now 
publisher  of  the  AZrws  Times. 

Jeff  Mullin  to  city  editor  from  news  editor. 
Violet  Freeze  to  news  editor  from  assistant 
news  editor. 


Vice  President,  Publisher  Dennis  O’Neill 
Advertising  Sales  Mgr.  M.  Eileen  Long 
East/Canada  Regional 
Advertising  Mgr.  Howard  E.  Flood 
Classified  Advertising  Publisher 
Harold  Itzkowitz 


OREGON 

Ty  Walker  to  news  editor  of  the  thrice- 
weekly  News-Register  in  McMinnville 
from  night  editor  of  The  Daily  Triplicate 
in  Crescent  City,  Calif  Walker  succeeds 
Jim  Thompson,  now  copy  editor  at  The 
Columbian  in  Vancouver,  Wash. 


SOUTH  CAROLINA 
Garth  Groshans  to  circulation  director  at 
Aiken  Standard  from  circulation  zone 
manager  at  The  Greenville  News. 


We  specialize  in  assisting  owners 
in  exploring  and  negotiadnfftte  sale 


MASSACHUSETTS  I 

R  ^  to  publisher  of  The  I 

1^  Berkshire  Eagle 

|Pl  in  Pittsfield.  He 

title  and  duties  as  president/CEO 
of  parent  New  England  News-  j 
papers  Inc.  Mick  succeeds  Martin 
C.  Langeveld,  named  publisher! 
North  Adams  Transcript.  \ 


nW-Mlyi^iwsigj^yi^iips^^ 


Suite  1 00 

'Santa  Fe,  New  Mexico  87501 
Tel:  505,820.2700 
Fax:  505.820.2900 
E-mail:  lnfo@dirksvanessen.com 
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NEWSPEOPLE 


OBITUARIES 


Thomas  E.  Quinlan 

44,  Died  June  6 

HIGH-TECH  REPORTER  FOR  SAN  JOS£  (CALIF.)  MENCURY  NEWS 

An  old-fashioned  reporter  who  covered 
the  high-tech  beat  in  Silicon  Valley  for  the 
San  Jose  (Calif.)  Mercury  News,  Quinlan  was 
found  dead  at  his  San  Francisco  home  June  6. 

The  medical  examiner’s  office  told  E&P  on 
June  14  that  it  had  not  yet  determined  the 
cause  of  death. 

From  a  desk  submerged  beneath  a  teeming  low-tech  metropolis  of 
papers,  the  disheveled  and  dogged  Quinlan  wielded  his  insight  and  exten¬ 
sive  source  list,  delivering  scoops  and  in-depth  stories  that  gained  national 
acclaim.  Quinlan  entered  journalism  with  no  technical  training,  just  a 
hard-nosed  determination  to  get  the  story  and  get  it  right.  He  covered  the 
local  technology  field  first  for  Computer  Reseller  News,  where  he  began  in 
the  mid-1980s,  then  InfoWorld  in  San  Mateo  before  joining  the  Mercury 
News  three  years  ago.  Quinlan’s  expertise,  which  he  acquired  through  per¬ 
sistent  interviewing  and  extensive  reading,  imbued  him  with  an  insight 
into  such  giants  as  chip-maker  Intel.  Said  former  InfoWorld  Editor  in 
Chief  Sandy  Reed:  “I  think  he  knew  more  about  Intel’s  strategy  than  Intel 
did  sometimes.”  Quinlan,  the  only  reporter  to  win  two  in-house  managing 
editor’s  awards  for  exceptional  journalism,  masterfully  covered  the  Feder¬ 
al  Trade  Commission’s  investigation  of  Intel  and  authored  a  two-part  se¬ 
ries  that  examined  Intel’s  growing  dominance  of  the  computer  industry. 


J.H.  Carmical 

104,  Died  June  9 
COVERED  1929  STOCK  MARKET 
CRASH  FOR  THE  NEW  YORK  TIMES 

After  graduat- 
ing  from  the  Uni¬ 
versity  of  Georgia  with 
a  journalism  degree  in 
1917,  Carmical  moved 
to  New  York  and 
worked  as  a  financial 
analyst  for  J.P.  Mor¬ 
gan  Co.  In  1922,  he 
became  a  financial 
writer  for  the  Times, 
for  which  he  traveled 
the  world  covering  the 
oil  industry,  the  rail¬ 
road  industry,  and  the 
Great  Depression.  In 
1967,  after  50  years  in 
New  York,  Carmical 
returned  to  Georgia  to 
take  up  farming. 

Bill  Connors 

68,  Died  June  2 
SPORTS  EDITOR/COLUMNIST 
FOR  TULSA  (OKU.)  WORID 

CONNORS,  NAMED 
Oklahoma  sports 


writer  of  the  year  11 
times,  began  working 
full  time  for  the  World 
in  1953  upon  graduat¬ 
ing  from  Oklahoma 
A&M  College  in  Still¬ 
water  (now  Oklahoma 
State  University).  Af¬ 
ter  a  brief  stint  at  The 
Daily  Oklahoman  in 
Oklahoma  City  in 
1956  —  he  stayed  just 
13  weeks  —  Connors 
returned  to  the  World, 
where  he  would  spend 
the  rest  of  his  career. 
He  was  named  execu¬ 
tive  sports  editor  in 
1959  and  sports  editor 
in  1964.  He  had 
served  as  senior  sports 
editor  in  recent  years. 

Frederic 

Graeser 

90,  Died  May  17 

FOUNDED  OAKLAND,  CALIF. 
NEWSPAPER 

Graeser,  who 
died  after  emer¬ 
gency  surgery  for  a 


broken  hip,  founded 
The  Montclarion  in 
1944  and,  with  his 
wife  Mary,  ran  it  until 
1977,  when  they  sold 
the  twice-weekly  pa¬ 
per  to  Warren  “Chip” 
and  Mary  Brown.  The 
paper  is  now  owned 
by  Knight  Bidder. 

Philip  E.  Gunby 

67,  Died  May  21 

JOURNALISM  PROFESSOR  AND 
LONGTIME  JOURNALIST 

Gunby,  a  former 
editor  at  The 
Journal  of  the  Ameri¬ 
can  Medical  Associa¬ 
tion  (JAMA),  died  of 
pneumonia.  Gunby 
received  a  bachelor’s 
degree  in  journalism 
from  Michigan  State 
University  in  East 
Lansing,  where  he  was 
editor  of  the  State 
News  for  two  years. 

He  later  worked  as  a 
reporter  for  papers  in 
Michigan  and  New 


York,  and  covered  the 
Ohio  Legislature  for 
The  Associated  Press 
in  Columbus  before 
joining  JAMA  in  1964. 
Gunby  was  an  adjunct 
journalism  professor 
at  Northwestern 
University  in 
Evanston,  Ill. 

David  Levinson 

70,  Died  May  30 
FORMER  MANAGING  EDITOR 
I  OF  THE  LONG  BEACH.  CALIF., 

I  PRESS-TELEGRAM 

Levinson,  hired 
as  an  editorial 
I  writer  for  the  Prm- 
I  Telegram  in  1970,  also 
worked  as  a  features 
copy  editor  and  music 
critic  before  being 
named  managing  edi¬ 
tor,  a  post  he  held  un¬ 
til  retiring  in  1995. 
i  Levinson,  who  had  a 
fascination  with  used 
and  rare  books, 

I  turned  his  hobby  into 
an  Internet  business 
called  Book  Brothers. 

! 

Frank  W. 
McDonald 

70,  Died  June  5 
PRESIDENT  OF  CHATTANOOGA 
(TENN.)  PUBLISHING  CO. 

McDonald  be- 
came  chairman 
j  of  the  Chattanooga 
I  Free  Press  in  1990,  af¬ 
ter  the  death  of  the  his 
father,  the  paper’s 
founder.  He  was 
named  president  of  the 
Chattanooga  Publish¬ 
ing  Co.  in  1981  when  a 
joint  operating  agree¬ 
ment  was  signed  with 
morning  rival  Chat¬ 
tanooga  Times.  He  re¬ 
tained  that  post  while 
serving  as  chairman. 

In  March  1998,  he  an¬ 
nounced  the  sale  of  the 
paper  to  Walter  Huss- 
man,  owner  of  the 


Arkansas  Democrat- 
Gazette  in  Little  Rock. 
Seven  months  later, 
Hussman  bought  the 
Times,  combining  the 
papers  to  create  the 
Chattanooga  Times  j 
Chattanooga  Free 
Press.  McDonald 
stayed  on  as  president 
of  the  publishing 
company. 

Tony  Moser 

41,  Died  June  10 
TALENTED  YET  TROUBLED 
POLITICAL  COLUMNIST 

Moser  —  whose 
graceful  politi¬ 
cal  writing  won  him 
numerous  Arkansas 
newspaper  jobs, 
which  his  drinking 
problem  almost  as  of¬ 
ten  later  lost  —  died 
after  being  struck  by  a 
pickup  truck  as  he 
walked  in  the  middle 
of  a  busy,  dark  road  in 
Pine  Bluff,  Ark.  Police 
did  not  charge  the 
motorist  involved  in 
the  accident.  Late  last 
week,  they  were  still 
awaiting  tests  on 
whether  Moser  had 
been  drinking  before 
his  death.  Chris  Osh- 
er,  columnist  for  the 
Arkansas  Democrat- 
Gazette  in  Little  Rock, 
wrote  that  Moser, 
who  served  prison 
time  after  his  fourth 
drunken-driving  con¬ 
viction,  had  many 
times  previously  been 
picked  up  by  police 
for  wandering  in  the 
middle  of  a  road. 
Moser  had  just  begun 
June  1  writing  a  free¬ 
lance  political  column 
for  the  Democrat- 
Gazette,  a  paper 
from  which  he  once 
said  he’d  been  fired 
seven  times. 
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medjapassage.com  has  processed  over  200,000  newspaper  insertion  orders 
since  its  inception. 

Our  newspaper  buying  system,  when  tied  to  artsend.com,  our  exclusive 
ad  trafficking  tool,  is  the  only  integrated  newspaper  buying  system  that  is 
mediapassage.com  has  Internet-based  for  speed,  accuracy  and  reliability, 

significantly  organized  and 

streamlined  our  newspaper  planning  and  trafficking  to  paying  and  monitoring,  our  integrated 

advertising  efforts  They  have  service  sweeps  the  devilish  details  off  your  customers’  desks,  so  they  can 

single-handedly  transformed  newspaper  advertising  faster,  more  efficiently  and  with  higher 

our  ad  process.”  standards  of  quality. 

Larry  Larson  Improve  your  advertising  sales  efforts  and  operations  with  the  fastest,  most 
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NDmUNDmORF? 

Combining  Nexpo  and  the  global  print  show  Drupa 
may  be  one  of  those  unthinkable  ideas  worth  trying 


This  year’s  Nexpo,  avhich  be- 
gan  over  the  weekend  in  San 
Francisco,  marks  a  significant 
departure  for  the  annual  event. 
By  combining  the  equipment  show  with  its 
classified,  co-op,  research,  and  marketing 
conferences,  plus  the  Connections  new- 
media  seminars,  the  Newspaper  Associa¬ 
tion  of  America  has  ensured  an  air  of 
excitement  around  Nexpo  2000. 

But  for  those  who  attended  the  just- 
completed  Drupa  show  in  Diisseldorf — 
and  about  16,000  North  Americans 
were  among  the  413,000 
attendees  —  Nexpo  will 
pale  by  comparison.  Almost 
all  the  equipment  new  to 
I  Nexpo  was  unveiled  last 

month  in  Germany.  But 
even  more  important,  as 
our  Jim  Rosenberg  suggests 
in  this  week’s  cover  story, 

Nexpo  by  its  very  nature 
excludes  virtually  all  the 
next-generation  commercial  printing 
developments  that  often  show  where 
newspaper  production  is  headed.  Those 
commercial-side  technologies  —  including 
such  far-off  dreams  for  newspapers  as 
thermal  platesetting  or  reimageable 
printing  on  digital  presses  —  are  what 
bring  so  many  to  Drupa. 

Here’s  a  thought:  In  2004,  when  the 
next  Drupa  comes  around,  why  not  hold 
Nexpo  in  conjunction  with  the  Diisseldorf 
show?  U.S.  operations  executives  could 
see  firsthand  the  possibilities  commercial 
technologies  hold  for  newspapers.  And 
the  importance  of  the  newspaper  market 
would  be  immeasurably  bolstered  by  the 
presence  of  Nexpo. 

Nexpo  and  Drupa:  At  first  blush,  it  seems 


impossible  —  but  then  so  does  newspaper- 
speed  digital  printing.  Both  are  the  kind  of 
impossible  dreams  worth  serious  thought. 

CELLBLOCK  SUNSHINE 
When  discussing  public  access  to  public 
information,  events  unfortunately  force  this 
space  to  be  a  scold  more  often  than  a  cele- 
brator.  But  from  the  grim  precincts  of 
Death  Row  comes  news  that  should  cheer 
everyone  concerned  with  open  government. 

As  recounted  in  this  week’s  “Hot 
Type,”  the  Chicago  Tribune  followed 

up  its  ground-breaking 
investigation  into  Illinois’ 
faulty  capital-punishment 
system  with  a  look  at  re¬ 
cent  executions  in  Texas. 
One  fact  about  that  inves¬ 
tigation  that  did  not  make 
it  into  the  Tribune  stories 
should  not  go  unre¬ 
marked:  Texas  authorities 
gave  quick  and  easy  ac¬ 
cess  to  Death  Row  records  and  inmates. 

While  other  states  are  shutting  down 
access  to  Death  Row  inmates  completely, 
Texas  allows  reporters  to  meet  any 
Wednesday  with  prisoners  who  are 
willing.  And  where  other  states  store 
trial  records  of  capital-punishment  cases 
in  a  bewildering  array  of  courthouses, 
Texas  keeps  a  full  record  for  each  case 
in  a  central  location. 

To  be  sure,  Texas  has  plenty  of  open- 
government  problems.  One  of  the  worst 
is  the  state  Board  of  Pardons  and  Paroles, 
which  neither  holds  public  meetings  nor 
explains  its  life-and-death  decisions.  But 
Texans  are  well-served  by  prison  and 
court  systems  that  willingly  operate 
in  the  sunshine  of  public  scrutiny. 


At  first  blush,  it 
seems  impossible 
—  but  then  so 
does  newspaper- 
speed  digital 
printing. 
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i  showing  what  their  visions  of  pagination 
*  would  jield,  among  them  Harris,  CSI, 
MycroTek/Merganthaler  and  SII.  The 
j  backbone  of  these  systems  was  the  Digital 
i  Equipment  Corp.’s  minicomputers,  led  by 
the  PDF  1170  and  later  migrated  to  V^AX. 
Most  of  these  companies  have  disap- 

Tpeared  now,  having  been  merged,  folded, 
or  sold.  And  it  seems  odd  that  the  system  I 
associate  most  with  what  was  then  called 
pagination  is  Quark,  which  then  did  not  ex¬ 
ist.  I  do  not  believe  there  is  such  as  thing  as 
a  front-end  system  as  we  once  knew  them. 

The  other  big  news  at  that  show  was 
color.  But  in  those  days,  color  was  obtained 
with  half  decks  and  satellite  units.  The 
major  suppliers  were  Goss  (then  owned  by 
Rockwell),  MAN  Roland,  and  TKS.  Now 
color  is  achieved  through  towers  (satellite 
PHE  units  are  still  available).  The  biggest  deal, 
lers  however,  has  been  the  introduction  of 

shaftless  printing,  which  has  made  regis- 
2old  tration  a  far  more  achievable  goal.  The 
the  good  news  is  those  three  companies  have 
been  joined  by  Heidelberg,  Wifag,  KBA, 
and  Mitsubishi.  Competition  is  good.  The 
hite  bad  news  is  that  printing  presses  are  still 
year  precision  machines,  and  their  cost  has  not 
,  come  down  over  the  years. 

,urD  Qj^g  development  that  was  envisioned 
und  by  some  but  dismissed  by  many  back  then 
hen  digital  photography.  “Back  then,  every¬ 
body  thought  it  was  nuts  —  in  fact,  Kodak 
;he  proclaimed  it  to  be  absolutely  nuts,”  said 

Bill  Rinehart,  the  former  vice  president  and 
assistant  general  manager  of  ANPA  who 
was  in  charge 

,  everybody  thought  of  the  Research 

.  Institute,  in  a 

Ugraphy  was  nuts  recent  phone 

odak  proclaimed  conversation. 

,  -  „  (Bill  is  retired 

uutelynuts.  in  Florida,  still 

-  BILL  RINEHART  '^^^^ogto  talk 
FORMER  vp/assistant  gm,  ANPA  newspaper 

production 

with  anyone  who  is  interested.) 

And  then  there  were  the  conveyor  and 
mail-room  systems,  which  were  supposed 
to  “very  soon”  allow  the  addressibility  of 
each  subscriber  newspaper.  Well,  they 
missed  on  that  one,  at  least  so  far. 

All  in  dl,  I  have  to  say  that  the  suppliers 
have  done  pretty  well  by  the  industry.  The 
buyer  should  continue  to  beware,  however. 
On  that  note,  it  might  do  well  to  remember 
one  word  from  the  early  1980s:  Videotex. 

It,  too,  was  hyped  to  heaven  and  billed  as 
the  entryway  into  the  Information  Age. 

It  was  not.  11 


Revisionist  histoi'y 


The  big  news  at  that  show  was  pagina¬ 
tion.  A  company  called  Triple  I  had  in¬ 
stalled  what  w'as  then  billed  as  the  first  true 
pagination  system  ever  at  the  Pasadena 
Star-News.  And  it  was  working  in  daily  pro¬ 
duction.  Atex  had  come  up  with  a  new,  al¬ 
beit  theoretical,  concept  called  TPE,  for 
Total  Publishing  Environment  (I  can’t  be¬ 
lieve  I  remember  this).  It  didn’t  work,  all 
the  pieces  (primarily  graphics-related)  had 
not  been  built  yet,  although  Atex  at  the 
time  was  the  preferred  front-end  system  in 
the  industry.  It  certainly  worked  well  for 
news  copy.  There  were  other  companies 
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Newspaper  Technology 


BY  JIM  ROSENBERG 

Prospects  for  reaching  an 
unattended,  “lights-out”  level 
of  computer-integrated  manu¬ 
facturing  at  newspapers  still 
may  be  very  dim,  but  individ¬ 
ual,  often  incremental  advances  that  auto¬ 
mate  and  streamline  production  processes 
were  much  in  evidence  at  last  month’s  Dru- 
pa  trade  show  in  Diisseldorf,  Germany. 

For  newspapers,  Drupa  conveys  at  least  a 
sense  of  what  is  possible  from  its  over¬ 
whelming  emphasis  on  commercial  print- 


Demonstrating  at  Drupa  its  Dicoweb  digital  offset  press  with  reimageable  plate 
cylinder,  MAN  Roland  predicts  an  eventual  application  for  newspaper  printing. 
The  press  has  its  first  customer,  a  commercial  printer  in  the  United  Kingdom. 


Sonoran  Scanners’  CactusSetter  debuts 
this  week  at  Nexpo,  adding  another  can¬ 
didate  for  direct  digital  imaging  of 
conventional  offset  plates  — 
using  a  gas  or  solid-state 
ultraviolet  laser.  . 


Kodak  Polychrome 
Graphics'  Newsetter 
for  thermal  plates 
(above,  with  pre¬ 
heating  adapter, 
Glunz  and  Jensen 
processors  Nela 
punch-bender); 
basysPrint’s  soon-to- 
be-built  UV-Setter 
57  for  conventional 
plates  (right). 
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The  most  radical  stuff  from  Drupa  won’t  be  at 
^  Nexpo.  But  some  of  it  is  headed  for  newspapers. 


ing  and  materials  handling  and  from  the  size 
and  range  of  exhibitors:  1,957  from  49  coun¬ 
tries,  including  more  than  200  from  the 
United  States.  It  also  draws  413,000  visitors 
from  171  countries. 

“I  would  highly  recommend  that  more  U.S. 
newspapers  get  over  there,”  says  Indianapolis 
Star  Operations  Director  Bill  Bolger.  “There 
are  a  lot  of  things  that  we  can  learn  from  that 
[commercial]  business,”  he  adds,  noting  that 
much  technology  can  be  expected  to  migrate 
to  newspapers  as  it  becomes  able  to  meet  the 
industry’s  faster  production  requirements. 

Some  developments  that  have  been  talked 
about  or  announced  for  newspapers,  includ¬ 
ing  technologies  already  implemented  for 
commercial  printing,  were  demonstrated  at 
the  giant  quadrennial  graphic  arts  show. 
Though  newspapers  are  but  a  small  part  of  the 
wide  range  of  businesses  served  by  Drupa  ex¬ 
hibitors,  it’s  worth  noting  that  many  sig¬ 
nificant  or  promising  products  shown  there 
for  this  industiy  will  not  be  seen  at  this  week’s 
Newspaper  Association 
of  America  Nexpo  in  San 
Francisco.  Among  the 
no-shows;  various  digital 
offset  presses;  a  water- 
less  offret  press;  four-by- 
.  one  presses,  one  built  in 

^Tiis  coxmtiy  and  sold  in 
Europe  and  another  built 
there  and  sold  here;  a 
Japanese  page-changing, 

i-: _ shaftless  tower  sold  to  a 

i|  j§  U.S.  customer;  and  a 
|j||t  palletizing  robot  and  oth- 
Ij»  er  Scandinavian  post- 
IIP  press  equipment  (only  a 
||re  conv^or  will  be  shown). 
Hr  Some  things  that  were 
or  are  to  be  shown  are  still 
tm  in  protoype;  still  others 
await  introductions  later 
thisyear.  At  Drupawitha 


The  absence  of  a  dampening  system  in  KBA’s  keyless  Cortina  shrinks  the  ink  train,  permitting  a 
four-color  tower  to  rise  just  over  1 1  feet  and  reducing  web  fan-out  and  start-up  waste.  The  com¬ 
pact  and  stackable  shaftless  minitowers  feature  swing-away  access  to  the  interior,  semi-automatic 
plating  and  blanket  washing. 
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Central  Newspapers  Inc.  (CNI)  contingent, 
Vice  President  and  Chief  Information  Officer 
Bill  Toner  says  many  vendors  told  him  their 
latest  newspaper  equipment  will  not  appear 
until  the  fall  IFRA  show  in  Amsterdam.  So 
besides  being  at  Nexpo  this  week,  he  says, 
“We’re  probably  going  to  go  to  IFRA.” 

With  Bolger,  Toner,  and  other  CNI  execu¬ 
tives,  Ariswja  Republic  Production  Vice  Presi¬ 
dent  Bob  Kotwasinski  was  at  Drupa  to  find 
“alternatives  to  what  we  see  in  our  traditional 
American  shows.”  Remarking  that  Drupa  is 
“known  for  its  announcements  of  new  tech¬ 
nology,”  Kotwasinski  concedes  “the  market  for 
[exhibitors]  is  the  commercial  side,”  and  that 
most  research  and  development  money  can  be 
expected  to  go  where  the  most  business  is, 
while  newspapers  occupy  a  small  slice  of  the 
graphic  arts  market.  But  after  seeing  press  and 
post-press  developments  for  newspaper  and 
commercial  printers,  he  speculates  that 
“maybe  at  some  point  these  two  will  merge.” 

So  perhaps  as  much  as  the  evolving  tech¬ 
nologies  themselves,  the  changing  natures  of 
sellers’  and  buyers’  businesses  seem  to  sketch 
out  the  supply  side’s  future  landscape.  Big  is 
back;  only  the  names  have  changed  —  Heidel¬ 
berg,  Xerox,  CreoScitex,  along  with  distinc¬ 
tions  between  prepress  and  press  and  notions 
of  who  supplies  one  and  who  the  other. 


“Still  not  quite  a  product,"  Purup-Eskofot’s  Dicon  promises  to  put 
ultraviolet  light  into  digital  imaging  of  conventional  printing  plates 
using  light  switches  and  optical  fibers  to  direct  exposure  beams. 

jconded  by  Ton-  systems.  Of  particular  interest  to  Bolger  (who 

says  Indianapolis  shares  many  of  Kotwasin- 
terials-handling  ski’s  post-press  challenges)  was  a  chance  to 
looked  at  digital  have  a  long  look  at  MAN  Roland’s  Pecom 
^terns’  Portable  control  system  for  the  Geoman  press  his  paper 
work  flow,  con-  will  install  (E&P,  May  29).  Now  more  com- 
)fing,  asset  man-  pact,  Pecom  is  moving  to  a  Linux  platform 

cturing-control  and  adopting  a  graphical  operator  interface. 

Both  men  also  cite  Pape  +  Partner  Media 
(PPI)  software  for  managing  an  entire  opera- 
tion.  Part  of  the  computer-integrated  printing 
^  portion  of  Drupa’s  “Print  City"  (where  MAN 

?  and  dozens  of  other  companies  contributed  to 

I  live  daily  production  runs,  everything  from 

I  content  processing  through  pr^uct  pallet- 

I  izing),  PPI  now  offers  a  job-costing  module 

I  “that  was  something  we’ve  really  been  looking 

t  at,”  says  Toner.  While  Toner  and  Bill  Hack, 

I  the  content  and  manufacturing  director  (re- 

s  sponsible  for  supporting  all  systems,  from  edi- 

1  torial  and  advertising  front  ends  to  post-press 

®  management  software),  looked  at  PPI  “from 

[the  CNI  technology  unit’s]  perspective”  and 
say  it  will  be  considered  for  Phoenbc,  says  Bol¬ 
ger,  the  software  may  be  an  add-on  for  Indi¬ 
anapolis  if  it  can  be  made  to  function  with  the 
Star’s  GUSS  output  management  system  fnsm 
Graphic  Enterprises  Inc. 

Kotwasinski  sees  another  positive  sign  in 
further  development  and  acceptance  of  digital 
presses.  Among  the  many,  he  cited  MAN’ s 
Dicoweb  and  the  Scitex-Koenig  &  Bauer 
(KBA)  sheetfed  Karat  (inking  presses  rather 
than  toner-based,  high-speed  printers),  re¬ 
marking,  “It’s  gratifying  to  see  that  that  tech¬ 
nology  has  finally  been  developed.” 

Neither  new  nor  mature,  digital  printing 
for  commercial  printers  is  a  reality,  in  Kotwa- 
sinski’s  view.  “Now  it’s  a  matter  of  refining  and 
modi^ing  it  for  other  users,”  he  says.  “It  offers 


Remember, 


There’s  only  one  Post-it"  Note  and  it’s  from  3M.  Please  help  us  protect  our 
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BasysPrint's  UV-Setter  optics,  left,  direct  ultraviolet  energy  to  a  Texas 
Instruments  Digital  Micromirror  Device  like  the  one  above,  in  which 
almost  800,000  individually  controlled  mirrors  image  a  plate. 


a  lot  of  possibilities  for  the  future,  as  we  chal¬ 
lenge  electronic  publishing  by  having  great 
flexibility  in  our  printing  equipment.” 

Kotwasinski  says  there’s  every  reason  to  ex¬ 
pect  to  see  newspapers  “in  a  different  format” 
from  that  of  toda/ s  familiar  tabloid  and 
broadsheet  dimensions  and  designs.  Digital 
presses,  he  says,  may  become  “a  solution  to 
unbundling  our  product  and  customizing  and 
tailoring  the  newspapers  to  our  readers.” 

llie  industry  has  been  talking  about  such 
taUoring  for  at  least  a  decade.  The  difference 
today  is  that  it  seems  like  a  realistic,  attainable 
goal.  Recently,  an  arm  of  Kotwasinski’s  corpo¬ 
rate  parent  has  been  quite  active  in  exploring 
new  technologies.  Former  Republic  newsman 
Howard  Finberg,  part  of  CNTs  Drupa  delega¬ 
tion,  does  much  of  that  exploration  as  vice 
president  of  the  technology  unit,  CNT  Corp. 
(Toner  is  its  president),  and  an  investment 
unit,  CNI  Ventures.  Finberg  focused  on  PDF 
and  certain  aspects  of  digital  printing,  particu¬ 
larly  at  Xerox,  which  occupied  an  entire  exhi¬ 
bition  hall  —  as  did  Heidelberg,  where  he  also 
spent  time.  Finberg  says  he  was  impressed  by 
digital  printing  technologies  from  Xeikon  and 
others  not  seen  at  newspaper  trade  shows.  “I 
was  struck  by  the  prevailing  use  of  PDF  in 
both  work  flow  and,  now  with  editing  PDF,  in 
terms  cf  creation  and  management,”  says  Fin¬ 
berg.  CNI  wants  to  move  to  PDF  work  flows, 
and  Toner  found  a  product  allowing  PDF  ed¬ 
iting  in  the  $l,000-per-seat  cost  range. 

Technology  at  Drupa  largely  followed  the 
general  trend  of  streamlining  production 
and/or  adding  versatility  —  from  preparation 
(content  gathering  and  processing)  to  distri¬ 
bution.  The  full  range  of  graphic  arts  tech¬ 


nologies  were  rep¬ 
resented,  for  print 
and  the  Web.  But, 
with  a  few  ex¬ 
ceptions,  such  as 
Adobe  (which  in¬ 
troduced  InProduction  PDF  print-production 
work-flow  management)  and  Atex,  Toner  says 
!  he  saw  few  traditional  vendors  from  the  up- 
j  stream  end  of  newspaper  prepress.  The  focus 
seemed  to  be  on  the  middle,  production  and 
packaging,  and  the  machines  and  systems  that 
shrink  time  and  distance  between  content 
preparation  and  delivery  of  a  finished  product. 

In  this  regard,  direct-to-press  and  direct-to- 
i  plate  were  two  of  the  show’s  more  prominent 
technologies.  Except  for  possible  production 
I  of  special  editions  or  other  publications,  the 
I  former  has  virtually  no  current  application  for 


newspapers  —  though  it  seemed  to  dominate 
floorspace  and  talk  among  show-goers,  who 
overwhelmingly  represent  commercial  print¬ 
ing.  Nevertheless,  echoing  Kotwasinski’s  re¬ 
marks  about  “unbundling”  the  newspaper. 
Toner  says  it  is  “becoming  more  and  more  a 
viable  possibility  if  we  want  to  do  it” 

“We’re  veiy  interested  in  the  idea  of  digital 
printing,”  says  Finberg.  But  while  it  may  be  an 
“adolescent”  technology,  to  use  Kotwasinski’s 
phrase,  it  remains  in  its  “infancy”  as  far  as 
meeting  newspapers’  needs,  according  to  Fin¬ 
berg  —  who  contends  that  that  is  exactly  the 
right  stage  to  begin  thinking  about  its  impact 
on  and  opportunities  for  customers. 

Xerox  now  offers  not  only  a  widely  installed 
choice  of  DocuTech  printers  but  also  a  range 
of  DocuColor  devices.  Beyond  the  market  for 
toner-based  printing,  its  DigiPath  work  flow 
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functions  with  Adast’s  new  inked-plate  press 
using  Presstek  waterless  imaging. 

The  advent  of  toner-  and  ink-based  color 
digital  presses  does  boost  the  potential  for 
digital  printing  by  newspapers  and  any  other 
“information  companies  that  deliver  prod¬ 
ucts  in  printed  form,”  says  Finberg  —  “espe¬ 
cially  when  you  couple  it  with  the  ability  to 
do  address-specific  delivery,  which  we  are 
going  to  start  in  a  first-phase  test  in  July.” 

While  details  are  not  yet  available,  CNI’s 
undertaking  is  based  on  the  use  of  digital 
clipboards  rather  than  digital  presses  (E^P, 
Feb.  14).  Electronic  books  mounted  in  deliv- 
eiy  vehicles  will  inform  drivers  which  cus¬ 
tomers  get  which  product(s).  This  involves 
identification  and  association  of  product  and 
customer,  not  the  online  addressing  of  prod¬ 
ucts  in  the  mail  room.  The  latter  capability 
was  shown  in  Print  City,  where  a  small  Mar¬ 
coni  Videojet  PrintPro  ES  inlget  unit  was 
mounted  on  a  Thorsted  gripper  conveyor  be¬ 
tween  that  company’s  inserter  and  stacker. 

For  Bolger,  the  similar  appeal  of  Indigo 
and  other  digital  printing  technologies  is  in 
household-  and  content-specific  production. 
But  he  sees  several  initial  newspaper  applica¬ 
tions  —  perhaps  individually  geared  billing 
and  renewal  notices  for  circulation  and  later 


adopting  the  capability  to  more-targeted  ad¬ 
vertising.  But  just  because  the  machines 
work  doesn’t  mean  they  can  simply  replace 
existing  printing  equipment.  Toner  stresses 
that  the  industry  must  learn  how  to  exploit 
their  capabilities  —  a  task  demanding  pow¬ 
erful  and  versatile  front  ends  to  feed  address- 
and  content-specific  data  to  the  pressroom 
and  software  systems  capable  of  supporting 
far  more  complex  delivery  demands. 

The  reelfed  and  sheetfed  machines  them¬ 
selves  “seem  to  have  reasonable  throughput, 
reasonable  pricing,”  says  Toner.  “I  guess  the 
unknown  that  we  couldn’t  pin  down  was  the 
consumables  cost,”  he  adds,  citing  as  an  ex¬ 
ample  the  cartridge  that  carries  the  reimage- 
able  plate-rylinder  medium  for  MAN’S 
Dicoweb  offset  press  (which  had  its  first  buy¬ 
er  at  the  show).  He  says  manufacturers  are 
working  to  deliver  those  figures  so  that  print¬ 
ers  can  make  cost-per-page  comparisons 
with  existing  printing  equipment.  If  digital 
presses  seem  likely  to  contribute  to  meeting 
the  challenge  of  unbundling  newspapers  — 
as  well  as  handling  any  general  commercial 
work  they  may  do  —  says  Toner,  then  con¬ 
sumables  costs  are  “something  that  we  really 
have  to  keep  our  eye  on.” 

Like  digital  presses  today,  digital  plateset- 


t  ters  not  so  long  ago  seemed  little  more  than 
a  mirage  somewhere  out  on  the  commer¬ 
cial-printing  horizon.  Now  numerous  de¬ 
vices  in  a  range  of  designs  and  speeds  are 
running  at  newspapers  of  all  sizes.  Speed  is 
less  an  issue  than  cost  of  consumables,  com¬ 
ponents,  and  operation.  And  less-expensive 
lasers  and  lasers  for  less-expensive  plates  are 
already  crossing  that  threshold.  “We’re  go¬ 
ing  to  see  a  big  shift  into  computer-to-plate 
in  the  near  future,”  sajs  Kotwasinski,  who 
regards  CTP  as  only  slightly  ahead  of  on- 
press  imaging  and  expects  a  shake-out 
among  suppliers.  To  meet  the  needs  of  dif¬ 
ferent  products  and  device  types,  lasers  now 
span  the  spectrum,  from  ultraviolet,  blue-vi¬ 
olet,  blue,  and  green,  to  red  and  infrared. 

Kotwasinski  was  noncommittal  about 
I  new  platesetters  that  image  conventional- 
!  type  UV-sensitive  plates.  Planning  a  look  at 
!  all  systems  at  Nexpo,  he  says,  “We  would  like 
I  to . . .  more  seriously  consider  some  initial 
venturing”  into  CTP  “some  time  next  year,” 

I  but  that  there  is  “no  urgency”  in  this. 

Drupa  left  Bolger  thinking  that,  “If  any¬ 
thing,  [CTP]  is  even  more  confusing”  owing 
to  the  number  of  vendors  and  devices,  and 
i  the  probability  that  machines  for  the  com- 
i  mercial  or  small-daily  markets  may  be  modi- 
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fied  for  larger  newspapers.  But,  generally,  he 
says  he’s  optimistic,  hoping  that  the  advent 
of  blue-violet-laser  diodes  will  hold  down 
platesetters’  cost  while  boosting  their  speed. 

But  w'hat  of  the  original  proposition  of  au¬ 
tomated,  perhaps  even  unattended,  newspa¬ 
per  production?  Developments  such  as 
keyless  and  waterless  offset  on  handfed  but 
automatically  mounted  plates  certainly  take 
a  pressroom  2V2  steps  closer  to  hands-off  op¬ 
eration.  And  a  register-control  system  that 
reacts  to  web  tension  changes  rather  than  a 
video/visual  reading  of  register  marks  could 
literally  be  accomplished  in  the  dark. 

Taking  a  moment  to  talk  during  his  own 
explorations  halfway  through  Drupa,  Chuck 
Blevins  of  Chuck  Blevins  &  Associates  says  a 
lights-out  operation  cannot  happen  until  a 
supplier  undertakes  development  of  software 
to  integrate  all  business  and  production 
functions,  even  beyond  what  Heidelbei^  and 
SAP  have  managed  so  far  (what  Heidelberg 
calls  “integrated  packages  for  the  entire  pub¬ 
lishing  process’O.  “What  Chuck  is  saying 
would  certainly  be  the  Utopia,”  Kotwasinski 
says  of  his  International  Newpaper  Group 
colleague  (Blevins  is  the  group’s  program 
chainnan),  adding,  however,  that  the  notion 
is  probably  20  or  30  years  away. 


j  But  Blevins  sees  a  “big  obstacle”  in  many 

j  newspapers’  current  multiproduct  deliveiy 
I  —  a  situation  aggravated  by  the  move  from 
many  youth  carriers,  each  delivering  com- 
I  paratively  few  products  on  small  routes,  to 
j  fewer  adult  carriers  handling  greater  product 
j  volumes  on  longer  auto  routes.  A  prime  ex- 
I  ample  in  recent  years,  says  Blevins,  is  deliv- 
eiy  of  a  local  daily  and  a  national  daily  by  the 
same  carrier  force.  Blevins  looks  for  pro¬ 
grams  or  processes  to  speed  and  simplify  al¬ 
location  of  the  correct  products  in  the  correct 
j  sequences  to  the  correct  carriers, 
j  To  the  extent  that  an  overarching  opera¬ 

tions  software  system  —  to  manage  eveiy- 
thing  from  pages  for  output  to  copies  or 
bundles  for  distribution  —  can  be  imple- 
j  mented,  it  may  make  the  difference  between 
!  hands-off  production  and  unattended  pro- 
j  duction,  as  unlikely  as  the  latter  may  now’ 

I  seem.  In  its  own  modest  way,  a  Canadian 
weekly  already  electronically  receives  pages 
j  and  outputs  polyester  plates  overnight  with- 
1  out  staff.  Bolger  suggests  that  using  a  plate 
i  transportandtransfer  system,  along  with 
[  scannable  bar  coding  on  the  bends  of  plates, 
to  pair  automated  platesetting  with  the  KBA 
Cortina  press’  semi-automatic  plate  lock-up 
would  remove  yet  another  manual  task.  At 


the  same  time,  he  notes  presses  can  be  auto¬ 
matically  webbed  to  but  not  through  a  folder. 

So  what  exactly  did  the  vendors  bring  to 
the  show  that  will  create  a  filmless,  plateless, 
waterless,  keyless,  shaftless,  gapless  world 
where  a  greater  variety  of  products  is  made 
faster  and  better  by  fewer  people,  and  treated 
with  greater  care,  than  ever  before? 

The  first  step  is  CTP.  Though  spreading 
among  newspapers  for  several  years  now, 
most  CTP  activity  is  in  the  commercial  are¬ 
na.  And  that  includes  such  promising  tech¬ 
nologies  as  thermal  and  violet-laser  imaging. 

Still,  both  those  imaging  options  are  to  a 
lesser  extent  available  to  newspapers.  But  for 
many  newspapers,  another  development 
maybe  more  intriguing:  ultraviolet  digital 
imagers  capable  of  exposing  conventional 
lithographic  offset  plates,  which  are  more  fa¬ 
miliar  and  less  costly  than  current  laser-im¬ 
aged  plates  for  CTP.  In  this  area,  German 
and  Danish  prototypes  shown  at  Drupa  are 
emerging  as  challengers  to  a  U.S.  developer 
returning  to  Nexpo  —  this  year  with  a  real 
machine  rather  than  a  video. 

To  the  several  versions  of  ultraviolet  plate- 
setters  it  already  offers  (with  20  machines  at 
U.S.  conunercial  sites),  basysPrint  is  building 
the  flatbed  UV-Setter  57  for  newspapers.  Ca- 
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pable  of  exposing  “many  different  types  of 
conventional  plates,”  with  ITV-Setters,  says 
Canadian  Sales  Manger  Rob  Parish,  “you 
don’t  have  to  change  what  you’re  using  right 
now.”  With  its  27-by-37-inch  imaging  bed. 
Model  57  will  be  available  late  this  year  or 


green-laser  DMX  is  still  tops  for  newspa¬ 
pers  among  P-E’s  machines,  imaging  at  a 
speedier  225  plates  per  hour.  But  P-E  has  a 
program  to  optionally  upgrade  those  de¬ 
vices  to  Dicons  in  about  18  months,  accord¬ 
ing  to  Ramsjxttt.  With  two  processors,  a 


early  next  (the  expected  price:  $199,000,  not  j  Dicon  will  move  30-50  40-inch  plates  in  an 


including  automation  options).  It  uses  two 
imaging  heads  and  offers  op>- 
tions  to  automate  loading,  ■ 

punching,  exposure,  bending,  V 

and  processing.  BasysPrint  is  & 

boosting  throughput  for  its  * 

newspaper  model,  aiming  at 
up  to  120  plates  per  minute.  ^ 

UV-Setters  rely  on  a  Texas 
Instruments  Digital  Micromir- 
ror  Device  (DMD)  that  indi- 
vidually  controls  almost  800,000  mirrors 
arrayed  in  space  the  size  of  a  postage  stamp 
on  a  metal  tile  no  bigger  than  a  matchbook. 
As  the  DMD  is  moved  across  a  plate,  it  im¬ 
ages  square  dots  in  sections  of  a  square  inch 
or  less  (determined  by  chosen  resolution  of 
900, 1500,  or  2540  dpi)  using  data  from 
most  work  flows  and  RIPs.  Pari.sh  says  serv¬ 
ice  life  of  the  $200  UV  lamp  is  600  hours. 

Over  at  Purup-Eskofot,  “the  Dicon  is  still 
not  quite  a  product,”  says  Regional  Sales 
Manager  Tony  Ramspott.  For  now,  the 


hour  (punched  prior  to  imaging),  and  yield  1  pph,  passin 

Digital  presses  may  become 
“a  solution  to  unbundling 
our  product  and  customizing 
and  tailoring  the  newspapers 
to  our  readers  ”  —  bob  kotwasinski 

The  Arizona  Republic 

three  broadsheet  pages  per  plate  using  an  had  just  aa 

online  trimmer.  Dicon  uses  light-valve  the  United 

switching  and  fiber  optics  to  control  and  ;  processors, 
guide  its  ultraviolet  beams.  The  cost  of  its  Newsetter, 

lamp  “hasn’t  been  determined  yet,”  says  with  a  preh 

Ramspott,  who  puts  its  life  expectancy  at  |  60%  of  the 

600  to  800  hours  and  notes  a  1,000-watt  representat 

UV  lamp  is  now  in  testing.  The  Danish  j  cooled,  was 
company’s  machines  offer  a  selection  of  six  j  'The  yelk 
exposure  wavelengths,  the  newest,  other  i  panorama  ] 

than  UV,  being  blue-violet  and  infrared.  beams.  Thr 

Kodak  Polychrome  Graphics  showed  bender  to  n 
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!  two  thermal  platesetters  for  newspapers 
I  and  a  plate  that  it  says  can  be  imaged  by  in¬ 
frared  laser  or  in  a  conventional  ultraviolet 
exposure  frame. 

Made  by  CreoScitex,  the  Trendsetter 
I  2637AL  can  image  single-page  from  two  25- 
I  plate  stacks  or  panorama  plates  at  almost  40 
I  pph,  passing  two  pages  under  its  14  beams 
on  the  drum  simultaneously. 

Developed  by  a  Swiss  firm  it 
,  acquired,  the  flatbed  Newset- 

ing  ter  'rH80  (sold  here  by  Anitec 

mi 71  ¥10'  Newspaper  Co.)  was  built  for 

®  KPG  by  Heidelberg  and  was 
papers  shown  with  a  Parascan/GEI 
TuiAciuci/i  front-end  work  flow,  an  au- 
NA  Republic  toloader  and  punch-bender 
from  Germany’s  Nela  (which 
had  just  acquired  Temes  Register  System  in 
the  United  States),  and  Glunz  and  Jensen 
I  processors.  For  thermal  imaging  on  the 
Newsetter,  the  processor  requires  an  adapter 
with  a  preheat  section  that  handles  about 
I  60%  of  the  imaging  work,  according  to  KPG 
representative  Rudi  Stomp,  before  a  plate  is 
j  cooled,  washed,  and  developed, 
j  'The  yellow-light-handling  page  or 

i  panorama  plates  move  under  256  imaging 
beams.  Three  imagers  can  feed  to  a  punch- 
bender  to  move  up  to  240  plate  per  hour.  A 
,  two-line  configuration  was  demonstrated  at 
Drupa,  with  the  machine  able  to  identify  dif- 
‘  ferent-size  plates  in  the  two  loaders. 

I  As-yet-unpatented,  the  dual-sensitivity 

plate  was  developed  from  standard  projec¬ 
tion  plates  of  the  sort  used  to  create  billboard 
images,  according  to  Stomp.  IR  and  UV  ex¬ 
posure  times  are  about  the  same. 

For  flexo  newspapers,  MacDermid 
Graphic  Arts’  NAPP  business  showed  its  UV 
imager  for  NAPPdirect  plates,  w'hich  is 
headed  to  HQP  in  London  for  printing  the 
Daily  Mail,  among  other  titles. 

To  be  demonstrated  for  the  first  time  this 
seek  at  Nexpo,  Sonoran  Scanners’  Cactus- 
Setter  UV  laser  platesetter  exposes  plates  at 
the  rate  of 250  broadsheet  pages  or  125 
double  trucks  per  hour  at  1270  dpi.  In  de¬ 
velopment  and  testing  since  1998,  the 
CactusSetter  is  ready  to  ship,  the  company 
says,  adding  that  a  forthcoming  CactusSet¬ 
ter  Lite  will  come  in  at  a  lower  price.  Sono¬ 
ran  offers  the  option  of  an  established  gas 
UV  laser  or  a  new  solid-state  UV  laser. 

I  Several  platesetter  makers  were  ready  for 

I  Drupa  with  blue-violet  lasers,  though  initial 
I  products  were  aimed  mostly  for  the  com- 
I  mercial  market  (e.g..  Autologic  Information 
j  International’s  Cobalt  8,  from  Escher-Grad, 
and  Barco’s  Viking,  based  on  the  design  of 
the  old  Gerber  3030).  Krause  (which 
showed  Imposition  Manager,  its  own  work- 
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A  Partnership  for  the 
third  Millennium 


We  have  come  a  long  way  from  the  first  cylinder 
printing  press  built  by  Friedrich  Koenig  in  1811  to 
the  74  Karat  digital  offset  press,  or  the  KBA  Cortina  for 
waterless  newspaper  printing.  Yet  all  three  presses 
have  one  thing  in  common:  they  represent  the  state 
of  the  art  in  the  printing  technology  of  their  time 
This  has  been  our  core  philosophy  for  more  than 


180  years:  supplying  cutting-edge  technology  and 
cost-efficient  solutions  above  and  beyond  pure  print 
applications,  tailored  to  your  individual  requirements. 
We  look  forward  to  continuing  our  successful 
partnership  with  you  and  other  print  partners 
worldwide,  to  make  you  second  to  none  in  the 
third  millennium. 


For  further  details  please  contact: 

KBA  North  America  Inc.,  Web  Press  Division,  RO.  Box  1562,  York,  PA  17405 

Tel:  (717)  755-1071,  Fax:  (717)  755-2327,  E-mail:  sales@kbapa.com 
www.kba-print.de 

Please  Visit  our  Booth  3535  at  NEXPO 
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Journal  Register  Company  Proudly  Salutes 

1999  Editorial  Excellence  Awards  Winners 


1999  Photographic  Excellence  Awards  Winners 


Tennant,  Delware  County  Daily  and  Sunday 
Times; 

3rd  Prize:  Staff,  Daily  Local  News. 

Under  _ 

30,000  pKIMjl 

1st  Prize:  Staff,  - — — I 

Daily  Freeman; 

Prize:  Staff,  '  -'HPSl 

The  Call, 

Woonsocket,  ^ 


-  Tie:  “What’s  Next  for  the  Glens  Falls  Civic 
Center?"  Warren  Alber,  The  Saratogian, 
Saratoga  Springs,  N.Y,  and  “Martin  is  playing  a 
more  serious 
game,”  Martin 
Cooper,  The 
Mercury. 

Weeklies 

1st  Prize:  “WCW 
attacks  with  a 
vengeance,”  Len 
Rosen,  News  of 
Delaware  County;  2nd  Prize:  “The  Eyes  Have 
It,”  Bruce  Adams,  Main  Line  Times,  Ardmore, 
Pa.;  3rd  Prize:  “QB  Factory,”  Brad  Engel, 
West  Journals,  St.  Louis,  Mo. 

Community  Coverage 
Over  30,000 

1st  Prize:  “Murder/Suicide:  Father’s  rage 
ends  in  death,”  Adam  Taylor,  Seth  Agulnick, 
Catherine  Donaldson-Evans,  Patti  Mengers, 
Marlene  DiGiacomo,  Timothy  Logue,  Gil 
Spencer,  Kathleen  Carey  and  Brian  Freeman. 
Delaware  County  Daily  and  Sunday  Times; 
2nd  Prize:  “The  New  Environment,”  John 
Crawford  and  Jennifer  Lawson,  Daily  Local 
News,  West  Chester,  Pa;  3rd  Prize:  “Harbor 
Life,”  Susan  A.  Zavadsky  and  Jeff  Holt,  New 
Haven  Register. 

Under  30,000 

1st  Prize:  “A  River  Runs  Through  It,”  Evan 
Brandt,  The  Mercury;  2nd  Prize:  “Race  for 
Survival,”  Paul  Post  and  staff.  The 
Saratogian;  3rd  Prize:  “Miracle  on  Central 
Avenue:  The  Telegraph  Helps  Find  Family  A 
Home  for  the  Holidays,”  Kathleen  Hill  and 
staff.  The  Telegraph,  Alton,  Ill. 

Weeklies 

1st  Prize:  ’“The  Drought  of  1999,”  Willie 
Thompson,  The  Advance  of  Bucks  County, 
Newtown,  Pa.;  2nd  Prize: 

“Prejudice  in  the 
Suburbs,”  Ed  Silverstein, 

Fairfield  Minuteman;  3rd 
Prize:  “Lead  poisoning,” 

Bill  Marshall,  Main  Line 
Times. 


Ahead  of  the  Curve 

Over  30,000 

1st  Prize:  “Jersey’s  Meek 
Megan’s  Law,”  Chris 
Dolmetsch,  Dave  Neese, 
William  Guhl  and  Sandy 
McClure,  The  Trentonian, 
Trenton,  N.J.;  2nd 
Prize:  ’“The  Wall  That 
Heals,”  Tim  Logue  and 
Mark  Locher,  Delaware 
County  (Pa.)  Daily  and 
Sunday  Times;  3rd 
Prize:  “A  Killer  Spreads 
Among  Women:  AIDS’ 
impact  on  the  minority 
community,”  Susan  A. 
Zavadsky,  New  Haven 
(Conn.)  Register. 

Under  30,0000 

1st  Prize:  “Teens  and  Cars: 
A  Deadly  Combination,” 
Margaret  Fitzcharles, 

The  Mercury,  Pottstown, 
Pa.,  2nd  Prize:  “Photo  of 
the  Century,”  Evan 
Brandt  and  John 
Strickler,  The  Mercury; 
3rd  Prize:  “State  Pier: 
Future  on  the  Line,” 

Sean  Flinn,  The  Herald 
News,  Fall  River,  Mass. 

Weeklies 

1st  Prize:  “Creatine  and  Andro,”  Toby  Carrig 
and  Sports  Staff,  Collinsville  (Ill.)  Journal; 

2nd  Prize:  “Ahead  of  the  SATs,”  Sarah 
Yerrington  and  Ed  Silverstein,  Fairfield 
(Conn.)  Minuteman;  3rd  Prize:  “Fate  of  VFW 
Post,”  Phyllis  Edwards,  News  of  Delaware 
County,  Pa. 

Sports  Story 
Over  30,000 

1st  Prize:  Yale-Harvard  Football  Coverage, 
Dave  Ammenheuser,  Sean  Barker,  Walter 
Kita,  Chip  Malafronte  and  Dave  Solomon, 
New  Haven  Register;  2nd  Prize:  “How  I  Got 
My  Tickets,”  Jack  Dew,  New  Haven  Register; 
3rd  Prize:  “See  Staging  an  All-Delco  Battle,” 
Rob  Parent,  Delaware  County  Daily  and 
Sunday  Times. 

Under  30,000 

1st  Prize:  “Little  League  is  a  Special  Right  of 
Spring,”  Brian  Hollander,  Daily  Freeman, 
Kingston,  N.Y;  2nd  Piize:  “A  Changing  of  the 
Guard,”  Tim  Geary,  The  Herald  News;  3rd  Prize 


KomMds 
latest  modd  I 
nSlUH-S 
QBtactory  | 
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Weeklies  ^  I 

'i--  iSiSt  IV B 

1  St  Prize:  John  1  ,  -L  y,"-  r  K 

The  Democrat 
Journal, 

Jefferson 

County,  Mo.;  2nd  Prize:  Willie  Thompson  and 
Nancy  Pickering,  The  Advance  of  Bucks 
County;  3rd  Prize:  Staff,  The  Putnam  County 
(N.Y.)  Courier. 

General  Excellence:  Sports 
Section 

1st  Prize:  Sports  Staff,  Daily  Local  News;  2nd 
Prize;  Sports  Staff,  Delaware  County  Daily 
and  Sunday  Times;  3rd  Prize  -  Tie;  Sports 
Staff,  New  Haven  Register,  and  Sports  Staff, 
The  Trentonian. 


i  Megan’s  Memory! 


I>effland5 
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Feature  Photography 

1st  Prize:  “Kosovo  Series,”  Chris  Voipe,  New 
Haven  Register;  2nd  Prize:  “L-l-G-A-M-E-N-T,” 
Jack  Foley,  The  Herald  News;  3rd  Prize:  “All 
Aglow,”  Tom  Wittington,  The  Morning 
Journal,  Lorian,  Ohio. 


1st  Prize:  “On  the  Fence,”  Amy 
Dragoo,  Daily  Local  News;  2nd  Prize: 
“It’s  Good,”  Ken  Blaze,  The  News- 
Herald,  Lake  County,  Ohio;  3rd  Prize: 
“Sharing  in  Defeat,”  David  Richard, 
The  Morning  Journal. 

News  Photography 

1st  Prize:  “Escape  from  Flames,” 
Kevin  L.  Hoffman,  The  Mercury; 
2nd  Prize:  “Tower  Drama,” 

Maribeth  Joeright,  The  News- 
Herald;  3rd  Prize:  “Water  Rescue,” 
Gene  Walsh,  The  Times  Herald, 
Norristown,  Pa. 


UvM  chan9ed  fforavar 


|Buthwim 
I  straw  poll 
I  in  Iowa 


Page  One  Design 
and  Content 
Over  30,000 

1st  Prize:  Staff,  New 
Haven  Register;  2nd 
Prize:  Phil  Heron  and  Bob 


Journal  Register 
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j  I  flow  software,  and  an  architecture  open  to 
!  j  others’  work  flows)  offers  violet-laser  field 

I  upgrades  for  any  of  its  drum  machines  (in- 

j  I  eluding  those  sold  to  newspapers).  Recently 

I I  introduced  violet-sensitive  plates  require 

I  i  the  same  yellow-light  (near  daylight)  condi- 
i  I  tions  as  thermal  plates.  Violet  affords  imag- 
I ;  ing  speed,  while  thermal  plates  give  more 
I  than  250,000  impressions,  according  to 
Michele  Huie,  Krause  America  sales  and 
'  I  marketing  coordinator. 

1  While  Krause  explores  possible  exposure 
j  I  of  conventional  UV  plates  with  a  more- 

j  powerful  blue-violet  laser,  she  says,  its 
j  flatbed  LS  Jet,  with  a  single  green  laser 
J  head  (for  silver  and  photopolymer  plates) 

I  and  dual-platform  plate  changer  now 
I  i  claims  a  blazing  280  pph  throughput  by  al- 
;  j  ways  having  three  double  plates  moving 
!  j  through  some  stage  in  the  system.  The  LS 
I  Jet  uses  two  \ideo  cameras  to  obtain 
j  punch-bend  precision  by 
I  i  sighting  exposed  cross  hairs, 
i !  At  Drupa,  it  was  shown  with 
I  a  Haase  processor  (Krause 
also  offers  its  own)  running 
I  j  at  almost  190  pph  at  a  right 
I  i  angle  to  the  imager.  Huie 
j  says  280  pph  are  reached  by 
I  reducing  interplate  spacing. 

I  It  also  may  be  worth  inquiring  at  Nexpo 
i  about  a  newspaper  platesetter  that  Heidel- 
;  j  berg  says  it  will  offer  in  the  spring. 

: '  Bypassing  platemaking  altogether,  MAN 
garnered  considerable  notice  for  its  Dicoweb 
!  demonstrations  at  Drupa.  Unlike  sheetfed 
i  digital  presses  and  toner-based  printers,  the 
reimageable  Dicoweb  is  more  famfliar  to 
newspapers  —  it’s  a  rollfed  offset  color  press. 
To  keep  close  watch  on  its  new  product, 

I  MAN  initially  will  market  Dicoweb  to  Ger- 
I  man  commercial  printers,  then  show  the 
j  press  to  North  America  at  the  Print  2001 

I  show.  As  for  its  prospects,  MAN  Newspaper 

j  I  Sales  Vice  President  Vincent  H.  Lapinski 

I  says  Dicoweb  can  now  “resolve  up  to  a  150- 

line  screen.’’And  although  its  imaging  time 
!  even  now  is  fast,  he  says,  it  remains  an  issue 

j  for  newspaper  work.  “No  question  —  who 
j  j  knows  exactly  when  —  this  technology  will 
I  be  employed  on  the  newspaper  side,”  says 
i  Lapinski,  citing  ever-faster  computers  and 
I  j  the  press’  ability  to  match  newspaper  quality, 
i  I  Dicoweb  uses  a  Creo  Products  imager, 
but  since  a  recent  agreement  with  Agfa- 
j  Xeikon,  a  spokesman  says,  MAN  may  also 
use  Xeikon  technology.  (MAN  took  over 
J  sales  and  service  outside  the  United  States 
I  and  Japan  of  Agfa’s  Digital  Printing  Sys- 
;  tems/Chromapress  after  Xeikon  was  folded 
j  I  into  that  business,  boosting  MAN’ s  position 

I  in  the  digital  market.) 

I I 
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Like  MAN,  Other  newspaper  press  makers  |  Mai 
j  involved  in  developing  digital  presses  under-  |  L 
I  standably  rely  on  other  companies’ prepress  ;  fluii 
I  expertise.  A  digital  press,  after  all,  receives  its  I  inki 
imaging  data  directly  from  prepress.  But  be-  Tho 
fore  on-press  imaging  makes  its  way  to  chaJ 

newspafjers,  partnerships  driving  develop-  mal 

ment  may  change,  and  there  even  may  be  ing 
j  some  new  names  among  press  makers.  As  a  ture 

!  result  ofthe  recent  acquisition  of  most  of  Sci-  asp 

tex  Corp.  by  Creo,  one  part  or  another  of  the  Ii 

i  melted  company  is  now  a  partner  in  devel-  pusl 

I  oping  digital  presses  from  KBA  and  MAN,  the  ] 
I  and  CreoScitex  had  a  relationship  with  Hei-  rect 
I  delberg  as  well  for  several  years.  Other  big  the: 

j  players  are  Xeikon  OEM  Agfa,  which  an-  V 

nounced  an  imageable  and  removable  plate  whi( 
j  cylinder  coating  (which  CreoScitex  can  spray  prin 

j  on  and  thermally  image).  Indigo,  and  (use 

j  PressTek.  And  at  the  same  time  that  IBM  in  K 
and  Xerox  strive  for  the  non-litho  printer  have 

“You  tend  to  see  things  ... 
that  you  know  in  time  are 
going  to  have  an  impact.” 

—  BILL  TONER 

VICE  PRESIDENT,  CHIEF  INFORMATION  OFFICER 

Central  Newspapers  Inc. 

[  market.  Xerox  seems  to  be  making  a  serious  I  disti 
j  grab  for  much  of  Heidelberg’s  business.  For  j  end, 
i  its  part,  Heidelberg  says  it  aims  to  capture  al-  I  bast 
[  most  a  third  ofthe  black-and-white  on-de-  L 

I  mand  print  market  with  its  line  of  com 

I  Digimaster  machines.  A  Digimaster  and  ani 

I  Linopress  editorial  system  produced  Ffiian-  |  (bas 
I  dal  Times  Germany  newsletters  at  Drupa  new 
i  that  covered  events  around  the  world  and  not 

j  around  the  trade  show  each  day.  face 

j  At  Goss  Graphic  Systems,  its  own  and  coh( 
j  its  work-flow  ffont-end  partner’s  business  spet 
I  problems  stalled  development  of  the  can-  A 

I  tilever-design,  gearless  and  gapless,  single-  botl 
I  fluid  Adopt  press.  More  than  that,  nis( 

i  however,  Adopt’s  direct-to-cylinder  ap-  rect 
!  proach  “requires  imaging  systems  that  i  visc( 
aren’t  on  the  market  yet,”  says  Goss  Execu-  terk 
tive  Vice  President  Richard  J.  Sutis.  He  ac-  j  R&l 
knowledges  that  other  methods  are  in  use,  |  mer 
but  not  the  sort  that  Goss  had  been  testing,  still 

Until  it  finds  suitable  technology,  he  con-  chre 
tinues,  Goss  can  “put  normal  offset  plates  plyl 
on  it”  and  even  use  Agfa’s  new  imageable  F 

and  removable  plate  cylinder  coating.  The  Ink 
Adopt  concept  offers  clear  advantages  even  is  cc 
without  direct-to-cylinder  imaging,  but  ter  £ 
Goss  still  must  determine  that  compo-  Mat 

nent’s  importance  and  identify  a  “sustain-  doe! 
j  able  market,”  says  Sutis.  “We  could  take  thoi 
I  it  to  market  now'  with  traditional  plates,  if  nati 

I  it’s  something  the  market  wants,”  adds  Nor 


I  Marketing  Director  Barbara  Gora. 

I  US  Ink  has  supplied  Goss  with  a  single- 
;  fluid  formula  for  testing  with  the  keyless 
I  inking  employed  on  the  Adopt  test  press. 
Though  the  presence  of  water  always  poses 
challenges  to  lithographers,  says  the  ink 
maker’s  technical  director,  Peter  Ford,  us¬ 
ing  a  pre-emulsified  water-and-ink  mix¬ 
ture  “has  the  advantage  that  you  don’t  need 
a  special  plate.” 

In  contrast,  waterless  printing  tends  to 
push  problems  (including  higher  prices)  to 
the  plate,  according  to  KBA  Marketing  Di¬ 
rector  Klaus  Schmidt.  Inks  are  priced  about 
the  same  as  standard  news  inks. 

Waterless  is  a  hallmark  of  KBA’s  Cortina, 
which  wasted  almost  no  copies  at  start-up  to 
print  a  show  daily  and  Germany’s  Die  Woche 
(usually  printed  on  KBA’s  first  keyless  press, 
in  Kassel)  at  its  Drupa  unveiling.  Some  sites 
have  asked  to  beta  test  the  Cortina,  which  is 
being  withheld  from  the  market  “to 
•  •  •  work  any  kinks  out”  over  the  next  12 

|.0  to  15  months  (e.g.,  longer  plate  service, 
more  heat-resistant  ink)  before  ship- 
/.  ping  in  2002.  The  Cortina,  with  its 
ONER  .swing-open  towers,  built-in 

FicER  blanket  washer  under  each  cylinder, 
s  Inc.  3nd  compact  turner  bar  arrangement, 
is  promoted  as  an  ideal  machine  for 
I  distribute-then-print  scenarios  —  a  high- 
j  end,  full-color  offset  challenge  to  the  toner- 
I  based  digital  printers  now  used. 

US  Ink  has  been  working  with  other 
consumables  suppliers  and  KBA  to  develop 
an  ink  that  will  work  with  the  press  inker 
I  (based  on  work  on  the  Karat  digital  press), 
newsprint,  and  plate.  While  the  ink  must 
not  adhere  to  a  plate’s  silicone-coated  sur¬ 
faces,  Ford  says  a  “challenge  [is]  to  get  the 
cohesiveness ...  but  have  the  tack  for  a  high¬ 
speed  press.” 

Absence  of  dampener  required  addition  of 
both  on-press  cooling  and  lint  removal.  Den¬ 
nis  Cheesman,  US  Ink  customer  service  di¬ 
rector,  says  the  plate  requires  “a  much  more 
j  viscous,  higher-tack”  ink.  Work  for  the  wa¬ 
terless  Cortina  grew  out  of  years  of  similar 
j  R&D  for  sheetfed  presses  and  “is  still  experi- 
I  mental.”  warns  Cheesman,  who  adds,  “We 
still  have  to  look  at  plate  life.”  Kodak  Poly¬ 
chrome  Graphics  and  Toray  Industries  sup¬ 
ply  thermally  imaged  waterless  plates. 

Following  earlier  work  with  Toray,  Flint 
Ink  is  tiying  to  formulate  a  waterless  ink  that 
is  compatible  with  a  conventional  plate.  Af¬ 
ter  almost  seven  years  of  work,  says  Andrew 
Matthews,  Flint  has  “developed  an  ink  that 
does  what  it  was  originally  designed  to  do”  — 
though  success  depends  on  the  right  combi¬ 
nation  of  plate  and  press.  Now  with  Flint’s 
North  American  publication  inks  business. 
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c'jui’t  build  up  iuid  cause  web  biviiks.”  1  Ici- 
dellx'rg  idsi)  used  tlic  dcuu)  tt)  iutiXKlucc  a 
new  I'cature  of  its  Oiimicoiu  pivss  iuul  posl- 
pR'ss  coiitiX)!  system.  Omnipage  ixTognizes 
a  page  plaewl  on  the  a)nsc»le  ;uul  automat  i- 
cxdly  dirtvts  attention  to  Uie  print  eouple 
platetl  with  that  page. 

tloss’  [K)tenti:d  4-by-l  pmss  would  be  a 
veixiion  of  tlie  Uniliner  it  built  mostly  for 
the  CVniiiui  miu’ket  iuid  which  it  h:»s  in- 
stidlcH.!  nciU'  1  A'ipzig.  (io.ss  marketing  exiru- 
tives  .say  they  are  Uirgeting  the  pr«.>.ss  and  a 
po.ssible  4-by-l  version  at  U.S.  o|H'rations 
not  ipiite  big  ent)ugh  for  a  Newsliner  »)r 
Coloiiiner  —  fxxssibly  a  region;d  newspajx'r 
printer  in  the  l()(),l)()()-circulatu)n  nmge 
w  ith  heavy  sectioning  neetls.  For  commer- 
ciid  work,  features  ean  include  couple- 
shallless  drives,  quick-relejLse  roller  .scx’kets, 
a  drxer,  (luarterfokler,  and  gluer. 

In  the  two-around  categoiy,  ’I'KS  ran  its 
iK'w,  cou]>le-shallle.ss,  page-changing  Col- 
or'l’op  7tH)()  with  split  two-imn  rivl,  seiul- 
ing  copies  from  its  jaw  folder  (HO 
pages  straight  or  .9()  collect,  with  push-but¬ 
ton  change-over)  to  its  own  CS,')()()  sticker. 
Reaching  H.'),()(){)  cph  in  under  two  min¬ 
utes,  the  pre.ss,  .says  Natiomd  Sides  Miuiag- 
er  Mike  Shafer,  is  “probiibly  going  to  higher 


1  sjx'etl  I  in  the  future.”  It  demonstnileil  on- 
the-fly  changes  Iw-  adding  ii  blue  back- 
gniund  to  ii  piige  of  tyjx'.  The  pix‘.ss,  which 
now  triuisfei's  ;dl  contnils  fmm  tower  sitles 
to  the  con.sole  only,  is  not  at  Nex|H». 

In  addition  to  its  .solutions  for  using  vaii- 
ous  miuiufiictuR'i's’ thixes  for  shidUe.ss  ixini- 
fUs  luul  new  pri'.s.s,  .MIR  pnimotiHl  its 
webHxmtrol  CiijKibilities.  To  sl;ibili/e  ii  web 
dining  a  flying  plate  chiuige.  .\RR  ixmtnils 
CiUi  momentuily  ;dlow  ii  ly  liiuler  to  lo.se  its 
(Xisition  during  tlie  brief  iH'iiinl  when  wiisle 
copies  iuv  civiitetl.  Referring  to  it  iis  “diXHip,” 
printing  iiutomation  engiiurr  f’eter  I’iihler 
siiys,  ARR  idso  luses  it  “in  .some  ciuses  for  the 
infmling."'t’he  system  id.so  c.ui  infer  ivgi.ster 
by  monitoring  the  Ixiuivior  of  the  toixiue 
contixiller,  Uien  cidculatc  ;uiy  netv.s.siuy  jHisi- 
tioiiid  chiuiges  iuul  autoniiiticidly  moving  all 
drives  to  «)mix'n.siite  for  diunixMier-induml 
chiuiges  in  web  tension  that  cau.se  misix'gis- 
tcr.  flic  capability  was  to  have  Ixrn  lestiHl  at 
a  llenniui  diuly  following  Dnipa. 

So,  at  least  one  vendor’s  electrical  and 
sortware  engineering  may  automate  on- 
the-fly  print-quidity  adjustments  without 
recouixe  to  vi.suid  or  video  ins|X'ction  — 
in  a  lights-out  pix'ssnxun. 

It's  only  a  matter  of  time.  !■ 


Matthews  until  last  year  iniuiagixl  the  cxim- 
pany  s  labs.  Flint  is  not  invohed  witli  KBA’s 
Cortina  say’s  Matthews,  but  has  demonstrat¬ 
ed  a  waterless  black  on  a  four-cxilor  slxvtfWl 
heatset  press  and  is  Ix'ta  testing  its  fonnula 
at  two  U.S.  print  sites.  He  sixmlates  that  by 
allowing  reinov-al  of  a  pre.ss’  diunjXMiing  sys¬ 
tem,  a  waterless  retnifit  may  leave  spitv  for  a 
direct-imaging  system. 

Short  of  the  arriv.d  of  digitid,  singk^fluid, 
or  waterless  newspiqx’r  press,  Dnipa  was  the 
venue  for  first  public  demonstnitions  of  next- 
generation  offset  litlio  mixiiines  that  offer 
versatility’  imd/or  simplicity,  iuul  sinings. 
They  included  four-page-wide  pres-si's  that, 
becau.se  they  ha\e  one-plate-iuxxmd  cylin¬ 
ders,  are  run  only  in  .stndght  pnxluction 
mode  {E^P,  March  27, 1.9.99).  MAN's  Re- 
gioman,  lusing  a  tw’o-around  blanket,  luid 
Heidelberg’s  Miun.stre;un,  with  its  high¬ 
speed,  one-iUX)und  gapless  bliuiket  cylinder, 
have  two  buyers  apiece. 

Besides  the  other  oix'rating,  quality’,  and 
plate-.savings  benefits  of  4-by-l  design, 
straight-only  runs,  and  its  own  tc'chnology, 
Heidelberg  promoted  the  qiudity  that  a  1:1 
cylinder  ratio  makes  po.ssible  through  .sepa¬ 
rate  ink  .settings  for  each  page.  And  without 
blanket  gaps,  says  one  staffer,  “exce.s.s  water 


is  Betteri 


hll  IXiM  H.i.S's  K.ADICAI  NI'W  DISUiN  lU  IIVI  KS 
INi  KM  )lltl  I-  I’lK/l  )KM,ANl  :(■  Willi  SI  lAlllMSS  Hi  1 1- 
NDi.lXIV  AND  IX  iM's  INNi  »VA/IV('  IN-/  INI- CYI.INDI  K 
UfllMh  /KV  <  :K/  A/  IN(i  A  MMKD/I  K,  SI  Hi  )N(,/  K  AND 
MOKf  UJMI’Al .  I  15’ 0"  mWI  K  DI  SH  iN. 

The  DGM  855  fi;a7  i  ms  .-t  ink  n  >i<m  iu  h  i  i  ks 
AND  3  OX'ALLATi  iKS,  DM./VI.K/M  i  I  I  AWI  i  ss  MAi  K 
ro  BACK'  FOUR  CXJLOK,  CKISF  IIIHIII  UIIIIS  AND 
S/IAK/’/'.K  IMACF-S. 

IKjM’S  7 lit  HNOUXA'  PKOVliS  WIDI-li  IS  HI  11  I  II  ■ 
/•OK  I’KiN  i  qi;ai./7Y,  Aca-ssinn.i  iy  and  si  am- 

\IMSS  /NI  /'-KJ  AC’i;.  C'AI.I.  /O/MV  lOK  A  C/)-R()M 
()/■  77/i:  H55’.V  INCHI.DIHLL  /fcCUNOl.i KjV. 

)  Dauviun  Qkaphic  Machines  — 
i  T licuNowQY  That  Makes  Sense. 

7  www.J.iiipl\itiKraptllc.cmn 


DbupMii  Graphic  Machines,  hic. 

P.O.Box 573  •  Elizabeth viLLE, PA  17023 
800-346-6119  •  717-362-3243 


A  PamarixiTh-hnolcxjIEs,  Inc.  cdmi'ANY 
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build  audience.  drive  revenue 


www.flywheelmedia.com 


NAA  Newspapers  2000  Conference  |  “n  Francisco,  CA 
Flywheel  Media  | 

1.888.464.3570  '  ’  ■ 


Solut 


COMMON  STRUGGLE, 
--  -  COMMON  HOPE. 
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Ordinary  people 
performing 
extraordinary  deeds. 
Over  the  past  five  years, 
we  have  been  proud  to 
call  attention  to 
issues  in  need  of 
community  involvement. 
The  more  than  130 
stories  are  part  of  a 
series  we  call  Solutions. 


iDiti^TKeso 


^  At  age  80  Grayson  Cosens  couldn’t 
bear  to  see  fresh  fruits  and  vegetables 
go  to  waste.  He  joined  other  retirees  in 
Senior  Gleaners,  who  in  one  year  alone 
gathered  233  tons  of  food  to  feed 
hungry  San  Diegans. 

■  Theresa  Thompson  detested  the 
grafnti  cheapening  her  neighborhood. 
She  bought  a  dozen  cans  of  spray  paint, 
put  them  in  the  back  of  her  car  and 
began  fighting  the  problem  one 
eyesore  at  a  time. 

■  Megan  Campitiello  knew  nothing 
about  art,  but  she  believed  that  it  was 
important  to  a  well-rounded  education. 
Armed  with  little  else,  she  became  an 
Art  Corps  volunteer  at  her  daughter’s 
elementary  school. 


Senior  Gleaner  volunteer  Violet 
Johnson  joined  Grayson  Cosens  in 
picking  oranges  at  a  San  Diego  area 
grove  .  According  to  Johnson,  “the  fruit 
might  be  bruised  but  it’s  still  tasty.” 


Journalism  student  sends  out  copy  via  e-mail  during  coup  attempt 


BY  BOB  HOWARTH 

BRISBANE,  AUSTRALIA 


The  first-ever  interactive  newspaper  design  and 
editing  course  run  in  the  South  Pacific  paid  off  dra¬ 
matically  this  month  when  one  trainee  made  Page 
One  in  several  newspapers.  The  star  pupil,  Robert 
Iroga,  a  copy  editor  for  the  Solomon  Star  in  Honiara, 
Solomon  Islands,  e-mailed  news  of  a  pre-dawn  coup  during  a 
news  blackout  to  me,  his  former  seminar  teacher,  in  Australia. 


The  five-day  course,  attended  by  16 
journalism  students,  was  organized  and 
funded  by  the  Commonwealth  Press 
Union  of  London,  and  was  held  in  Port 
Moresby,  Papua  New  Guinea. 

Seminar  students  from  outside  the  area 
flew  home  June  4.  Iroga  awoke  June  5  to 
discover  that  armed  rebels  had  staged  a 


coup,  capturing  the  Solomon  Islands’  prime 
minister  and  most  of  the  nation’s  arms  sup¬ 
plies.  They  also  overpowered  crews  on  pa¬ 
trol  boats  in  Honiara  Harbor  before  cutting 
telephone  links  to  the  outside  world.  But 
they  failed  to  cut  all  Internet  connections, 
and  Iroga  e-mailed  news  of  the  coup  to  my 
base  at  Queensland  Newspapers. 


Iroga,  right,  at  the  seminar.  Below:  A  photo  of 
armed  rebels  in  Honiara  e-mailed  to  Howarth. 

For  the  next  i 

48  hours,  the  i 

Net  was  the 
outside  world’s 
only  source  of 
news  about  the 
bloody  clashes  ^ 
between  the 
Malaita  Eagle 

Force  and  Isatabu  Freedom  Movement. 

Iroga  sent  me  four  coup  action  photos 
and  a  report,  which  made  Page  One  of  both 
The  Courier-Mail  in  Brisbane  and  the  Mel¬ 
bourne  Herald-Sun.  His  images  and  copy 
also  were  used  in  the  Papua  New  Guinea 
Post-Courier,  the  country’s  leading  daily.  II 

Howarth  is  Queensland  Newspapers’  edi¬ 
torial  technology  manager. 
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«THIS  FILM  CAPTURES  THE  WHOLE 
TRUTH.  UNFORTUNATELY,  IT  CAN’T  MAKE 

IT  ANY  EASIER  TO  UNDERSTAND.?? 

[albert  facelly] 


>1999  albert  facelly.  SIPA  PRESS 


FUJICOLOR  PRESS  800  (CZ) 


[fUJICOLOR  press  FILMS  FOR  PROFESSIONALS] 


^nnl  •  fit 


As  a  photojournalist.  you  rarely  have  control  over  the  situations  you  photograph.  Which  is  what  makes  the  versatility 

of  our  Press  films  for  professionals  so  important.  Take  our  Fujicolor  Press  400,  and  Fujicolor  Superia  100  and  200  films. 

They  employ  Fujicolor's  Fourth  Color  Sensitive  Layer  Technology  to  help  give  you  realistically  enhanced  color,  natural  skin 

tones,  outstanding  sharpness  and  fine  grain  even  under 

M  mixed  lighting  sources  that  include  fluorescent  light. 

Not  to  be  outdone,  our  Fujicolor  Press  800  film  can  easily 

handle  the  most  challenging  lighting  conditions  to  deliver  images  well  exceeding  your  expectations  for  high-speed  film.  After  all. 

even  though  the  situation  may  be  difficult,  capturing  it  shouldn't  be.  For  more  information  ^  FUJIFILM  _ 

about  our  full  line  of  Fujicolor  Press  films  for  professionals,  call  us  at  i-800-800  FUJI.  ■  —  ^ 

_  /rafessian^ 

©1999  FUJI  PHOTO  FILM  U  SA.  INC 
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Top  brand  a 
advertisers 
into  papers,  1 


I 


BY  JOE  NICHOLSON 


Newspapers  last  year  gained  —  and  TV  lost  — 
market  share  in  the  budgets  of  the  top  100  brand 
advertisers  in  newspapers. 

Moreover,  newspapers  last  year  gained  —  and  TV 
lost  —  market  share  in  the  budgets  of  the  largest 
100  parent  companies  of  advertisers  in  newspapers. 

The  return  to  newspapers  —  and  move  away  from  broadcast  net¬ 
work,  cable  network,  spot,  and  syndicate  TV 
is  small  in  percentage  terms,  although 
large  in  total  dollar  terms  because  of  the  vast 
sums  of  money  involved. 

An  exclusive  ECsJP/Competitive  Media 


group  declined  0.2  of  a  percentage  point, 
from  50.8%  to  50.6%,  the  report  discloses. 
Newspapers’  share  increase  helped  papers 
boost  their  revenue  total  from  the  parent 
company  group  by  more  than  $925  million, 
from  $7.1  billion  in  1998  to  more  than  $8 
billion  in  1999. 

New  York-based  CMR  tracks  advertising 
in  newspapers,  TV,  radio,  magazines,  and 
outdoor  media.  The  TV  categoiy  includes 
broadcast  network,  cable  network,  spot, 
and  syndicate  TV,  but  it  does  not  include 
local  cable  TV,  nor  does  it  measure  Internet 
advertising.  CMR  used  its  information  to 
create  calculations  of  the  total  spending  of 
top  advertisers  in  the  50  largest  markets, 
including  about  130  of  the  nation’s  top 


Reporting  (CMR) 

report  shows  Ncwspapcrs  should  be  very 

newspapers  rev-  ‘"J  pleaSed.  ...  YouVe  alsO  gOt 

top  brands  in-  14.  to  acknowledge  that  every 

per^entege^^  othcF  media  has  also  doHC 

points,  from  VeryWCll.”  —  GEOFFREY  MILLER 


SUHBH;  JW  " 


56%  to  57.6%, 
while  TV’s  share 

dipped  0.8  of  a  percentage  point,  from 
36%  to  35.2%.  The  increase  in  newspa¬ 
pers’  share  helped  boost  their  revenue 
from  those  brands  by  more  than  $600 
million,  from  almost  $5  billion  to  more 
than  $5.6  billion. 

Newspapers’  revenue  share  of  the  top 
100  newspaper  advertisers  among  par¬ 
ent  companies  increased  0.4  of  a  per¬ 
centage  point,  from  28.5%  to  28.9%, 
while  the  TV  revenue  share  from  the 


dailies.  It  also  estimated  spending  by  small¬ 
er  advertisers,  labeled  “all  other”  in  the  at¬ 
tached  charts,  in  those  markets. 

After  decades  when  TV  increased  its  ad 
share,  data  began  to  indicate  the  medium 
was  approaching  a  plateau  in  its  share  sever- 
i  al  years  ago;  this  CMR  report  contains  more 
j  indications  of  such  a  trend  in  share,  although 
I  total  TV  revenue  continues  to  rise.  The  share 
I  decline  in  the  TV  category  may  reflect  rev¬ 
enue  loss  to  local  cable  TV,  which  is  not 
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measured  in  the  TV  category.  It  also  may  in¬ 
dicate  spending  diversion  into  ' 

the  Internet  and  newspapers.  \ 

“Newspapers  should  be  very  \ 
pleased”  with  their  increased  rev-  \ 
enue,  says  Geoffrey  Miller,  CMR’s  \  ^ 

vice  president  for  newspaper  serv-  \  WM 
ices.  “You’ve  also  got  to  acknowl-  \ 
edge  that  every  other  media  has  also 
done  very  well.  1999  was  just  an  ex- 
ceptional  year  for  advertising.” 

Miller  dismisses  the  slight  decreases  ' 
in  TV  share,  saying,  “I  don’t  look  at  that  h 
as  much  of  a  dip. ...  I  wouldn’t  want  to  ■ 

characterize  that  as  a  decline.”  While  pa-  ■ 
pers  can  always  add  pages  for  more  ads,  1 
Miller  points  out  that  time  limits  how  s 
much  TV  advertising  can  be  sold.  “There  is  ' 
a  certain  limit  of  inventory  that  will  cap  the 
spending  in  that  medium,”  he  says. 

If  the  economy  holds  up,  newspapers 
are  likely  to  “continue  to  grow  incre¬ 
mental  share”  over  the  next  two  or  three 
years,  says  Miller,  who  notes  TV  may 
have  an  additional  slight  loss  of  share. 

The  report  findings  are  “very  positive” 
for  newspapers,  says  Chuck  Paul,  CMR’s 
major  accounts  manager  and  director  of 
client  services.  After  analyzing  the  data, 

Paul  says  he  doubts  newspaper  ad  execs 
will  be  “shockingly  surprised”  by  the  report 
findings  because  “this  is  their  business. 

They  have  to  be  up  on  these  things  or  at 
least  have  a  very  good  sense”  of  them. 

“They’ve  expressed  [a  realization]  that  the 
tide  has  turned  a  little  more  in  their  favor,” 
says  Paul,  who  notes  local  newspaper  ad  ex¬ 
ecs  often  spot  early  trends  “at  a  more  micro 


www.editorandpubllsher.com 


One  newspaper  movie  ad  calls  a  film 
“Awesome!"  That’s  a  good  descrip¬ 
tion  of  rising  ad  spending  last  year, 
especially  newspaper  ad  expendi- 
tures,  which  stampeded  ahead  like 
a  rampaging  dinosaur,  taking  share 
\  from  TV. 
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level.”  He  adds,  “At  the  same  time,  there  are 
a  lot  of  other  increased  pressures,  so  it’s  not 
a  sit-back-and-celebrate  kind  of  attitude.” 

Newspaf)ers  hiked  their  take  in  spite  of 
increasing  advertiser  options  with  both  the 
Internet  and  local  cable  TV. 

Paul  predicts  the  newspaper  rise  will 
continue  for  at  least  another  year.  Referring 
to  the  top  100  parent  company  list,  he  says, 
“I  would  expect  well  probably  see  another 
0.2  [of  a  percentage  point]  in- 
crease  next  year.”  He  also  pre-  ^ 

diets  another  rise  in  the  top 
100  brand  list,:  “From  what  y ' 

I’ve  seen  so  far  this  year  from 
papers,  a  1  [percentage-point] 
jump  in  terms  of  brand  adver- 
tiser  share  should  be  achiev- 
able.”  He  adds  the  next  brand 
jump  could  reach  “1.2”  percentage  points. 

The  slight  dip  in  TV  share  is  likely  to 
continue  for  at  least  another  year.  “I  think 
we’re  going  to  see  a  continued  decline,  but 
it  will  be  0.1  to  0.2  [of  a  percentage 
point],”  Paul  says. 

“You  see  there  are  a  good  many  cases 
where  newspapers  are  effectively  regaining 
media  budget  from  TV,”  notes  Paul.  “I 
don’t  think  that  trend  [of  declining  TV 


Kip  Cassino,  Knight  Ridder’s  director  of 
research,  examined  CMR’s  calculations 
and  concludes  some  advertisers  turned  to 
newspapers  because  they  couldn’t  buy 
time  on  TV  or  radio.  “We’re  beneficiaries 
by  default.  There  are  dot-coms  that  just 
could  not  get  enough  TV'^  and  radio,  and 
they  had  to  go  to  newspapers,”  he  says. 

With  total  spending  on  newspaper  in¬ 
serts  now  surpassing  spending  on  run-of- 


Dual  imaging  headier  the  fastest  and  highest  quality  output 
speeds  •  Repeatat^ity  of  .001“  •  24“  soap  length  •  500 
Single  wide  plate  capacity  •  Daylight  operation  •  Vefsatile 
plate  eKit  path  •  100%  connectivity  with  all  leading  Front- 
end  systems  •  Single  wide  and  double  wide  plates 


Fast  and  easy  loading  of  plates  onto  the  press  •  Continuous 
gripper  offers  mirit^e  web  capacity  •  ko  plate  cylinder 
modifications  required  •  No  tools  needed  •  Plates  snap 
into  place  •  PrediUeq  position  test  web  •  No 

springs  equals  low  rriaintenance 


Up  to  360  plates  pet  hour  IWotks  ped^^  w&i  ^er 

CfP  or  convenffona!  plate jmagms  *  Use^K&Ps  VIsIbn 
Ftegistration  for  perfect p^te  registratibn-^ry  drrw 
Single  wide  or  double  wide  plates  ♦'  fik>re  Vision 
^^ySmders  installed  '^rld  wide  than  any  offwt  optical 
^  '^nch-bendet 


INTERNATIONAL 


1-800-348-5070 
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YOUR  OFFICIAL  Nikon 
PROFESSIONAL  DIGITAL 
SLRD1  DEALERI 


NIKON  PROFESSIONAL  DIGITAL  SLRD1- 
The  evolution  of  remarkable  photography! 


Nikon 


•  2. 74 -megapixel 

•  Superhigh-speed,  high-quality 
image  processing 

•  4.5  frames  per  second  shooting  speed 

•  3D  Digital  Matrix  Image  Control 

•  High-speed  AF  system  including  Dynamic  AF  operation 

•  3D  Multi-Sensor  Balanced  Fill-Flash  for  D 1 

•  Compatible  with  virtually  any  F-mount  Nikkor  lens 


-  Nikon  D1  Set  is  sold  in  the  United  States  by  Nikon  Inc. 

\\fetakEthpvw)rii®i'  ibrougb  Authorized  Nikon  Professional  Digital  Products  Dealers 

and  Authorized  Value  Added  Retailers. 


iik^cLVra’^;?.' 
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cable  for  DID!  Neck  Strap 

Induction  manual,  Nikon  Limited' 

r  One  Year  Warranty  Document.  ^1 
‘LENS  SOLD  SEPARATELY 


Quality  Products 


ONAL 

Graphic  Supply 


•  Wide  Product  Selection 


•  Excellent  Service 


226  North  Allen  Street,  Albany,  New  York  1 2206 
Fox  800-832-2205  •  ww.ngscorp.com  •  E-mail:  mail@ngscorp.com 


THE  ONE-STOP  SOURCE  SINCE  1927  FOR  DIGITAL  CAMERAS,  COMPUTERS, 
PRINTERS,  ELECTRONIC  IMAGING  SUPPLIES  AND  MORE! 


increased  the  newspaper  share  of  their 
spending  in  each  of  the  last  two  years,  says 
Paul,  who  declares  those  results  prove  hig 
advertisers  don’t  regard  newspaper  ads  as 
obsolete.  “It  shows  that  these  advertisers 
don’t  view  their  newspaper  investments  as 
purchasing  horse  buggy  whips,”  he  quips. 

Among  the  parent  companies,  the  five 
top-gaining  segments  were  automotive,  up 


dustty’s  improved  sales  efforts.  “Over  the 
last  several  years,  newspapers  have  done 
an  increasingly  effective  job  in  marketing 
themselves,  and  really  getting  their  mes¬ 
sage  across  [about  the  results]  that  [adver¬ 
tisers]  get  for  their  advertising  dollar  from 
using  newspapers,”  he  says. 

Perhaps  the  most  dramatic  example  of  a 
parent  company  increasing  newspaper 
share  and  decreasing  TV 
share  is  General  Motors 
Corp.  (GM),  which  was  the  K- 
biggest  newspaper  advertiser  ^  ^ 

among  parent  companies  last  1 
year.  The  newspaper  share  of 
GM’s  spending  more  than 
doubled  from  9.4%  to  19.9%; 

GM’s  expenditures  on  news-  A 

papers  increased  more  than 
$372  million,  jumping  from  $199  million 
to  $572  million. 

At  the  same  time,  TV s  share  of  GM 
spending  declined  from  67-2%  to  6l.5%. 
Despite  TV s  share  loss,  GM  spending  on 
TV  rose  because  the  automaker’s  overall 
budget  increased  from  $2.1  billion  to 
$2.8  billion. 

GM  was  one  of  23  parent  companies 
among  the  100  largest  advertisers  that  have 


$1.1  billion  (vdth  newspapers  taking 
35.2%  of  that);  telecommunications,  up 
$375.6  million  (with  papers  taking 
40.2%);  retail,  up  $337.7  million  (with  pa¬ 
pers  taking  46.7%);  technolog>',  up  $268.9 
million  (with  papers  taking  17.6%);  and  fi¬ 
nancial,  up  $259.9  million  (with  papers 
getting  a  measly  2.9%),  says  Paul. 

“The  financial  [category]  really  sur¬ 
prised,”  adds  Paul,  who  suggests  the  news- 


Just  set  and  forget. 

Newstech  rollers  are  dimensionally  stable.  They’re  extremely  durable,  and  they’ll 
maintain  their  size  with  minimal  shrinkage  throughout  the  longest  runs. 


When  your  presses  are  rolling,  the  ink  will  stay  stable. 

Greatly  reduced  thermal  expansion  as  a  result  of  low  heat  build-up  means  cooler 
running  rollers.  This  gives  you  better  on-press  ink  stability  and  the  kind  of 
long-lasting  core  adhesion  our  competitors  just  can’t  match. 


Newstech  rollers  stay  soft. 

No  matter  how  hard  or  how  long  you  work  them,  Newstech  rollers  will  keep  on 
giving  you  that  great  “kiss  impression,”  even  with  today’s  clean  inks. 


The  new  technology  of  Newstech  delivers  everything  you  need  all  rolled  into  one. 

Diamond’s  advanced  research  has  brought  out  all  the  toughness  of  a  carbon  loaded 
product  without  the  possibility  of  black  color  bleed-thru  problems. 


PRESS 

150  Marr  Avenue,  Marietta,  GA  30060 

800-247-5290 

Fax  (770)  422-0565  www.diamondrollercom 

a  Pumarco  Technologies  company 
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CALL  800-720-6323 
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Celebrating  Hometown  Life 


companies  will  assign  a  sales  rep  —  or  a 
team  of  sales  reps  —  to  pursue  opportuni¬ 
ties  they  identify.  In  addition,  papers  often 
create,  expand,  or  increase  the  frequency  of 
special  sections;  for  example,  many  papers 
have  created  technology  sections. 

While  a  big  shift  in  advertiser  spending 
may  look  tempting,  Paul  cautions  that  ad 
execs  can  best  determine  what  sort  of  op¬ 
portunity  exists  by  talking  with  advertisers 
who  are  making  the  changes.  For  instance, 
have  stores  been  closed  or  opened?  Or  is 
there  an  opportunity  in  one  market  that 
may  not  exist  in  another  market? 

“The  more  firsthand  knowledge  [news¬ 
papers]  can  get  from  the  advertiser  or  its 
agency,  the  better  off"  they  will  be  in  posi¬ 
tioning  themselves”  to  adjust  their  busi¬ 
ness  plans  and  gamer  ad  spending, 
advises  Paul.  “They  need  to  investigate  in 
more  detail  to  make  sense  or  ad  spending 
changes,  he  adds. 

The  largest  100  parent-company  adver¬ 
tiser  list  was  “dominated”  by  32  retailers, 
“as  you  would  think,”  says  Paul,  who  notes 
that  other  industiy  groups  on  the  list  in¬ 
clude  12  in  travel,  11  in  telecommunica¬ 
tions,  seven  in  automotive,  and  five  in 
technology. 


Newspaper  ad  execs  should  update 
business  plans  throughout  the  year  be¬ 
cause  advertisers,  particularly  large  adver¬ 
tisers,  might  change  ad  budgets  and 
mixes,  says  Paul.  “I  would  doubt  they 
would  double  or  triple  it,  [but]  they  might 
increase  it  10%  or  20%,”  he  says. 

Even  an  advertiser  such  as  GM,  which 
jacked  up  its  newspaper  ad  spending 
last  year  to  $572  million,  is  not  a  fixed 
target  because  spending  this  year  is  sure 
to  change.  Ad  execs  at  each  newspaper 


need  to  compare  GM’s  spending  trends 
with  what  the  paper  has  been  getting 
from  the  automaker  to  determine  how 
they  are  doing. 

“What  papers  can  do  very  effectively  is 
market  themselves  to  these  companies 
based  on  special  events  that  are  taking 
place  in  their  market,”  says  Paul.  “Like 
with  GM,  it  might  be  an  auto  show,”  he 
adds,  pointing  out  a  paper  could  become 
a  show  sponsor  and  mn  a  show-related 
special  section.  ® 


GM’s  newspaper  ads  in  1999 


Bujs  more  than  doubled 

General  Motors  Corp.  (GM)  j  1999,  according  to  Competitive  Med 

hiked  the  newspaper  share  of  its  I  Reporting  (CMR). 
ad  spending  from  9.4%  in  1998  to  I  Overall,  GM’s  media  spending  in- 


General  Motors  Corp.  (GM) 

hiked  the  newspaper  share  of  its 
ad  spending  from  9.4%  in  1998  to 
19.9%  in  1999,  boosting  its  buys  from 
$199  million  to  $572  million,  which  some 
observers  called  the  biggest  newspaper 
spending  jump  they  could  recall. 


1999,  according  to  Competitive  Media 
Reporting  (CMR). 

Overall,  GM’s  media  spending  in¬ 
creased  last  year  from  more  than  $2.1 
billion  to  more  than  $2.8  billion, 

CMR  reports. 

Michael  Browner,  GM’s  executive  di- 


At  the  same  time,  GM  decreased  its  TV  j  rector  of  media  operations,  says  in  a  state- 


share  from  67.2%  in  1998  to  61.5%  in 


ment  sent  to  E&P  that  there  are  various 


“Pioneer  Newspapers  has  use(d  Inland  training 
programs  ancJ  seminars  to  keep  our  employees 
up  to  date  in  a  constantly  changing  industry.  No  other 
organization  provides  community  newspapers 
with  as  much  value  as  Inland.” 

David  Lord 

President,  Pioneer  Newspapers 

INLAND 

Here’s  how  Inland  can  work  for  you... 


►  Cost  and  revenue  studies 

►  Compensation  Survey 

►  Advertising  Linage  Reports 

Upcoming  Training  Programs: 
Mailroom  Supervisory  Training 
July  20,  Columbus,  Ohio 
Basic  Pressroom  Management 

July  28,  Arlington  Heights,  III.  (suburban  Chicago) 


►  Low-cost,  high-quality  training 

►  Employee  Attitude  Survey 

►  A  host  of  other  member  benefits 

For  more  information,  contact  Inland  at: 
847-795-0380  inland@xnet.com 
2360  E.  Devon  Ave.,  Suite  301 1 
Des  Plaines,  IL  60018 

Register  for  programs  online  at  www.inlandpress.org 
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■  Flexibility  to  meet  your  needs 
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•  Wide  variety  of  formats 

■  2,000+  units  installed  in  over  40  countries 
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share  and  decreased  TV  share. 

Newspaper  ad  executives  should 
base  their  approach  to  GM  on  an 
analysis  that  compares  their  own  suc¬ 
cess  with  GM  with  overall  newspaper 
industry  results,  says  Chuck  Paul, 
CMR’s  major  accounts  manager  and 
director  of  client  services. 

‘They  [should]  first  make  a  com¬ 
parison  to  their  own  results,  and 
they  may  have  a  better  understand¬ 
ing  of  what  the  potential  spending 
budget  is  for  their  market  and  I 

their  newspaper,”  explains  Paul.  | 
On  a  broader  level,  the  size  of  B 


strengths  that  prompt  the  automaker  to 
make  newspapers  “an  important  part  of 
our  media  mix. 

“What  value  do  we  get  from  newspa¬ 
pers?  They  include:  localized  targeting, 
customization  of  creative,  which  is  espe¬ 
cially  valuable  for  ads  containing  price  of¬ 
ferings  that  aren’t  available  everywhere  at 
the  same  time,  and  the  immediacy/fast 
closings,  an  important  tactical  tool  for  us 
and  our  dealers,”  says  Browner. 

Although  GM  was  asked  about  CMR’s 
findings,  Browner’s  statement  did  not  say 
why  GM’s  total  media  spending  increased 
last  year  or  why  it  boosted  newspaper 


The  size  of  General  Motors’  spending  on 
newspapers  last  year  indicates  the  auto¬ 
maker  increased  frequency  as  well  as  the 
number  of  papers  it  purchased. 

newspapers’  opportunity  with  GM  “de¬ 
pends  on  what  GM’s  marketing  plans  are 
for  2000,”  says  Paul.  The  size  of  the  in¬ 
crease  in  GM  spending  on  newspapers  last 
year  indicates  the  Detroit-based  Goliath 
boosted  frequency  as  well  as  the  number 
of  papers  it  purchased,  he  points  out. 

Newspapers  may  want  to  analyze  the 
spending  of  all  vehicle  manufacturers 
before  settling  on  a  course  of  action,  says 
Paul,  who  adds  that  such  an  analysis  may 
lead  some  newspaper  firms  to  create  spe¬ 
cial  automotive  sections  or  set  up  a  unit  of 
sales  reps  to  target  automakers. 

In  addition  to  the  TV  share  decrease, 
GM  trimmed  share  for  the  other  CMR- 
measured  media:  Radio  was  dovm  from 
1.4%  to  1%;  magazines  were  down  from 
20.9%  to  l6.8%;  and  outdoor  media  was 
down  from  1.1%  to  0.8%. 

In  terms  of  GM’s  TV  spending,  the  in¬ 
crease  in  the  media  budget  more  than 
compensated  for  lost  share:  TV  expendi¬ 
tures  rose  from  $1.4  billion  to  $1.7  billion. 

GM’s  magazine  spending  increased  de¬ 
spite  the  medium’s  share  loss,  from  more 
than  $443  million  to  just  more  than  $484 
million.  Spending  for  radio  and  outdoor 
media  decreased. 

As  for  what  newspapers  can  “do  better” 
for  GM,  Browner  advises:  “Break  down 
the  walls  that  exist  within  the  newspaper 
corporations  to  be  better  able  to  come  to 
us  with  integrated  local  market  oppor¬ 
tunities  involving  all  the  media  and  pro¬ 
motional  assets  of  the  corporations. 
Secondly,  figure  out  some  way  for  the  in¬ 
dustry  to  speak  to  our  strategic  planning 
people  with  a  single  voice.” 

GM  takes  “an  integrated/total  picture 
approach  to  engaging  our  customers,” 
says  Brovraer. 


Announces 

THE  KAISER 
MEDIA  INTERNSHIPS 
IN  URBAN  HEALTH  REPORTING 
FOR  2000 


An  internship  program  for  young  minority 
journalists  interested  in  specializing  in  urban 
public  health  reporting 


The  Henry  j.  Kaiser  Family  Foundation  is  again  sponsoring  summer  internships,  starting 
June  2000,  at  eight  major  metropolitan  newspapers  and  at  three  local  television  stations, 
for  young  minority  journalists  interested  in  reporting  on  urban  public  health  issues.  The 
interns  are  selected  by  the  newspapers/TV  stations. 


TTie  eleven  2000  Kaiser  Media  Interns  and  their  host  newspapers/TV  stations  are: 

Charles  Anthony  -  The  Atlanta  Journal-Constitution 
Megan  Christensen  -  The  Detroit  Free  Press 
Cheryl  Conner  -  WAGA'5,  Atlanta 
Shabnam  Daneshvar  -  The  Oregonian* 

Lilian  Liang  -  The  Sun-Sentinel,  Ft.  Lauderdale 

Vicky  Nguyen  -  KTVU-2,  San  Francisco-Oakland 

Catherine  Pascual  -  The  Los  Angeles  Times 

Megan  Scott  -  The  Boston  Globe 

Sherice  Shields  -  USA  Today 

Grace  Tsai  -  KDFW-4,  Dallas 

Nicole  Wong  -  The  San  Jose  Mercury  News 

*  The  Oregonian  is  helping  sponsor  a  Kaiser  intern  for  the  2000  program. 


The  Kaiser  Internship  Program  provides  an  initial  week-long  briefing  on  urban  public  health  issues 
and  health  reporting  at  the  National  Pre-ss  Club  in  Washington,  D.C.  Interns  are  then  based 
for  ten  weeks  at  their  newspaper/TV  station,  typically  under  the  direction  of  the  Health  or  Metro 
Editor/News  Director,  where  they  report  on  health  issues.  The  program  ends  with  a  3-day  meeting 
and  site  visits  in  Boston.  Interns  receive  a  12-week  stipend  and  travel  expenses.  The  aim  is  to 
provide  young  journalists  or  journalism  college  graduates  with  an  in-depth  introduction  to  and 
practical  experience  on  the  specialist  health  beat.  For  details  on  the  year  2001  program,  check  our 
website  at  www.kff.org;  to  apply,  write  to: 


Penny  Duckham 

Executive  Director  of  the  Kaiser  Media  Fellowships  Program 

Kaiser  Family  Foundation 

2400  Sand  Hill  Road 

Menlo  Park,  CA  94025 

e-mail:  pduckham@kff.org 

The  Kaiser  Family  Foundation  is  an  independent  health  care  foundation  and  is  not  affiliated  with  Kaiser  Permanente 
or  Kaiser  Industries. 
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Investment  Bankers  to 
the  Newspaper  Industry 


A  DEDICATED  team  of  newspaper  industry  specialists 
A  PROVIDER  of  a  full  range  of  M&A  and  financial  advisory  services 
A  SOURCE  of  private  equity 


The  Hartz  Group 

has  sold 

Stem  Publishing,  Inc. 

publisher  of 

LA  Weekly  The  Village  Voice  OC  Weekly 
City  Pages  Cleveland  Free  Times  Seattle  Weekly 


VHl^e  Voice  Media 

a  portfolio  company  of 

Weiss,  Peck  and  Greer  L.L.C. 


and  other  financial  investors 


We  acted  as  financial  advisor  to,  and  assisted  in 
the  negotiations  as  the  representative  of 
The  Hartz  Group. 


February  2000 


Robert  J.  Broadwater 
Managing  Director 
212-381-8146 


Kevin  M.  Lavalla 
Managing  Director 
212-381-8137 


I  Xiaohong  Chen 
I  Director 
212-381-8468 


Mergers  &  Acquisitions  I  Debt  &  Equity  Financings  I  Valuations  I  Recapitalizations  I  Fairness  Opinions  I  Research 


Veronis  Suhler 


MEDIA  MERCHANT  BANK 


350  Park  Avenue  New  York,  10022 
212-935-4990  212-381-8168 fax 


Activities  requiring  securities  industry  registration  will  be  performed  by  Veronis,  Suhler  &  Associates’  wholly  owned  broker-dealer  affiliate,  Veronis,  Suhler  &  Associates  LLC. 

Veronis,  Suhler  &  Associates  LLC  is  a  member  of  NASD  and  SIPC. 


“This  approach  is  defined  by  the  profile 
of  our  customers,”  he  adds.  “We  sell  more 
than  50  brands  of  cars  and  trucks.  Each 
brand’s  consumers  have  different 
lifestyles,  needs,  shopping  habits,  and 
media  preferences  —  it’s  just  as  diverse 
as  our  product  mix.  So  our  job  is  to 
match  the  advertising  medium  and  the 
message  to  be  most  effective  in  reaching 
that  consumer, 
and  we  look  at 
print,  TV,  Inter¬ 
net,  and  promo¬ 
tions  as  a  holistic 
package.” 

GM’s  job  “is  to 
channel  the  right 
message  into  the 
right  medium,” 
says  Browner. 

Like  other  ad¬ 
vertisers,  GM  at¬ 
tempts  to  assess  its  ad  results.  Browner 
says  the  company  does  “a  lot  of  work  on 
developing  proprietary  measurement 
tools  to  help  study  new  value  equations 
and  how  to  create  the  right  mix  in  an  en¬ 
vironment  that  changes  daily.” 

—  Joe  Nicholson 


Big  papers,  small  papers 


GM's  Michael  Browner 
appreciates  the  imme¬ 
diacy  of  newspapers. 


Inserts  remain  ‘Best  Uf 


Best  Buy,  the  Eden  Prairie, 
Minn.,  electronics  retailer  with 
more  than  360  stores  in  36  states, 
distributes  40  million  newspaper  pre¬ 
printed  inserts  a  week. 

The  four-color  inserts,  which  average 
32  pages,  are  distrib¬ 
uted  mostly  on  Sun¬ 
days,  with  occasional 
midweek  inserts  for 
seasonal  events  and 
holidays. 

“We  use  a  combination  of  large  and 
small  papers  based  on  circulation  and 
penetration  of  the  markets,”  says  Paul 
Karmann,  media  director. 

The  company  boosted  its  newspaper 
spending  in  1999  to  more  than  $143  mil¬ 
lion,  up  from  $107  million  in  1998.  “There 
was  lots  of  growth  \vith  new  stores  in  new 
markets,  and  we  increased  the  size  of  the 
inserts,”  Karmann  says. 


The  company  spends 
more  on  newspaper 
advertising  than  TV, 


He  calls  inserts  “a  very  effective  way  to 
get  the  message  out  to  a  mass  market,” 
and  says  the  company  produces  them  in- 
house,  doing  all  the  creative  work  and 
photography  as  well  as  buying  the  paper, 
the  printing,  and  the  prepress  work.  The 
company  also  negoti¬ 
ates  with  vendors 
who  sometimes  pay 
to  have  their  prod¬ 
ucts  featured  in  the 
inserts.  “We’re  not 
heavily  vendor-funded,  but  they  could  pay 
for  part  of  it,”  Karmann  says. 

The  company  spends  more  on  newspa¬ 
per  advertising  than  TV,  which  Karmann 
explains  by  saying,  “We  use  the  appropri¬ 
ate  medium,  but  both  serve  a  purpose.” 

Spending  for  2000  should  grow  as  the 
company  continues  to  expand,  with  15 
stores  slated  to  open  in  the  New  York 
metro  area  this  fall.  —  Ken  Liebeskind 


Batman  &  Robin 


Creative  Collaborations 


leech  &  Chonci 


Like  these  legendary  collaborations,  it  is 
difficult  to  think  of  one  without  the  other.  All 
great  relationships  combine  sound  strategies, 
proactive  leadership,  ongoing  professional 
development,  and  a  commitment  to 
excellence.  Allow  ProMax  to  become  your 
training  partner  to  assist  your  newspaper  in 
maximizing  productivity,  profits  and  people. 


1 


Visit  us  at  Newspapers  2000 
NAA  MegaConference 
M oscone  Center  in  San  Francisco 
Booth  M222 


PROMAX  TRAINING  &  CONSULTING,  INC. 
800.398  .0444 
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OonIJust  Dream  It... 


Stream  It. 


Videoaxs  gives  your  newspaper  the  , 
opportunity  to  level  the  on-line  playing  field! 


Your  site  benefits... 

•.  Unique,  topical  and  compelling  video  content 
provided  daily  and  continuously  refreshed 

•  Totally  turnkey:  no  additional  hardware,  software, 

I  bandwidth  or  manpower  needed 

•  Branding  is  100%  yours 

Your  site  visitors  benefit. . . 

Enhanced  rich  media  experience 
•.  Reason  to  return  again  and  again 
•.  Video  Gallery  with  content  for  all  ages  and  interests 

,  ACdfes  . 

Contact  Deb  Dreyfuss-Tuchmaii  •  ddt@videoaxs.com  •  847.441.2696 
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A  truly  national  presence 


man  Estates,  Ill.-based  company  oper¬ 
ates  more  than  787  full-line  stores  that 
have  it  advertising  in  virtually  every 
market  in  the  country'  and  using  multi¬ 
ple  newspapers  in  each  market  whenev¬ 
er  it  can,  Spahn  says. 

“The  bulk  of  the  program  is  pre¬ 
print  insertions,”  he  notes,  although 
run-of-paper  advertising  is  also  used. 


Sears,  Roebuck  &  Co.  is  “a truly 
national  presence.  We  buy  every¬ 
thing  from  small  weekly  circulars 
with  7,000  to  10,000  circulation  to 
The  Washington  Post  and  the  Los 
Angeles  Times,”  says  Matt  Spahn, 
director  of  media  planning  and 
analysis  at  Sears. 

With  its  origins  dating  1886,  the  Hoff- 


Most  Sears  ads  are  pre-prmre^^^^^^^ 
targeted  at  high-sales  ZIP  codes. 

The  full-color  inserts  run  Sundays  and 
midweek,  with  the  Sunday  inserts  fea¬ 
turing  apparel  items  and  the  midweek 
inserts  spotlighting  hard-line  merchan¬ 
dise  such  as  appliances  as  well  as  home 
and  garden  items. 

Competitive  Media  Reporting  (CMR) 
data  indicate  that  Sears’  newspaper 
spending  grew  in  1999  to  $225.4 
million  from  $219.7  million  and  its 
share  grew  to  45.2%  from  41.6%.  But 
Spahn  said  Sears’  newspaper  spend- 

“Newspaper 
is  the  best 
date-sensitive 
medium.” 


—  MATT  SPAHN 

Sears,  Roebuck  &  Co. 


ing  was  tlat  last  year,  attributing  the 
increase  to  aberrations  in  CMR’s  data- 
collection  methods. 

Spahn  notes,  however,  that  news¬ 
paper  spending  remained  high  because 
newspapers  are  best  at  communicating 
“the  time  sensitivity  of  our  offers.”  He 
points  out  that  promotional  events 
and  special  offers  are  available  only 
for  a  few  days  at  a  time  and  that 
“newspaper  is  the  best  date-sensitive 
medium.  Weekly  and  monthly 
magazines  can’t  work  as  well.” 

Newspapers  also  are  useful  because 
they  are  highly  targetable,  he  says.  “The 
targeting  of  pre-prints  is  based  on  sales 
data  we  have  at  the  ZIP  code  level. 

Our  goal  is  to  put  the  message  in  the 
most  productive  ZIP  code  areas  based 
on  sales  volume.” 

Newspaper  spending  for  2000  will 
remain  high,  Spahn  notes. 

—  Ken  Lieheskind 


The  profitable  cross-media  publishing  solution 


New  Internet  technology  in  NewsSpeed  5.0  supports  a 
unified  publishing  strategy  for  print  and  the  World  Wide  Web. 

At  the  heart  of  the  NewsSpeed  publishing  system  is  a 
powerful,  media-neutral  database.  DTI’s  database  is  the  result 
of  over  1 9  years  of  research  and  development  and  the  most 
mature  of  its  kind.  On  top  of  this  database  foundation,  easy- 
to-use  tools  for  dynamically  serving  stories,  photos,  and  ads  to 
web  templates  from  the  database,  complement  DTI’s  leading 
solutions  for  print  publishing. 

Plan  now  to  see  it! 

NEXPO  2000  ~  Booth  #717 
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Dive  with  us  into 
a  colorful  world 
of  perfect  timing. 
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Setting  the  Pace. 


Fatj  dumb,  and  happy 


Living  large,  but  too  well 


SOME  UNNAMED  NEWSPAPERS  HAVE 

grown  fat,  dumb,  and  happy,  ac¬ 
cording  to  Kip  Cassino,  Knight 
Kidder’s  director  of  research. 

Actually,  with  newspapers,  fat  is 
usually  followed  by  happy:  They  get 
fat  with  ads  and  ad  revenue,  which 
makes  them  very  happy.  Then,  in 
their  revenue-induced  happiness, 


they  become  dumb,  forgetting  the 
importance  of  growing  market  share. 

“The  newspaper  industry  now  has  to 
put  [retention]  programs  together  to 
keep  this  increase  in  advertising  that  we 
are  getting.  If  we  just  count  the  money 
and  smile,  then  it’s  going  to  go  away  from 
us  as  surely  as  it  came,”  says  Cassino. 

But  some  newspapers  have  allowed  the 
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!  “I  don’t  think  most 
newspapers  have 
made  a  concerted 
effort  to  increase 
share.” 

—  KIP  CASSINO 

KNIGHT  RIDDER 

good-times  flow  of  ad  revenue  to  lull 
them  into  complacency,  which  has  led 
them  to  ease  off  on  new  investment  in 
their  papers  —  and  consequent  losses  of 
market  share. 

“I  think  it’s  a  common  problem,”  says 
Cassino.  “You’ve  got  great  margins  and 
j  you  don’t  seem  to  be  losing  any  of  your 
major  advertisers,  and  so  it’s  easy  to 
say.  Things  are  OK.’  They  are  not 
taking  advantages  of  opportunities. 
[Competing  media  outlets]  are  going 
to  be  willing  to  buy  that  share  [news¬ 
papers]  currently  have.” 

Asked  if  most  newspapers  are  invest¬ 
ing  in  their  product  to  grow  market 
share,  Cassino  says,  “If  you  want  an  hon¬ 
est  answer  from  me,  the  answer  is  no.  I 
!  don’t  think  most  newspapers  have  made 
!  a  concerted  effort  to  increase  share.” 
j  Geoffrey  Miller,  Competitive  Media 
j  Reporting’s  vice  president  for  news¬ 
paper  services,  takes  a  different  per¬ 
spective,  saying,  “I  want  to  be  a  little 
bit  more  charitable.  I  think  most  news¬ 
papers  today  are  aware  of  share.  Cer¬ 
tainly,  the  largest  newspapers  are 
owned  by  corporate  owners  who  are 
acutely  aware  of  share.” 

Newspapers  that  fail  to  invest  to  grow 
share  are  making  a  critical  mistake,  says 
Cassino,  because  “it’s  all  about  share.  If 
you  are  content  to  lose  share  —  no  matter 
how  good  your  margins  are  —  eventually 
you  go  out  of  business.” 

In  the  reality  of  today’s  robust  news¬ 
paper  environment,  an  owner  who  lets 
a  newspaper’s  market  share  wither  is 
more  likely  to  end  up  selling  it  before  it 
shuts  down,  notes  Cassino.  A  newspaper 
“can  hurt  itself,  but  a  [typical]  newspa¬ 
per  is  basically  a  very,  very  strong  part 
of  a  community.  If  they  screw  it  up, 
somebody  who  is  smarter  will  buy  it,” 
declares  Cassino. 

One  reason  Cassino  speaks  so  frankly 
about  the  issue  of  newspapers  investing 
in  themselves  is  because  he  believes  he 
works  for  a  company  that  has  been  doing 
an  excellent  job  in  that  regard. 

“I  will  tell  you  that  Knight  Kidder  has 
made  it  a  definite  priority  to  be  aware  of 
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working  toward  gaining  share,  and  I 
think  we  do  more  about  measuring  and 
keeping  aware  of  share  than  most  other 
newspaper  companies  in  the  U.S.  And 
I’m  very  proud  of  that.  The  leadership  in 
this  area  comes  right  from  Tony  Ridder,” 
he  says,  referring  to  Knight  Ridder’s  CEO 
and  chairman. 

Ad  strategies  change 


The  success  of  newspapers  that  invest 
in  themselves  to  gain  market  share 
varies,  concedes  Cassino,  who  adds  some 
Knight  Ridder  papers  “have  made  very 
consistent  gains,  and  some  have  not. 
Every  market  is  different,  and  some 
markets  are  an  awfully  lot  tougher 
than  others.  The  superheated  economy 


Internet  panic  subsides 


Money  may  not  lead  to  happi- 
ness,  but  it  can  ease  worry.  Just 
ask  newspaper  ad  executives,  at 
least  a  few  of  whom  worked  themselves 
into  a  panic  a  year  or  two  ago  about  the 
perceived  Web  threat. 

But  now  with  ad  revenue  pouring 
into  the  printed  page  and  newspapers 
busy  soliciting  ads  for  their  own  online 
sites,  industry  ad  executives  are  less 
fearful  about  a  Web  monster  grabbing 
their  booty. 

“Where  there  was  the  potential  for 


panic  —  and  in  some  cases  there  was 
panic,”  recalls  Chuck  Paul,  Competitive 
Media  Reporting’s  major  accounts  manag¬ 
er  and  director  of  client  services,  the  atti¬ 
tude  now  has  become  more  one  of  “cau¬ 
tious  concern.”  He  says  ad  execs  “are  more 
concerned  with  identifying  the  long-term 
Internet  players  and  understanding  what 
benefits  they  bring  to  advertisers.” 

Newspapers’  revenue  hasn’t  “been  par¬ 
ticularly  negatively  affected  by  Internet 
advertising  so  far,”  explains  Paul,  who 
points  out  that  the  Net  remains  “in  its  in¬ 


fancy”  and  may  still  rock  its  old-media 
uncle  in  the  future. 

Kip  Cassino,  Knight  Ridder’s  director 
of  research,  says  an  Internet  shakedown 
is  under  way. 

“Through  the  end  of  last  year,  dot¬ 
coms  were  allowed  to  spend  money 
until  they  turned  a  profit,”  Cassino 
observes,  referring  to  cases  in  which 
an  Internet  start-up  “actually  spent  a 
dollar  in  advertising  for  every  dollar  of 
revenue  it  earned.” 

“Now  some  sanity  has  returned,”  says 
Cassino.  “I  think  you’re  going  to  see  a 
lot  of  failures  between  now  and  the  end 
of  the  year.” 

Cutting  down  the  number  of  Web  play¬ 
ers,  however,  will  not  have  “a  disastrous 
effect”  on  the  health  of  e-commerce  and 
other  Internet  business,  says  Cassino. 

Newspapers  are  unlikely  to  scrap 
their  Internet  sites,  although  some  of 
them  may  scale  back  expansion  of  Web 
operations. 

“I  think  the  [newspaper  companies] 
that  have  made  an  investment  —  a  good 
example  is  Knight  Ridder  —  are  going  to 
keep  on  backing  that  investment,”  de¬ 
clares  Cassino.  —  Joe  Nicholson 
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»  Developed  for  newspaper*  W  a  newspaper 
company  keeping  in  mi/d  me  needs  of  your 
clients,  the  jobseekers  awf  you 
»  Scalable  for  all  market  sizes 
»  Flexible  business  models  include  the  power  of 
both  media:  online  &  print 
»  Quick  revenue  gain 

»  Expert  training  for  implementation  &  roll-out 
»  24/7  customer  service 

,^employnnent 

ftwizardxom 
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NO  TRICKS.  JUST  A  GREAT 

ONLINE  RECRUITMENT  SOLUTION. 

'V. 

PLEASE  VISIT  US  AT  CONNECTIONS  BOOTH^XI43 
For  more  information  call  1.877.427.5755.  ^ 
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The  NP-99  is  a  4-ply,  -083”  ^ 

no  pack  blanket  designed  | 

for  use  on  all  newspaper 
presses,  especially  older 
vintage  Gk>ss  Metros,  1 

Metroliners,  Urbanites 

and  Community  presses 
where  controlled  feed  M 

is  required.  This  no 

pack  blanket  with  its  ^ 

revolutionary  new 

compressible  layer  will 
compensate  for  blanket 

overfeeds.  It  features 
excellent  release  char-  1 

acteristics  and  provides  L 

unmatcbeddurabibty 

for  long  runs  between 
blanket  changes.  It  features 
a  uniform  unique  construe- 

tion,  with  a  dosed  microceU 
compressible  layer,  as  well 

asahightensae,smash 

resistant  backing. 


M 

ii 

Features  &  Benefits: 

■  Consistent  gauge  control 

■  Ground  Surface  for 
Optimum  Ink  Transfer 

■  Excellent  sobd  coverage/ 

dot  reproduction 

■  No  Overfeed 

IM  Smash  resistant/ 

High  tensile  backup 

■  Easy  installation  and 

wash-up  (100%  clean 

surface) 

■  Longer  blanket  life 
Consistent,  SuperiOT 

Quality  Guaranteed 

CcUl  800-446-8240 

For  ASo  Obligation 

Trial  Offer. 

Fax;  757-486-5689 
E  E-Mail;  gd@d-y-c.com 
F 

=  Glenpointe  Centre  West 

?  500  Frank  W.  Burr  Blvd. 

m  Teaneck,NJ  07666 
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1999 1998 
Rank  Rank 

Brand  Advertiser  (Parent  Company) 

NEWSPAPERS 

DOLURS  SHARE 
(In  Tliousaniis]  (Of  Sfiending) 

TELEVISION 

DOLLARS  SHARE 

RADIO 

DOLLARS  SHARE 

MAGAZINES 

DOLLARS  SHARE 

OUTDOOR 

DOLLARS  SHARE 

TOTAL 

1 

1 

MACYS  (FEDERATED  DEPT  STORES  INC) 

1999 

321,301.8 

87.5% 

39,891.7 

10.9% 

147.4 

0.0% 

5,283.8 

1.4% 

574.4 

0.2% 

367,199.1  ! 

1998 

302,262.1 

88.4% 

34,836.4 

10.2% 

325.5 

0.1% 

4,351.3 

1.3% 

217.2 

0.1% 

341,992.5  1 

2 

2 

VALASSIS  COUPONS 

1999 

301,093.9 

99,9% 

0.0 

0.0% 

211.2 

0.1% 

0.0 

0.0% 

0.0 

0.0% 

301,305.1  ; 

(VALASSIS  COMMUNICATIONS  INC) 

1998 

287,197,1 

100.0% 

0,0 

0.0% 

40.4 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

287,237.5  ! 

3 

4 

NEWS  AMERICA  FSI  (NEWS  CORP  LTD) 

1999 

282,670.7 

100.0% 

0.0 

0,0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

282,670.7  ! 

1998 

252,305.7 

99.3% 

0.0 

0.0% 

0.0 

0.0% 

1,862.4 

0.7% 

0.0 

0.0% 

254,168.1  i 

4 

3 

CIRCUIT  CITY  STORES 

1999 

279,117.5 

68.2% 

130,002.2 

31.8% 

15.8 

0.0% 

52.0 

0.0% 

209.8 

0.1% 

409,397.3  1 

(CIRCUIT  CITY  STORES  INC) 

1998 

276,788.1 

68.6% 

124,489.5 

30,8% 

213.9 

0.1% 

2,006.4 

0.5% 

92.5 

0.0% 

403,590.4  : 

5 

5 

SEARS  (SEARS  ROEBUCK  &  CO) 

1999 

225,399.8 

45.2% 

245,398.3 

49.2% 

10,178.6 

2.0% 

16,419.1 

3.3% 

1,243.3 

0.2% 

498,639.1  i 

1998 

219,741.3 

41.6% 

256,247.9 

48.5% 

12,919.5 

2.4% 

37,778.0 

7.2% 

1,314.7 

0.2% 

528,001.4  j 

6 

6 

DILLARDS  (DILLARD  INC) 

1999 

189,306.8 

96.7% 

306.3 

0.2% 

185.9 

0,1% 

5,918.9 

3.0% 

58.2 

0.0% 

195,776.1  1 

1998 

163,274.2 

96.0% 

518.9 

0.3% 

123,6 

0.1% 

6,125.1 

3.6% 

17.1 

0.0% 

170,058.9  ■ 

7 

8 

K  MART  (K  MART  CORP) 

1999 

149,589.2 

45.0% 

161,351.2 

48.5% 

15,576.6 

4.7% 

5,979.8 

1.8% 

122.7 

0.0% 

332,619.5  i 

1998 

125,362.8 

40.8% 

142,143.2 

46.2% 

30,692.7 

10.0% 

9,119.2 

3.0% 

49.9 

0.0% 

307,367.8 

8 

10 

BEST  BUY  (BEST  BUY  CO  INC) 

1999 

143,729.2 

57.4% 

102,374  2 

40.9% 

3,964.0 

1.6% 

379.4 

0.2% 

75,4 

0.0% 

250,522.2  i 

1998 

107,976.1 

52.9% 

95,896  4 

47.0% 

44.1 

0.0% 

21.1 

0.0% 

58.1 

0.0% 

203,995.8  * 

9 

11 

ALLTEL  CELLULAR 

1999 

141,155.8 

78.6% 

30,040.4 

16.7% 

6,134.6 

3.4% 

0.0 

0.0% 

2,239.0 

1.2% 

179,569.8  ; 

SERVICE  (ALLTEL) 

1998 

97,732.1 

99.8% 

155.4 

0.2% 

0.0 

0.0% 

0.0 

0.0% 

63.7 

0.1% 

97,951.2  ! 

10 

7 

JC  PENNEY  (iC  PENNEY  CO  INC) 

1999 

134,210.2 

44.8% 

135,919.0 

45.4% 

14,770.9 

4.9% 

13,480.2 

4.5% 

938.6 

0.3% 

299,318.9  i 

1998 

148,220,4 

46.6% 

129,698,4 

40.8% 

26,126.9 

8.2% 

13,444.2 

4.2% 

373.4 

0,1% 

317,863.3  1 

11 

15 

AT&T  WIRELESS  SERVICE  (AT&T  CORP) 

1999 

120,687.1 

82.0% 

0.0 

0.0% 

20,091.1 

13.7% 

2,245.5 

1.5% 

4,156.9 

2.8% 

147,180.6  ; 

1998 

76,665.5 

75.6% 

0.0 

0.0% 

19,430.6 

19.2% 

4,061.2 

4.0% 

1,241.7 

1.2% 

101,399.0  ; 

12 

9 

TARGET  (TARGET  CORP) 

1999 

115,759.8 

45.2% 

105,314.0 

41.1% 

8,527.3 

3.3% 

25,607.8  10.0% 

1,155.8 

0.5% 

256,364.7  ; 

1998 

110,294.0 

47.8% 

91,1780 

39.5% 

13,489.0 

5.8% 

13,108,4 

5.7% 

2,539.2 

1.1% 

230,608.6  i 

13 

12 

ROBINSONS  MAY 

1999 

90,793.6 

92.5% 

5,352.8 

5.5% 

1,334.3 

1.4% 

616.6 

0.6% 

37.3 

0.0% 

98,134.6  ; 

(MAY  DEPT  STORES  CO) 

1998 

84,118.6 

93.9% 

3,751.8 

4.2% 

1,252.4 

1.4% 

479.8 

0.5% 

0.0 

0.0% 

89,602.6  ; 

14 

13 

FOLEYS  (MAY  DEPT  STORES  CO) 

1999 

88,580.9 

93.4% 

5,382.7 

5.7% 

0.0 

0.0% 

823.3 

0.9% 

22.1 

0.0% 

94,809.0  ; 

1998 

81.447  4 

94.6% 

3,586.7 

4,2% 

0.0 

0.0% 

1,005.8 

1.2% 

38.1 

0.0% 

86,078.0  ; 

15 

14 

MONTGOMERY  WARD 

1999 

72,945.5 

56.9% 

43,228.4 

33.7% 

12,021.3 

9.4% 

0.0 

0.0% 

8.9 

0.0% 

128,204.1  ' 

(MONTGOMERY  WARD  &  CO  INC) 

1998 

81,162.2 

55.1% 

54,748.3 

37.1% 

11,334.2 

7.7% 

0.0 

0.0% 

170.0 

0.1% 

147,414.7  i 

16 

21 

WARNER  BROS  STUDIOS 

1999 

70,825.1 

25.4% 

200,237.3 

71.8% 

2,764.0 

1.0% 

2,172.4 

0.8% 

2,820.6 

1.0% 

278,819.4  j 

(TIME  WARNER  INC) 

1998 

58,249.3 

21.7% 

203,640.1 

75.9% 

1,990.6 

0.7% 

1,214.6 

0.5% 

3,132.4 

1.2% 

268,227.0  i 

17 

16 

WALGREENS  (WALGREEN  CO) 

1999 

68,973.0 

67.7% 

32,500.1 

31.9% 

7.7 

0.0% 

239.3 

0.2% 

109.4 

0.1% 

101,829.5  ' 

1998 

71,785.0 

74.9% 

23,728.0 

24.8% 

2.5 

0.0% 

152.8 

0.2% 

138.4 

0.1% 

95,806.7  j 

18 

39  BELL  ATLANTIC  NYNEX  MOBIL  WIRELESS 

1999 

67,772.1 

100.0% 

0,0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

67,772.1  1 

SERVICES  (BELL  ATLANTIC  CORP) 

38,008.5 

100.0% 

0,0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

38,008.5  j 
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1999  199R 
Rank  Rank 

1 

Brand  Advertiser  (Parent  Company) 

NEWSPAPERS 

DOLLARS  SHARE 
(In  hwisands)  (01  Sptntini) 

TELEVISION 

DOLLARS  SHARE 

RADIO 

DOLLARS  SHARE 

MAGAZINES 

DOLLARS  SHARE 

OUTDOOR 

DOLLARS  SHARE 

TOTAL 

19 

19 

LORD  &  TAYLOR 

1999 

65,679.4 

95.6% 

58.4 

0.1% 

1,260.7 

1.8% 

1,709.3  2.5% 

0.0 

0.0% 

68,707.8 

(MAY  DEPT  STORES  CO) 

1998 

61,699.4 

96.5% 

5.0 

0.0% 

822.2 

1.3% 

1,431.9  2.2% 

0.0 

0.0% 

63,958.5  '  1' 

20 

17 

MERVYNS  (TARGET  CORP) 

1999 

65,631.2 

59.4% 

33,830.1 

30.6% 

9,754.3 

8.8% 

1,186.7  1.1% 

12.3 

0.0% 

110,414.6  :  j: 

1998 

66,382.6 

71.7% 

23,484.6 

25.4% 

2,028.2 

2.2% 

634.0  0.7% 

19.8 

0.0% 

92,549.2  i  j 

21 

20 

FRYS  ELECTRONICS 

1999 

63,996.8 

98.4% 

1,050.1 

1.6% 

0.0 

0.0% 

0.0  0.0% 

0.0 

0.0% 

65,046.9  j ! 

(FRYS  ELECTRONICS) 

1998 

58,058.1 

98.6% 

810.8 

1.4% 

0.0 

0.0% 

0.0  0.0% 

3.0 

0.0% 

58,871.9  ! 

22 

34 

HECHTS  (MAY  DEPT  STORES  CO) 

1999 

63,863.7 

88.7% 

7,939.4 

11.0% 

0.0 

0.0% 

30.8  0.0% 

187.5 

0.3% 

72,021.4  1 : 

1998 

60,919.4 

88.6% 

7,731.3 

11.2% 

0.0 

0.0% 

74.4  0.1% 

59.0 

0.1% 

68,784.1  ' ! 

23 

18 

PUBLISHERS  CHOICE  VIDEOS 

1999 

57,434.3 

99.6% 

0.0 

0.0% 

0.0 

0.0% 

203.5  0.4% 

0.0 

0.0% 

57,637.8  i 

(NATIONAL  SYNDICATIONS  INC) 

1998 

64,385.1 

99.9% 

0.0 

00% 

0.0 

0.0% 

49.7  0.1% 

0.0 

0.0% 

64,434.8  :  | 

•  24 

23 

BLOOMINGDALES 

1999 

56,228.6 

88.6% 

805.6 

1.3% 

1,737.1 

2.7% 

4,672.8  7.4% 

0.0 

0.0% 

63,444.1  i 

(FEDERATED  DEPT  STORES  INC) 

1998 

52,183.8 

90.5% 

588.7 

1.0% 

329.6 

0.6% 

4,570.3  7.9% 

0.0 

0.0% 

57,672.4  j 

25 

28 

BUENA  VISTA  STUDIOS 

1999 

53,398.6 

18.1% 

228,650.5 

77.6% 

9,370.3 

3.2% 

1,044.6  0.4% 

2,332.7 

0.8% 

294,796.7  ' 

(WALT  DISNEY  CO) 

1998 

50,557.5 

15.6% 

262,892.9 

80.9% 

3,085.6 

0.9% 

2,450.7  0.8% 

5,834.4 

1.8% 

324,821.1  ;i 

26 

31 

COMPUSA  (COMPUSA  INC) 

1999 

52,203.1 

83.4% 

1,087.6 

1.7% 

9,256.2 

14.8% 

0.0  0.0% 

35.5 

0.1% 

62,582.4 

1998 

41,229.0 

58.4% 

1,627.8 

2.3% 

27,685.3 

39.2% 

59.5  0.1% 

31.9 

0.0% 

70,633.5  1 ' 

27 

28 

OFFICE  DEPOT  (OFFICE  DEPOT  INC) 

1999 

51,972.7 

52.6% 

44,056.1 

44.6% 

0.0 

0.0% 

2,382.2  2.4% 

371.9 

0.4% 

98,782.9 

1998 

48,707.7 

72.6% 

16,629.4 

24.8% 

560.0 

0.8% 

939.6  1.4% 

235.5 

0.4% 

67,072.2  ,  i  j 

28 

24 

OFFICEMAX  (OFFICEMAX  INC) 

1999 

51,855.8 

86.7% 

6,791.8 

11.4% 

527.3 

0.9% 

0.0  0.0% 

643.8 

1.1% 

59,818.7  I 

1998 

51,901.5 

85.9% 

6,130.0 

10.1% 

1,670.6 

2.8% 

0.0  0.0% 

730.0 

1.2% 

60,432.1  1  i 

29 

57 

UNIVERSAL  STUDIOS  (SEAGRAM  CO) 

1999 

49,119.3 

18.3% 

206,694.1 

76.8% 

1,219.7 

0.5% 

6,379.9  2.4% 

5,554.1 

2.1% 

268,967.1  .  ;  i 

1998 

30,087.8 

15.2% 

154,694.1 

77.9% 

1,170.5 

0.6% 

5,331.9  2.7% 

7,248.2 

3.7% 

198,532.5  ! : 

30 

36 

KOHLS  (KOHLS  CORP) 

1999 

48,699.6 

52.3% 

36,797.4 

39.5% 

6,704.3 

7.2% 

449.8  0.5% 

537.4 

0.6% 

93,188.5 

1998 

39,450.9 

51.6% 

30,071.2 

39.4% 

6,003.9 

7.9% 

724.6  0.9% 

145.4 

0.2% 

76,396.0  ' 

31 

38 

FILENES  (MAY  DEPT  STORES  CO) 

1999 

47,447.1 

82.7% 

6,820.4 

11.9% 

3,025.5 

5.3% 

70.8  0.1% 

0.0 

0.0% 

57,363.8  , 

1998 

50,070.9 

83.8% 

6,314.8 

10.6% 

3,298.1 

5.5% 

84.4  0.1% 

0.9 

0.0% 

59,769.1  i  i 

1  32 

26 

HOME  DEPOT  (HOME  DEPOT  INC) 

1999 

47,254.0 

20.0% 

166,691.6 

70.6% 

8,631.1 

3.7% 

13,068.6  5.5% 

453.2 

0.2% 

236,098.5  i 

1998 

49,641.8 

23.1% 

147,735.6 

68.6% 

4,771.4 

2.2% 

12,510.1  5.8% 

582.2 

0.3% 

215,241.1  !  i 

33 

30 

OMNIPOINT  WIRELESS  SERVICES 

1999 

46,462.9 

95.3% 

0.0 

0.0% 

2,141.0 

4.4% 

7.6  0.0% 

143.1 

0.3% 

48,754.6 

(OMNIPOINT  COMMUNICATION  SERVICES) 

1998 

42,034.4 

95.3% 

0.0 

0.0% 

2,055.0 

4.7% 

0.0  0.0% 

4.1 

0.0% 

44,093.5 

34 

33 

AUTONATION  USA  (AUTONATION  INC) 

1999 

45,805.2 

80.6% 

5,522.2 

9.7% 

4,464.8 

7.9% 

0.0  0.0% 

1,015.1 

1.8% 

56,807.3  :  j 

1998 

40,279.2 

75.2% 

11,597.0 

21.7% 

1,062.4 

2.0% 

0.0  0.0% 

600.6 

1.1% 

53.539.2  ;  : 

35 

25 

CARMAX  (CIRCUIT  CITY  STORES  INC) 

1999 

44,159.3 

59.2% 

29,767.7 

39.9% 

0.0 

0.0% 

120.1  0.2% 

581.1 

0.8% 

74,628.2  1  1 

1998 

51,670.3 

74.8% 

16,762.7 

24.3% 

0.0 

0.0% 

0.0  0.0% 

607.3 

0.9% 

69,040.3  j 

36 

38 

PARAMOUNT  STUDIOS 

1999 

43,701.7 

17.6% 

193,069.6 

77.8% 

5,713.8 

2.3% 

2,891.9  1.2% 

2,842.5 

1.1% 

248,219.5  ^  ' , 

(NATIONAL  AMUSEMENTS  INC) 

1998 

39,478.9 

19.8% 

152,335.5 

76.6% 

3,479.2 

1.7% 

1,816.6  0.9% 

1,847.9 

0.9% 

198,958.1  ,  j ! 

37 

56 

WIZ  ELECTRONICS  STORES 

1999 

42,491.7 

95.8% 

1,882.4 

4.2% 

0.0 

0.0% 

0.0  0.0% 

0.0 

0.0% 

44,374.1  ■  I 

(CABLEVISION  SYSTEMS  CORP) 

1998 

26,879.8 

80.3% 

6,538.4 

19.5% 

51.1 

0.2% 

0.0  0.0% 

0.0 

0.0% 

33,469.3  ;  j  1 

38 

32 

LIBERTY  TRAVEL  SERVICE 

1999 

42,073.5 

99.1% 

387.0 

0.9% 

0.0 

0.0% 

0.0  0.0% 

0.0 

0.0% 

42,460.5  I 

(LIB/GO  TRAVEL  INC) 

1998 

40,622.0 

98.5% 

585.0 

1.4% 

0.0 

0.0% 

36.6  0.1% 

0.0 

0.0% 

41,243.6  '  1 

39 

91 

SONY  STUDIOS  (SONY  CORP) 

1999 

41,491.7 

17.4% 

181,717.1 

76.3% 

8,289.0 

3.5% 

4,086.8  1.7% 

2,638.2 

1.1% 

238,222.8  i ! 

1998 

19,910.4 

17.4% 

86,238.6 

75.2% 

3,799.1 

3.3% 

1,514.2  1.3% 

3,238.1 

2.8% 

114,700.4  ^ 

40 

35 

LAZARUS  (FEDERATED  DEPT 

1999 

40,517.0 

90.0% 

4,161.4 

9.2% 

228.1 

0.5% 

131.1  0.3% 

1.4 

0.0% 

45,039.0  :  ' 

STORES  INC) 

1998 

39,537.8 

86.9% 

5,775.7 

12.7% 

7.9 

0.0% 

185.3  0.4% 

0.0 

0.0% 

45,506.7  ■  1 

41 

41 

PC  RICHARD  &  SON 

1999 

40,155.2 

94.6% 

2,204.2 

5.2% 

0.0 

0.0% 

108.9  0.3% 

0.0 

0.0% 

42,468.3  1 

(PC  RICHARD  &  SON  INC) 

1998 

36,954.1 

95.6% 

1,705.7 

4.4% 

0.0 

0.0% 

0.0  0.0% 

14.1 

0.0% 

38,673.9  1 

42 

73 

6UICK  AUTOS 

1999 

38,008.2 

63.0% 

21,042.2 

34.9% 

729.0 

1.2% 

217.6  0.4% 

368.1 

0.6% 

60,365.1  : 

(GENERAL  MOTORS  CORP) 

1998 

22,661.8 

32.1% 

46,956.6 

66.6% 

0.0 

0.0% 

535.0  0.8% 

367.8 

0.5% 

70,521.2  : 

43 

88 

VALUE  AMERICA  (VALUE  AMERICA) 

1999 

37,469.2 

64.4% 

6,997.3 

12.0% 

8,695.0 

14.9% 

5,059.4  8.7% 

0.0 

0.0% 

58,220.9  ; 

1998 

20,482.7 

64.7% 

6,038.1 

19.1% 

3,631.3 

11.5% 

1,485.7  4.7% 

0.0 

0.0% 

31,637.8 

44 

27 

BOSE  CORP  AUDIO  PRODUCTS 

1999 

36,987.6 

69.3% 

3,768.1 

7.1% 

0.0 

0.0% 

12,635.6  23.7% 

0.0 

0.0% 

53,391.3 

(BOSE  CORP) 

1998 

49,484.5 

66.9% 

6,978.2 

9.4% 

0.0 

0.0% 

17,500.9  23.7% 

0.0 

0.0% 

73,963.6  ! 

45 

49 

BRANDSMART  (BRANDSMART) 

1999 

36,682.9 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0  0.0% 

0.0 

0.0% 

36,682.9 

1998 

30,321.1 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0  0.0% 

0.0 

0.0% 

30,321.1 

46 

44 

AMERICAN  AIRLINES  (AMR  CORP) 

1999 

36,413.2 

63.9% 

11,932.7 

20.9% 

2,547.0 

4.5% 

4,912.4  8.6% 

1,184.1 

2.1% 

56,989.4  1 

1 

1998 

36,578.2 

81.4% 

6,304.2 

14.0% 

676.1 

1.5% 

1,351.8  3.0% 

0.0 

0.0% 

44,910.3  ^ 

! 

42 

NEXTEL  CELLULAR  SERVICE 

1999 

35,967.1 

68.2% 

9,706.0 

18.4% 

2,077.8 

3.9% 

0.0  0.0% 

5,017.7 

9.5% 

52,768.6 

ih.  . 

(NEHEL  COMMUNICATIONS  INC) 

1998 

35,426.4 

61.4% 

16,538.0 

28.7% 

666.8 

1.2% 

33.1  0.1% 

5,017.6 

8.7% 

57,681.9  I 
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! '  1999  1998 

Rank  Rank 

Brand  Advertiser  (Parent  Company) 

NEWSPAPERS 

DOLLARS  SHARE 

(In  Thousands)  (Of  Spending) 

TELEVISION 

DOLLARS  SHARE 

RADIO 

DOLURS  SHARE 

MAGAZINES 

DOLURS  SHARE 

OUTDOOR 

DOLURS  SHARE 

TOTAL 

'  48 

92 

AT&T  WIRELESS  STORES 

1999 

34,932.9 

99.9% 

0.0 

0.0% 

0.0 

0.0% 

0.0  0.0% 

38.3 

0.1% 

34,971.2 

■ 

(AT&T  CORP) 

1998 

18,408.2 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0  0.0% 

6.6 

0.0% 

18,414.8 

49 

91 

AT&T  LONG  DISTANCE  (AT&T  CORP) 

1999 

33,099.2 

88.0% 

0.0 

0.0% 

0.0 

0.0% 

159.2  0.4% 

4,358.5  11.6% 

37,616.9 

1998 

18,566.0 

84.0% 

10.0 

0.0% 

0.0 

0.0% 

196.8  0.9% 

3,332.1  15.1% 

22,104.9 

i  50 

358 

GENERAL  MOTORS  CORP  AUTOS 

1999 

33,078.0 

89.0% 

3,391.2 

9.1% 

0.0 

0.0% 

581.7  1.6% 

121.2 

0.3% 

37,172.1 

I 

LEASING  (GENERAL  MOTORS  CORP) 

1998 

5,546.4 

75.1% 

603.5 

8.2% 

160.0 

2.2% 

1,004.4  13.6% 

71,5 

1.0% 

7,385.8 

51 

48 

FAMOUS-BARR 

1999 

33,054.3 

89.9% 

2,666.4 

7.3% 

1,004.4 

2.7% 

15.7  0.0% 

18.0 

0.0% 

36,758.8 

(MAY  DEPT  STORES  CO) 

1998 

32,325.7 

92.0% 

1,640.0 

4.7% 

1,121.6 

3.2% 

35.2  0.1% 

26.1 

0.1% 

35,148.6 

52 

48 

MIRAMAX  STUDIOS 

1999 

33,013.4 

31.1% 

69,193.9 

65.3% 

2,307.6 

2.2% 

1,519.5  1.4% 

0.0 

0.0% 

106,034.4 

(WALT  DISNEY  CO) 

1998 

33,729.1 

23.6% 

102,022.8 

71.4% 

4,061.1 

2.8% 

2,718.9  1.9% 

288.0 

0.2% 

142,819.9 

53 

52 

20TH  CENTURY  FOX  STUDIOS 

1999 

32,871.4 

20.3% 

123,558.2 

76.1% 

1,516.5 

0.9% 

2,575.0  1.6% 

1,801.5 

1.1% 

162,322.6 

(NEWS  CORP  LTD) 

1998 

32,083.0 

20.1% 

119,506.7 

75.0% 

1,935.7 

1.2% 

2,646.7  1.7% 

3,200.8 

2.0% 

159,372.9 

i 

65 

WASHINGTON  MINT 

1999 

32,869.0 

94.8% 

0.0 

0.0% 

0.0 

0.0% 

1,801.7  5.2% 

0.0 

0.0% 

34,670.7 

1 

(WASHINGTON  MINT) 

1998 

24,062.3 

95.6% 

0.0 

0.0% 

0.0 

0.0% 

1,105.7  4.4% 

0.0 

0.0% 

25,168.0 

55 

21 

BELL  ATLANTIC  MOBILE  STORES 

1999 

32,683.4 

88.9% 

4,069.3 

11.1% 

0.0 

0.0% 

0.0  0.0% 

0.0 

0.0% 

36,752.7 

(BELL  ATLANTIC  CORP) 

1998 

52,621.8 

82.9% 

10,838.6 

17.1% 

0.0 

0.0% 

0.0  0.0% 

4.5 

0.0% 

63,464.9 

i  56 

128 

US  WEST  COMMUNICATIONS 

1999 

32,629.9 

50.4% 

21,843.9 

33.7% 

10,313.1 

15.9% 

0.0  0.0% 

0.0 

0,0% 

64,786,9 

1 

(US  WEST  INC) 

1998 

14,074.9 

27.2% 

22,021.5 

42.5% 

15,679.6 

30.3% 

0.0  0.0% 

21.3 

0.0% 

51,797.3 

60 

RICHS  (FEDERATED  DEPT  STORES  INC) 

1999 

32,554.0 

90.9% 

2,530.5 

7.1% 

590.0 

1.6% 

125.1  0.3% 

21.6 

0.1% 

35,821.1 

1998 

25,030.8 

86.6% 

2,883.7 

10.0% 

503.5 

1.7% 

473.7  1.6% 

9.0 

0.0% 

28,900.7 

i  58 

40 

HERTZ  RENT-A-CAR  (FORD  MOTOR  CO) 

1999 

32,376.4 

45.9% 

30,562.5 

43.3% 

8.4 

0.0% 

7,219.6  10.2% 

387.8 

0.5% 

70,554.7 

1998 

37,681.1 

51.5% 

26,661.1 

36.4% 

2,878.2 

3.9% 

5,554.6  7.6% 

376.6 

0.5% 

73,151.6 

i  ■  59 

22 

FRANKLIN  MINT  (ROLL  INTL  CORP) 

1999 

32,145.9 

60.9% 

0.0 

0.0% 

0.0 

0.0% 

20,624.9  39.1% 

0.0 

0.0% 

52,770.8 

! 

1998 

52,412.7 

55.9% 

0.0 

0.0% 

0.0 

0.0% 

41,340.5  44.1% 

0.0 

0.0% 

93753.2 

;  60 

* 

OLDSMOBILE  ALERO  &  INTRIGUE 

1999 

31,922.6 

47.8% 

34,905.8 

52.2% 

0.0 

0.0% 

0.0  0.0% 

0.0 

0.0% 

66,828.4 

i 

LEASING  (GENERAL  MOTORS  CORP) 

1998 

599.1 

2.0% 

29,641.3 

98.0% 

0.0 

0.0% 

0.0  0.0% 

0.0 

0.0% 

30,240.4 

61 

47 

ECKERDUC  PENNEY  CO) 

1999 

31,483.5 

56.6% 

15,324.0 

27.6% 

1,162.3 

2.1% 

7,269.8  13.1% 

378.5 

0.7% 

55,618.1 

1998 

30,679.3 

71.9% 

9,898.0 

23.2% 

1,215.0 

2.8% 

19.3  0.0% 

886.3 

2.1% 

42,697.9 

1  62 

89 

GATEWAY  COMPUTERS  (GATEWAY  INC) 

1999 

31,411.6 

98.5% 

0.0 

0.0% 

58.3 

0.2% 

0.0  0.0% 

414.1 

1.3% 

31,884.0 

i 

1998 

19,083.7 

96.8% 

0.0 

0.0% 

621.4 

3.2% 

0.0  0.0% 

15.1 

0.1% 

19,720.2 

63 

55 

KAUFMANNS  (MAY  DEPT  STORES  CO) 

1999 

30,618.4 

91.2% 

2,807.0 

8.4% 

0.0 

0.0% 

59.1  0.2% 

92.4 

0.3% 

33,576.9 

' 

1998 

27,593.7 

91.7% 

2,388.6 

7.9% 

0.0 

0.0% 

46.4  0.2% 

58.5 

0.2% 

30,087.2 

64 

53 

BURDINES  (FEDERATED 

1999 

30,407.8 

78.7% 

8,176.8 

21.2% 

0.0 

0.0% 

55.0  0.1% 

17.8 

0.0% 

38,657.4 

j 

DEPT  STORES  INC) 

1998 

28,272.7 

76.5% 

8,519.5 

23.0% 

0.0 

0.0% 

175.7  0.5% 

0.0 

0.0% 

36,967,9 

65 

44 

BELLSOUTH  MOBILITY  CELLULAR 

1999 

29,782.1 

60.0% 

8,848.4 

17.8% 

6,176.3 

12.4% 

2,051.5  4.1% 

2,753.8 

5.6% 

49,612.1 

SERVICE  (BELLSOUTH  CORP) 

1998 

32,590.8 

65.0% 

12,920.9 

25.8% 

3,496.0 

7.0% 

41.8  0.1% 

1,101.4 

2.2% 

50,150.9 

j  66 

79 

GIANT  FOOD  STORES 

1999 

29,495.8 

89.4% 

3,439.7 

10.4% 

12.7 

0.0% 

0.0  0.0% 

47.8 

0.1% 

32,996.0 

! 

i 

(GIANT  FOOD  INC) 

1998 

20,992.1 

89.5% 

2,059.4 

8.8% 

162.3 

0.7% 

0.0  0.0% 

232.4 

1.0% 

23,446.2 

:  67 

29 

RADIO  SHACK  (TANDY  CORP) 

1999 

29,292.0 

23.1% 

89,049.4 

70.1% 

6,117.2 

4.8% 

982.9  0.8% 

1,593.1 

1.3% 

127,034.6  1 

' 

1998 

42,206.1 

39.2% 

39,355.2 

36.6% 

20,982.6 

19.5% 

5,029.7  4.7% 

63.2 

0.1% 

107,636.8  1 

;  68 

53 

GTE  WIRELESS  STORES  (GTE  CORP) 

1999 

28,815.1 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0  0.0% 

0.0 

0.0% 

28,815.1  I 

i 

1998 

31,818.2 

99.8% 

2.9 

0.0% 

0.0 

0.0% 

0.0  0.0% 

54.8 

0.2% 

31,875.9  i 

;  69 

46 

CELLULAR  ONE  CELLULAR  SERVICE 

1999 

28,751.5 

57.6% 

19,004.2 

38.1% 

299.4 

0.6% 

0.0  0.0% 

1,827.7 

3.7% 

49,882.8 

(SBC  COMMUNICATIONS  INC) 

1998 

30,968.3 

57.8% 

19,185.6 

35.8% 

572.8 

1.1% 

0.0  0.0% 

2,845.9 

5.3% 

53,572.6 

i 

87 

GATEWAY  COMPUTER  STORES 

1999 

28,545.7 

84.8% 

0.0 

0.0% 

2,926.3 

8.7% 

718.2  2.1% 

1,467.9 

4.4% 

33,658.1 

i 

(GATEWAY  INC) 

1998 

19,184.5 

71.5% 

0.0 

0.0% 

7,614.3 

28.4% 

0.0  0.0% 

35.7 

0.1% 

26,834.5  i 

71 

68 

STAPLES  (STAPLES  INC) 

1999 

27,536.6 

38.1% 

40,511.3 

56.0% 

3,866.5 

5.3% 

360.2  0.5% 

73.5 

0.1% 

72,348.1  1 

1998 

23,799.2 

29.8% 

52,272.8 

65.5% 

3,676.5 

4.6% 

0.0  0.0% 

58.0 

0.1% 

79,806.5 

I  72 

131 

FIDELITY  INVESTMENTS  (FMR  CORP) 

1999 

27,132.7 

67.9% 

0.0 

0.0% 

0.0 

0.0% 

12,800.4  32.1% 

0.0 

0.0% 

39,933.1 

i 

I 

1998 

13,590.0 

74.9% 

0.0 

0.0% 

0.0 

0.0% 

4,551.8  25.1% 

0.0 

0.0% 

18,141.8 

;  73 

46 

NORTHWEST  AIRLINES 

1999 

26,655.9 

53.3% 

4,562.4 

9.1% 

4,680.6 

9.4% 

13,042.1  26.1% 

1,059.2 

2.1% 

50,000.2 

(NORTHWEST  AIRLINES  CORP) 

1998 

35,188.3 

60.1% 

9,124.4 

15.6% 

3,930.4 

6.7% 

9,807.3  16.7% 

527.9 

0.9% 

58,578.3 

i  74 

631 

DISCOVER  BROKERAGE  (MORGAN 

1999 

26,576.1 

55.4% 

11,094.9 

23.1% 

0.0 

0.0% 

10,318,0  21.5% 

0.0 

0.0% 

47,989.0 

i 

STANLEY  DEAN  WIHER  DSCVR  &  CO) 

1998 

3,089.4 

11.2% 

15,200.4 

55.3% 

0.0 

0.0% 

9,197,8  33.5% 

0.0 

0.0% 

27,487.6 

’  75 

43 

SOUTHWEST  AIRLINES 

1999 

26,007.0 

24.7% 

68,494.2 

64.9% 

5,990.0 

5.7% 

1,070.0  1.0% 

3,934.3 

3.7% 

105,495.5 

i 

(SOUTHWEST  AIRLINES) 

1998 

33,844.5 

31.6% 

61,899.7 

57.7% 

7,119.0 

6.6% 

1,284.8  1.2% 

3,103.5 

2.9% 

107,251.5 

76 

122 

UNITED  AIRLINES  (UAL  CORP) 

1999 

25,807.6 

36.6% 

27,894.1 

39.6% 

1,131.9 

1.6% 

14,832.0  21  1% 

754.3 

1.1% 

70,419.9 

L- _ 

. . .  .  . . 

1998 

15,530.5 

31.7% 

25,480.8 

52.0% 

476.2 

1.0% 

6,444.3  13.2% 

1,047.6 

2.1% 

48,979.4 
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We  strap^%  the  top  20 
newspapers  across  America 


The  other  1  is  coming. 


Newspapers  with  daily  circulation  from  5,000  to  one  million  are 
choosing  Dynaric, Inc. strapping  equipment... 


Elinpiinte  Centre  Nest  -  500  Frank  N.  Burr  Bill.  -  Teaneek,  NJ  07GGB  -  201  •  B92-7700  -  800  -  526  0827  -  Fax  201  -  602-7757 


Why  do  they  choose  Dynaric?  ■  Lowest  Overall  Cost  Per  Bundle  ■  Superior  Up-time  Equipment 
Performance  ■  Highest  machine  life  expectancy  ■  Foremost  in  after  sales  service  and  support  ■  Major 
commitment  to  the  newspaper  industry  through  ceaseless  dedication  to  improve  our  systems  through  research 
and  development  ■  Only  complete  Customer  Satisfaction  Program  in  the  industry. 


The  Dynaric  Facts  Are:  ■  The  first  N  P-1  strapper  sold  in  1982  is  still  in  operation  with  over  40  million 
cycles.  ■  Dynaric  has  the  highest  repeat  order  business  in  the  industry.  ■  Dynaric  equipment  has  the 
lowest  maintenance  cost.  ■  Dynaric  does  not  imitate  the  competition  but  instead  develops  new  and  innovative 
equipment.  ■  Dynaric  manufactures  the  highest  quality  strapping  material  for  today's  high 
|-ii  speed  packaging  operations.  ■  Dynaric  has  the  largest  technical  and  service  orga- 

nization  in  the  newspaper  industry  ■  Dynaric  continues  replacing  more 
competitive  equipment  than  the  rest  of  the  competition  combined. 


Call  a  Dynaric,  Inc.  representative  today  at 
1-800-526-0827  to  begin  to  experience 
'  the  Dynaric  advantage. 
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E&P/CMR  EXCLUSIVE  REPORT 


1999 1998 
Rank  Rank 

Brand  Advertiser  (Parent  Company) 

NEWSPAPERS 

DOLLARS  SHARE 

(In  Thousands)  (Of  Sdcndtnr) 

TELEVISION 

DOLLARS  SHARE 

RAbib 

DOLLARS  SHARE 

magazines'  outdoor  total 

DOLLARS  SHARE  DOLLARS  SHARE 

77 

70 

HAVERTYS  FURNITURE 

1999 

25,165.0 

70.0% 

10,716.6 

29.8% 

0.0 

0.0% 

89.6 

0.2% 

2.3 

0.0% 

35,973.5 

STORES  (HAVERTYS) 

1998 

23,629.2 

70.9% 

9,549,5 

28.6% 

0.0 

0.0% 

142.2 

0.4% 

18.5 

0.1% 

33,339,4 

1 

78 

72 

OSHMANS  SPORTING  GOODS 

1999 

24,656.0 

99.4% 

111.7 

0.5% 

4,7 

0.0% 

20.0 

0.1% 

0.0 

0.0% 

24,792.4 

i 

(OSHMANS  SPORTING  GOODS  INC) 

1998 

23,236.3 

100.0% 

0.0 

0.0% 

0,0 

0,0% 

0.0 

0.0% 

0.0 

0.0% 

23,236,3 

! 

79 

75 

CHEVROLET  AUTOS  &  TRUCKS 

1999 

24,577.7 

42.0% 

19,642.9 

33.6% 

1,997.6 

3.4% 

625.6 

1.1% 

11,683.5  20.0% 

58,527.3 

! 

(GENERAL  MOTORS  CORP) 

1998 

23.854.1 

34.3% 

29,986.6 

43.1% 

1,533.3 

2.2% 

835.7 

1.2% 

13,420.1  19.3% 

69,629.8 

80 

94 

AMERICAN  EXPRESS  CREDIT  CARD 

1999 

24,457.3 

20.0% 

72,601.2 

59.3% 

4,702.1 

3.8% 

17,518.7  14.3% 

3,097.4 

2,5% 

122,376.7 

(AMERICAN  EXPRESS  CO) 

1998 

17,979.8 

13.7% 

105,079.3 

79.9% 

2,371.3 

1.8% 

5,661.0 

4.3% 

463.5 

0.4% 

131,554.9 

81 

61 

NORDSTROM  (NORDSTROM  INC) 

1999 

23,879.4 

65.5% 

7.2 

0.0% 

4,318.9 

11.8% 

7,800.8  21.4% 

453.6 

1.2% 

36,459.9 

1998 

24,527.6 

59.6% 

49.7 

0.1% 

6,674.9 

16.2% 

9,638.8  23.4% 

238.4 

0.6% 

41,129.4 

! 

82 

846 

PIER  1  IMPORTS  STORES 

1999 

23,832.1 

30.2% 

47,225.0 

59.9% 

272.2 

0.3% 

7,493.5 

9.5% 

0.0 

0.0% 

78.822.8 

(PIER  1  IMPORTS  INC) 

1998 

2,262.3 

5.0% 

35,819.1 

79,5% 

24.4 

0.1% 

6,920.9  15  4% 

2.3 

0.0% 

45,029.0 

i 

83 

69 

HBO  CABLE  TV  (TIME  WARNER  INC) 

1999 

23,269.1 

30.1% 

12,173.9 

15.8% 

4,202.9 

5.4% 

36,225.4  46.9% 

1,321.6 

1.7% 

77,192.9 

1998 

24,524.2 

25.7% 

29,961.9 

31.4% 

5,385.6 

5.6% 

33,746.8  35.3% 

1,892.6 

2.0% 

95,511.1 

i 

84 

64 

BOSCOVS 

1999 

23,264.2 

84.3% 

4,332.1 

15.7% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0,0% 

27,596.3 

1 

(BOSCOVS  DEPT  STORES  INC) 

1998 

24,342.4 

82.1% 

5,291.6 

17.9% 

0.0 

0.0% 

0.0 

00% 

6.2 

0.0% 

29,640,2 

85 

892 

TRAVEL  CO  (TRAVEL  CO) 

1999 

22912.8 

93.7% 

1,451.0 

5.9% 

0.0 

0.0% 

98.1 

0.4% 

0.0 

0.0% 

24,461.9 

1998 

2,160.7 

97,3% 

53,5 

2.4% 

0.0 

0.0% 

0.0 

0.0% 

5.6 

0.3% 

2,219,8 

86 

169 

GOOD  GUYS  TV  &  STEREO  STORES 

1999 

22,470.0 

86,7% 

3,281.8 

12.7% 

163.8 

0.6% 

0.0 

00% 

0.0 

0.0% 

25,915.6 

(GOOD  GUYS  INC) 

1998 

11,068.6 

61.1% 

23.9 

0.1% 

7,017.5 

38.7% 

0.0 

0,0% 

0.0 

0.0% 

18,110.0 

87 

74 

BIG  5  SPORTING  GOODS 

1999 

22,397.0 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

22,397.0 

(LEONARD  GREEN  &  PARTNERS) 

1998 

22,415.0 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

0,0 

0,0% 

0.0 

0.0% 

22,415.0 

88 

51 

PRIMECO  DIGITAL  SERVICE  (PRIME- 

1999 

22,012.1 

59.2% 

11,457.2 

30.8% 

2,916.7 

7.8% 

0.0 

0.0% 

828.0 

2.2% 

37,214.0 

CO  PERSONAL  COMMUNICATIONS) 

1998 

29,429.5 

67.0% 

11,211.7 

25.5% 

2,102.0 

4.8% 

0,0 

0,0% 

1,152.2 

2.6% 

43,895.4 

89 

108 

SPORTS  AUTHORITY  SPORTING  GOODS 

1999 

21,531.3 

67.1% 

4,983.1 

15.5% 

4,322.4 

13.5% 

0,0 

0.0% 

1,266.1 

3.9% 

32,102.9 

i 

(SPORTS  AUTHORITY  INC) 

1998 

17,572.6 

62.6% 

1,498.1 

5.3% 

6,981.4 

24.9% 

21.5 

0.1% 

1,983.5 

7.1% 

28,057.1 

90 

912 

CADILLAC  AUTOS  DEVILLE  LEASING 

1999 

21,296.3 

70.2% 

9.034.9 

29.8% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

30,331  2 

(GENERAL  MOTORS  CORP) 

1998 

1,589.1 

5.9% 

18,136.0 

67.1% 

0.0 

0.0% 

7,289.6  27.0% 

0.0 

0.0% 

27,014.7 

91 

57 

KROGER  (KROGER  CO) 

1999 

21,162.5 

51.9% 

16,837.6 

41.3% 

380.6 

0.9% 

307.5 

0,8% 

2,126.3 

5.2% 

40,814.5 

1998 

26,643.1 

58.2% 

16,159.2 

35.3% 

397.7 

0.9% 

178.1 

0.4% 

2,428.4 

5.3% 

45,806.5 

1 

! 

92 

69 

DISH  NETWORK  SATELLITE  SYSTEM 

1999 

20,930.1 

54.7% 

1,812.3 

4,7% 

11,850.5 

31.0% 

3,654.1 

9.6% 

6.8 

0.0% 

38,253.8 

j 

(ECHOSTAR  COMMUNICATIONS  CORP) 

1998 

23,768.0 

64.2% 

433.7 

1.2% 

8,146.8 

22.0% 

4,665.1  12.6% 

22.8 

0.1% 

37,036.4 

93 

256 

OFFICE/NATL  DRUG  CONTROL 

1999 

20,560.4 

18.5% 

68,099,6 

61.2% 

9,390.9 

8.4% 

9,667.0 

8.7% 

3,557.9 

3.2% 

111,275.8 

> 

(OFFICE  OF  NATIONAL  DRUG  CONTROL) 

1998 

7,585.2 

12.2% 

38,596.8 

62.2% 

9,709.7 

15.6% 

5,780.4 

9.3% 

373,2 

0.6% 

62,045.3 

94 

95 

DREAMWORKS  STUDIOS 

1999 

20,459.0 

20.7% 

73,724.9 

74.5% 

2,034.6 

2.1% 

642.4 

0.6% 

2,088,8 

2.1% 

98,949.7 

[ 

(DREAMWORKS  SKG) 

1998 

19,142.4 

18.0% 

81,620,3 

76.9% 

340.2 

0.3% 

1,379.5 

1.3% 

3,665.8 

3.5% 

106,148.2 

95 

199 

BANK  OF  AMERICA 

1999 

20,413.1 

69.2% 

1,903.9 

6.5% 

5,761.2 

19.5% 

695.9 

2.4% 

738.7 

2.5% 

29,512.8 

(BANK  OF  AMERICA) 

1998 

9,458.7 

40.7% 

8,976.9 

38.6% 

3,320.0 

14.3% 

1,215.9 

5.2% 

286.5 

1.2% 

23,258.0 

i 

96 

84 

LA-Z-BOY  FURNITURE  GALLERIES 

1999 

20,044.4 

65.4% 

10,391.1 

33.9% 

0.0 

0.0% 

0.0 

0.0% 

221.0 

0.7% 

30,656.5 

(LA-Z-BOY  CHAIR  CO) 

1998 

19,764.7 

68.5% 

8,986.5 

31.1% 

0.0 

0.0% 

0.0 

0.0% 

117.2 

0.4% 

28,868.4 

97 

134 

BANK  ONE  (BANK  ONE  CORP) 

1999 

19,648.1 

70.8% 

4,422.4 

15.9% 

2,478.4 

8.9% 

812.9 

2.9% 

400.3 

1.4% 

27,762.1 

1998 

13,185.1 

76.6% 

3,381.1 

196% 

0.0 

0.0% 

67.8 

0.4% 

573.2 

3.3% 

17,207.2 

98 

111 

APPLE  VACATIONS  TRAVEL 

1999 

19,571.6 

96.8% 

496.6 

2.5% 

69.3 

0.3% 

7.7 

0.0% 

67.2 

0.3% 

20,212,4 

(APPLE  VACATIONS) 

1998 

16,954.4 

97.7% 

166.9 

1.0% 

161.6 

0.9% 

0.0 

0.0% 

70.1 

0.4% 

17,353.0 

99 

* 

CHEVROLET  AUTO  &  TRUCK  LEASING 

1999 

19,568.3 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

19,568.3 

(GENERAL  MOTORS  CORP) 

1998 

479.3 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

479.3 

100 

99 

TOYS  R  US  (TOYS-R-US  INC) 

1999 

19,085.4 

26.5% 

45,582,7 

63,2% 

6,153.3 

8.5% 

1,272.9 

1.8% 

0.0 

0.0% 

72,094.3  1 

1998 

17,760.2 

25.5% 

45,807,7 

65.7% 

4,723.1 

6.8% 

1.434,1 

2.1% 

20.7 

0.0% 

69,745.8  1 

j  1 

TOP  100  TOTAL 

1999 

5,659,795,6 

57.6% 

3,462,947.4 

35.2% 

291,484.3 

3.0% 

325,702.2 

3.3% 

86,712.9 

0.9% 

9,826,642.3  1 

1998 

4,999,092,4 

56.0% 

3,212,616.3 

36.0% 

319,935.9 

3.6% 

318,703.4 

3.6% 

80,141.8 

0.9% 

8,930,489.8  ! 

ALL  OTHER  TOTAL 

1999 

16.294,742.0 

21.0% 

41,680,128.8 

53.7% 

2,545,155.6 

3.3%  15,203,589.3 

19.6% 

1,907,224.5 

2.5%  77,630,840.3  j 

1998 

14,819,514,8 

21.1% 

37,909,747.4 

53,9% 

2,543.908.1 

3.6%  13,461,545.7 

19.1%  1,646,842.1 

2.3%  70,381,558.1  j 

GRAND  TOTAL 

1999 

21,954,537.6 

25.1% 

45,143,076.2 

51.6% 

2,836,639.9 

3.2%  15,529,291.5  17.8% 

1,993,937.4 

2.3%  87,457,482.6  i  j 

1998  19,818,607.2  25.0%  41,122,363.7  51.8%  2,863,844.0  3.6%  13,780,249.1  17.4%  1,726,983.9  2.2%  79,312,047.9 


*  NOT  RANKED  IN  TOP  1,000 

Sourtx:  Competitive  Media  Reporting  calculations 
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The  New  Media  Era  is  Changing  Everything. 


( 


The  way  you  think.  The  way  you  manage.  The  way  you  operate. 
Everything  about  the  way  you  do  business. 

Our  intelligent  and  comprehensive  digital  advertising 
and  content  management  solutions  meet  both 
the  challenges  and  opportunities  of  today's  media  companies. 

Atex  Media  Solutions,  Inc.  •  15  Crosby  Drive  •  Bedford;  MA  01730 

www.atex.com  •  1.800. 328. ATEX 

The  Atex  Media  Solytions  companifts  have  adopted  and  used  ATEX  and  ATEX  MEDIA  SOLUTTONS  as  tr30ema''>cs  and  ha*/e  registered  thei*'  ma'ks  'n  some  countries. 


i 

99 

NEWSPAPERS  TELEVISION 


MAGAZINES  OUTDOOR 


1999 1998 
Rank  Rank 


NEWSPAPERS 

DOLURS  SHARE 
(bi  Thousands)  (Of  Spendv^ 


TELEVISION 

DOLLARS  SHARE 


RADIO  MAGAZINES  OUTDOOR 

DOLLARS  SHARE  DOLLARS  SHARE  DOLURS  SHARE 


1 

9 

GENERAL  MOTORS  CORP 

1999 

572,299.6 

19.9% 

1,768,862.9 

61.5% 

28,979.1 

1.0% 

484,184.1 

16.8% 

21,916.7 

0.8% 

2,876,242.4 

1998 

199,263.9 

9.4% 

1,425,213.4 

67.2% 

29,571.3 

1.4% 

443,467.9 

20.9% 

23,524.4 

1.1% 

2,121,040.9 

2 

1 

FEDERATED  DEPT  STORES  INC 

1999 

520,790.0 

86.2% 

62,858.4 

10.4% 

3,009.4 

0.5% 

16,925.3 

2.8% 

615.2 

0.1% 

604,198.3 

1998 

483,782.9 

85.8% 

61,661.2 

10.9% 

1,965.2 

0.3% 

16,229.4 

2.9% 

258.0 

0.0% 

563,896.7 

3 

2 

MAY  DEPT  STORES  CO 

1999 

421,240.2 

91.5% 

28,460.2 

6.2% 

6,761.5 

1.5% 

3,346.1 

0.7% 

357.3 

0.1% 

460,165.3 

1998 

394,254.1 

92.7% 

21,919.4 

5.2% 

5,562.6 

1.3% 

3,179.1 

0.7% 

181.7 

0.0% 

425,096.9 

4 

4 

NEWS  CORP  LTD 

1999 

340,365.9 

58.0% 

146,516.3 

24.9% 

31,006.9 

5.3% 

59,569.4 

10.1% 

9,798.6 

1.7% 

587,257.1 

1998 

320,297.2 

52.4% 

184,480.3 

30.2% 

37,341.1 

6.1% 

62,208.0 

10.2% 

6,791.4 

1.1% 

611,118.0 

5 

3 

CIRCUIT  CITY  STORES  INC 

1999 

324,245.2 

66.8% 

159,861.3 

33.0% 

15.8 

0.0% 

172.1 

0.0% 

790.9 

0.2% 

485,085.3 

1998 

328,507.0 

69.5% 

141,320.5 

29.9% 

213.9 

0.0% 

2,028.0 

0.4% 

719.3 

0.2% 

472,788.7 

6 

5 

VALASSIS  COMMUNICATIONS  INC 

1999 

301,093.9 

99.9% 

0.0 

0.0% 

211.2 

0.1% 

0.0 

0.0% 

0.0 

0.0% 

301,305.1 

1998 

287,197.0 

100.0% 

0.0 

0.0% 

40.4 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

287,237.4 

7 

6 

SEARS  ROEBUCK  &  CO 

1999 

241,915.5 

35.5% 

369,582.9 

54.2% 

20,202.9 

3.0% 

48,995.6 

7.2% 

1,487.4 

0.2% 

682,184.3 

1998 

236,813.5 

32.8% 

401,297.3 

55.7% 

20,632.6 

2.9% 

60,691.9 

8.4% 

1,488.7 

0.2% 

720,924.0 

8 

12 

AT&T  CORP 

1999 

234,188.4 

28.4% 

508,270.6 

61.6% 

41,353.6 

5.0% 

30,631.1 

3.7% 

10,059.6 

1.2% 

824,503.3 

1998 

158,109.5 

25.0% 

374,029.1 

59.2% 

48,915.2 

7.7% 

44,277.2 

7.0% 

6,134.3 

1.0% 

631,465.3 

9 

7 

TARGET  CORP 

1999 

218,169.2 

51.5% 

149,355.3 

35.2% 

24,893.1 

5.9% 

30,166.9 

7.1% 

1,452.5 

0.3% 

424,037.0 

1998 

213,583.6 

56.6% 

123,886.9 

32.8% 

21,859.1 

5.8% 

15,642.2 

4.1% 

2,675.3 

0.7% 

377,647.1 

10 

8 

DILLARD  INC 

1999 

192,368.5 

96.7% 

462.2 

0.2% 

185.9 

0.1% 

5,918.9 

3.0% 

65.4 

0.0% 

199,000.9 

1998 

201,678.9 

95.5% 

3,031.5 

1.4% 

123.6 

0.1% 

6,195.1 

2.9% 

198.1 

0.1% 

211,227.2 

11 

11 

TIME  WARNER  INC 

1999 

174,986.2 

19.0% 

423,330.5 

46.0% 

37,171.2 

4.0% 

273,025  2 

29.7% 

11,439.9 

1.2% 

919,953.0 

1998 

164,552.5 

18.6% 

458,464.0 

51.9% 

26,449.0 

3.0% 

223,538.4 

25.3% 

11,120.2 

1.3% 

884,124.1 

12 

10 

JC  PENNEY  CO  INC 

1999 

165,778.4 

44.6% 

166,254.7 

44.7% 

16,016.1 

4.3% 

22,303.4 

6.0% 

1,446.0 

0.4% 

371,798.6 

1998 

179,269.1 

48.2% 

147,719.2 

39.7% 

28,092.6 

7.6% 

15,452.1 

4.2% 

1,438.5 

0.4% 

371,971.5 

13 

17 

ALLTEL 

1999 

154,407.6 

77.7% 

34,855.8 

17.5% 

6,943.3 

3.5% 

131.4 

0.1% 

2,288.6 

1.2% 

198,626.7 

1998 

115,562.8 

88.7% 

8,305.0 

6.4% 

3,282.2 

2.5% 

1,218.5 

0.9% 

1,982.1 

1.5% 

130,350.6 

14 

14 

KMART  CORP 

1999 

149,636.6 

44.3% 

165,788.6 

49.1% 

15,582.0 

4.6% 

6,415.8 

1.9% 

122.7 

0.0% 

337,545.7 

1998 

125,437.3 

40.5% 

144,222.9 

46.6% 

30,735.1 

9.9% 

9,205.0 

3.0% 

95.9 

0.0% 

309,696.2 

15 

18 

BEST  BUY  CO  INC 

1999 

143,951.0 

57.3% 

102,615.6 

40.9% 

3,964.0 

1.6% 

402.8 

0.2% 

75.4 

0.0% 

251,008.8 

1998 

108,383.0 

52.4% 

98,173.9 

47.5% 

44.1 

0.0% 

34.9 

0.0% 

58.1 

0.0% 

206,694.0 

16 

15 

WALT  DISNEY  CO 

1999 

143,734.1 

19.3% 

483,812.9 

64.9% 

25,416.0 

3.4% 

76,921.5 

10.3% 

15,174.0 

2.0% 

745,058.5 

1998 

126,687.4 

15.6% 

557,253.2 

68.8% 

20,697.3 

2.6% 

89,527.4 

11.1% 

15,835.3 

2.0% 

810,000.6 

17 

16 

FORD  MOTOR  CO 

1999 

131,461.9 

11.0% 

702,729.4 

59.0% 

21,519.8 

1.8% 

316,871.9 

26.6% 

19,056.1 

1.6% 

1,191,639.1 

1998 

141,006.8 

12.3% 

672,485.2 

58.5% 

24,359.8 

2.1% 

304,906.2 

26.5% 

7,554.4 

0.7% 

1,150,312,4 
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COMPANY 

NEWSPAPERS 

TELEVISION 

RADIO 

MAGAZINES 

OUTDOOR 

TOTAL 

1  Rank  Rank 

DOLLARS 
{hi  Thousanh) 

SHARE 

(OlSpinding) 

DOLLARS 

SHARE 

DOLURS 

SHARE 

DOLLARS 

SHARE 

DOLLARS 

SHARE 

18 

13 

NATIONAL  SYNDICATIONS  INC 

1999 

121,018.0 

93.3% 

8,167.3 

6.3% 

0.0 

0.0% 

549.8 

0.4% 

0.0 

0.0% 

129,735.1 

1998 

126,748.2 

99.5% 

422.4 

0.3% 

0.0 

0.0% 

183.0 

0.1% 

0.0 

0.0% 

127,353.6 

19 

20 

BELL  ATLANTIC  CORP 

1999 

118,012.8 

58.9% 

59,324.1 

29.6% 

19,811.9 

9.9% 

833.2 

0.4% 

2,313.1 

1.2% 

200,295.1 

1998 

100,672.3 

44.7% 

99,190.8 

44.0% 

21,810.1 

9.7% 

3,021.6 

1.3% 

563.2 

0.3% 

225,258.0 

20 

19 

SBC  COMMUNICATIONS  INC 

1999 

115,425.9 

49.8% 

77,595.7 

33.5% 

30,127.7 

13.0% 

1,461.0 

0.6% 

7,115.1 

3.1% 

231,725.4 

1998 

102,841.8 

48.7% 

72,903.2 

34.5% 

26,354.9 

12.5% 

1,968.5 

0.9% 

7,126.4 

3.4% 

211,194.8 

21 

21 

DAIMLERCHRYSLERAG 

1999 

98,280.0 

6.5% 

1,042,644.8 

69.1% 

25,678.8 

1.7% 

328,562.7 

21.8% 

14,322.6 

0.9% 

1,509,488.9 

1998 

90,511.0 

6.5% 

924,167.3 

66.7% 

22,187.0 

1.6% 

333,992.4 

24.1% 

14,494.1 

1.0% 

1,385,351.8 

22 

26 

GATEWAY  INC 

1999 

75,586.5 

33.8% 

116,213.1 

51.9% 

3,457.0 

1.5% 

26,099.4 

11.7% 

2,558.5 

1.1% 

223,914.5 

1998 

66,243.9 

36.2% 

73,366.5 

40.0% 

8,312.2 

4.5% 

35,231.2 

19.2% 

67.5 

0.0% 

183,221.3 

23 

22 

MONTGOMERY  WARD  &  CO  INC 

1999 

72,983.0 

56.0% 

45,285.4 

34.7% 

12,023.8 

9.2% 

103.9 

0.1% 

40.4 

0.0% 

130,436.5 

1998 

81,569.3 

52.6% 

61,021.6 

39.4% 

11,640.6 

7.5% 

592.1 

0.4% 

171.0 

0.1% 

154,994.6 

24 

33 

NISSAN  MOTOR  CO  LTD 

1999 

72,757.2 

13.9% 

329,474.9 

62.8% 

1,886.7 

0.4% 

109,393.6 

20.8% 

11,304.5 

2.2% 

524,816.9 

1998 

56,135.3 

12.2% 

352,491.5 

76.4% 

939.0 

0.2% 

50,698.7 

11.0% 

1,002.7 

0.2% 

461,267.2 

25 

25 

SONY CORP 

1999 

72,558.3 

12.5% 

347,479.6 

59.9% 

13,056.5 

2.2% 

141,900.8 

24.4% 

5,490.8 

0.9% 

580,486.0 

1998 

77,732.7 

13.7% 

344,771.1 

60.8% 

13,097.0 

2.3% 

124,354.2 

21.9% 

7,480.1 

1.3% 

567,435.1 

26 

24 

WALGREEN  CO 

1999 

68,973.0 

67.0% 

33,575.9 

32.6% 

18.8 

0.0% 

239.3 

0.2% 

109.4 

0.1% 

102,916.4 

1998 

71,785.0 

74.9% 

23,759.9 

24.8% 

2.5 

0.0% 

152.8 

0.2% 

138.4 

0.1% 

95,838.6 

27 

30 

IBM  CORP 

1999 

67,996.1 

21.2% 

142,275.2 

44.4% 

11,748.4 

3.7% 

97,581.1 

30.4% 

1,106.0 

0.3% 

320,706.8 

1998 

62,525.7 

20.4% 

148,936.6 

48.6% 

7,271.0 

2.4% 

87,093.9 

28.4% 

502.0 

0.2% 

306,329.2 

28 

92 

MORGAN  STANLEY 

1999 

64,978.9 

25.2% 

145,002.5 

56.3% 

2,143.0 

0.8% 

45,185.3 

17.5% 

472.4 

0.2% 

257,782.1  i 

DEANWIHERDSCVR&CO 

1998 

23,615.8 

14.7% 

89,262.7 

55.6% 

15,177.7 

9.5% 

29,730.4 

18.5% 

2,749.8 

1.7% 

160,536.4  ! 

29 

32 

FRYS  ELECTRONICS 

1999 

63,996.8 

98.4% 

1,050.1 

1.6% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

65,046.9  j 

1998 

58,058.1 

98.6% 

810.8 

1.4% 

0.0 

0.0% 

O.C 

0.0% 

3.0 

0.0% 

58,871.9  1 

30 

34 

NATIONAL  AMUSEMENTS  INC 

1999 

62,544.4 

11.4% 

392,845.7 

71.7% 

26,775.0 

4.9% 

50,264.1 

9.2% 

15,498.8 

2.8% 

547,928.0 

1998 

55,160.0 

11.1% 

367,667.7 

73.8% 

27,486.3 

5.5% 

39,883.4 

8.0% 

7,845.5 

1.6% 

498,042.9 

31 

40 

AUTONATION  INC 

1999 

59,568.8 

48.7% 

55,634.1 

45.5% 

4,485.9 

3.7% 

1,566.1 

1.3% 

1,090.5 

0.9% 

122,345.4 

1998 

50,211.0 

45.2% 

56,972.6 

51  2% 

1,100.2 

1.0% 

2,168.5 

2.0% 

734.1 

0.7% 

111,186.4 

32 

70 

FMR  CORP 

1999 

58,440.7 

34.7% 

61,672.1 

36.6% 

7,069.2 

4.2% 

39,163.2 

23.2% 

2,189.9 

1.3% 

168,535.1 

1998 

28,900.6 

33.2% 

34,625.7 

39.7% 

3,516.0 

4.0% 

20,090.0 

23.1% 

0.0 

0.0% 

87,132.3 

33 

55 

SEAGRAM  CO  LTD 

1999 

58,164.6 

13.9% 

231,636.2 

55.2% 

9,951.0 

2.4% 

98,251.8 

23.4% 

21,925.6 

5.2% 

419,929.2 

1998 

39,354.4 

12.0% 

184,106.2 

56.1% 

10,6259 

3.2% 

63,118.9 

19.2% 

31,068.0 

9.5% 

328,273.4 

34 

46 

AMERICAN  EXPRESS  CO 

1999 

56,479.5 

16.4% 

164,898.4 

47.8% 

12,844.4 

3.7% 

103,087.3 

29.9% 

7,734.9 

2.2% 

345,044.5 

1998 

46,386.4 

15.7% 

189,193.7 

63.9% 

4,692.5 

1.6% 

54,353.9 

18.3% 

1,588.7 

0.5% 

296,215.2 

35 

60 

KROGER  CO 

1999 

54,349.7 

53.8% 

41,108.3 

40.7% 

1,236.1 

1.2% 

307.5 

0.3% 

3,995.5 

4.0% 

100,997.1 

1998 

55,220.9 

52.9% 

42,266.2 

40.5% 

3,241.9 

3.1% 

178.1 

0.2% 

3,570.0 

3.4% 

104,477.1 

36 

38 

HOME  DEPOT  INC 

1999 

53,801.2 

22.1% 

166,900.9 

68.5% 

8,697.3 

3.6% 

13,640  1 

5.6% 

469.7 

0.2% 

243,509.2 

1998 

51,866.2 

23.8% 

148,290.0 

67.9% 

4,771.4 

2.2% 

12,791.9 

5.9% 

597.8 

0.3% 

218,317.3 

37 

51 

COMPUSA  INC 

1999 

53,600.0 

76.1% 

7,422.0 

10.5% 

9,264.3 

13.2% 

87.3 

0.1% 

35.5 

0.1% 

70,409.1 

1998 

63,680.1 

63.6% 

3,550.2 

3.5% 

27,990.7 

27.9% 

4,823.6 

4.8% 

102.2 

0.1% 

100,146.8 

38 

40 

OFFICE  DEPOT  INC 

1999 

52,101.1 

51.5% 

44,085.6 

43.5% 

1,987.1 

2.0% 

2,568.2 

2.5% 

510.9 

0.5% 

101,252.9 

1998 

49,208.9 

72.7% 

16,629.4 

24.6% 

569.1 

0.8% 

1,072.7 

1.6% 

235.5 

0.3% 

67,715.6 

39 

37 

OFFICEMAX 

1999 

51,934.6 

85.7% 

6,958.8 

11.5% 

616.9 

1.0% 

446.0 

0.7% 

643.8 

1.1% 

60,600.1 

1998 

51,901.8 

85.9% 

6,130.0 

10.1% 

1,670.6 

2.8% 

0.0 

0.0% 

730.0 

1.2% 

60,432.4 

40 

49 

OMNIPOINT 

1999 

50,907.5 

73.9% 

14,743.5 

21.4% 

2,551.1 

3.7% 

54.3 

0.1% 

628.3 

0.9% 

68,884.7 

COMMUNICATIONS  SERVICES 

1998 

42,229.5 

73.6% 

12,790.3 

22.3% 

2,302.0 

4.0% 

3.0 

0.0% 

64.2 

0.1% 

57,389.0 

41 

59 

CABLEVISION  SYSTEMS  CORP 

1999 

50,627.8 

81.5% 

5,695.3 

9.2% 

2,166.8 

3.5% 

1,787.8 

2.9% 

1,836.9 

3.0% 

62,114.6 

1998 

34,351.0 

70.4% 

7,638.1 

15.7% 

3,069.1 

6.3% 

3,448.3 

7.1% 

256.9 

0.5% 

48,763.4 

42 

54 

KOHLS  CORP 

1999 

48,699.6 

52.2% 

36,797.4 

39.5% 

6,738.5 

7.2% 

449.8 

0.5% 

537.4 

0.6% 

93,222.7 

1998 

39,450.9 

51.6% 

30,071.2 

39.4% 

6,003.9 

7.9% 

724.6 

0.9% 

145.4 

0.2% 

76,396.0 

43 

27 

ROLL  INTL  CORP 

1999 

48,491.6 

60.4% 

874.5 

1.1% 

0.0 

0.0% 

30,980.2 

38.6% 

0.0 

0.0% 

80,346.3 

1998 

66,083.6 

56.3% 

0.0 

0.0% 

0.0 

0.0% 

51,201.4 

43.7% 

0.0 

0.0% 

117,285.0 

44 

44 

LIB/GO  TRAVEL  INC 

1999 

47,764.5 

95.9% 

387.0 

0.8% 

0.0 

0.0% 

1,653.4 

3.3% 

0.0 

0.0% 

49,804.9 

1998 

46,507.4 

95.0% 

585.0 

1.2% 

0.0 

0.0% 

1,883.9 

3.8% 

0.0 

0.0% 

48,976.3 

45 

75 

MICROSOnCORP 

1999 

46,263.7 

16.3% 

124,305.5 

43.9% 

10,649.3 

3.8% 

101,598.0 

35.9% 

410.9 

0.1% 

283,227.4  1 

1998 

26,818.1 

11.4% 

81,695.7 

34.6% 

9,267.0 

3.9% 

117,568.1 

49.8% 

723.5 

0.3% 

236,0724 

46 

29 

BANK  OF  AMERICA 

1999 

45,648.4 

67.3% 

4,543.7 

6.7% 

10,509.6 

15.5% 

4,554.2 

6.7% 

2,615.7 

3.9% 

67,871.6 

1998 

62,000.1 

61.3% 

19,409.8 

19.2% 

10,466.6 

10.3% 

6,863.8 

6.8% 

2,466.1 

2.4% 

101,206.4 
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47 

53 

SAKS  INC 

1999 

44,764.1 

62.3% 

6,608.3 

9.2% 

4,820.4 

6.7% 

15,216.0 

21.2% 

486.3 

0.7% 

71,895,1 

1998 

40,072,7 

64.7% 

6,768.5 

10.9% 

4.375.5 

7.1% 

10,080.2 

16.3% 

608.7 

1.0% 

61,905,6 

48 

45 

AMR  CORP 

1999 

42,912.1 

56.8% 

11,985.1 

15,9% 

11,717.6 

15.5% 

7,5192 

10.0% 

1,370.3 

1,8% 

75,504.3 

1998 

46,448.3 

60.9% 

20,403.4 

26.8% 

1,919.8 

2.5% 

6,340.7 

8.3% 

1,132.2 

1.5% 

76,244.4 

49 

43 

GTECORP 

1999 

42.751.2 

35.5% 

26,837.2 

22.3% 

34,282.9 

28.5% 

10,893.5 

9.0% 

5,686.9 

4.7% 

120,451.7 

1998 

46,569.7 

39.3% 

28,874.6 

24.4% 

29,796.5 

25.2% 

8,984.7 

7.6% 

4,155,8 

3.5% 

118,381.3 

50 

106 

HEWLEn-PACKARD  CO 

1999 

42,414.6 

19.9% 

51,576.3 

24.2% 

2,290.8 

1.1% 

115,173.1 

54.0% 

1,761.0 

0.8% 

213,215.8 

1998 

20,946.6 

23.3% 

7,844.3 

8,7% 

3,007.2 

3.4% 

57,949.2 

64.6% 

18.1 

0.0% 

89,765,4 

51 

36 

CENDANT  CORP 

1999 

42,281.3 

25.0% 

85,752.2 

50.8% 

6,725.0 

4.0% 

18,338.2 

10.9% 

15,738.7 

9.3% 

168,835.4 

1998 

53,333.8 

34.9% 

60,696,5 

39.7% 

4,388.3 

2.9% 

17,611.7 

11.5% 

16,755.3 

11.0% 

152,735.6 

52 

35 

BOSE CORP 

1999 

41,402.4 

62.0% 

3,769,8 

5.6% 

831.9 

1.2% 

20,772.8 

31,1% 

47.6 

0.1% 

66,824.5 

1998 

53,436.4 

63.1% 

7,092,1 

8.4% 

274.7 

0.3% 

23,855.3 

28.2% 

22.7 

0.0% 

84,681.2 

53 

56 

PRUDENTIAL  INSURANCE 

1999 

41,227.4 

36.6% 

44,679.5 

39.6% 

1,693.7 

1.5% 

23,288.8 

20.7% 

1,822.3 

1.6% 

112,711.7 

CO  OF  AMERICA 

1998 

42,244.5 

32.0% 

62,138.3 

47.1% 

7,400.3 

5.6% 

15,531.1 

11.8% 

4,534.3 

3.4% 

131,848.5 

54 

58 

PC  RICHARD  &  SON  INC 

1999 

40,155.2 

94.6% 

2,204.2 

5.2% 

0.0 

0.0% 

108.9 

0.3% 

0.0 

0.0% 

42  468.3 

1998 

36,954.0 

95.5% 

1,735.8 

4.5% 

0.0 

0.0% 

0.0 

0,0% 

14.1 

0.0% 

38,703.9 

55 

48 

BELLSOUTH  CORP 

1999 

38,988.9 

36.5% 

47,220.1 

44.2% 

8,485,2 

7.9% 

6,928.1 

6.5% 

5,140.0 

4.8% 

106,762.3 

1998 

45,500.3 

33.4% 

74,016.6 

54.4% 

6,694.5 

4.9% 

5,550.6 

4.1% 

4,297.2 

3.2% 

136,059.2 

56 

42 

BERTELSMANN  AG 

1999 

38.787.3 

37.7% 

9,971.9 

9.7% 

2,153.4 

2.1% 

51,791.9 

50.4% 

79.9 

0.1% 

102,784.4 

1998 

46,964.6 

37.9% 

5,247.0 

4,2% 

3,342.0 

2.7% 

68,297,7 

55,1% 

113.8 

0,1% 

123,965.1 

57 

52 

US  GOVT 

1999 

38,535.1 

9,6% 

280,807.7 

69.8% 

23,579.5 

5.9% 

56,555.8 

14.1% 

2,791.7 

0.7% 

402,269.8 

1998 

41,347.6 

11.9% 

230,367.2 

66.2% 

26,660.4 

7.7% 

46,742,6 

13.4% 

2,999.0 

0.9% 

348,116.8 

58 

57 

NEXTEL  COMMUNICATIONS  INC 

1999 

38.488.2 

53.3% 

20,910.1 

28.9% 

5.387.2 

7.5% 

5.5 

0.0% 

7,483.9 

10.4% 

72,274.9 

1998 

37,703.4 

59.0% 

17,112.1 

26.8% 

3,089.8 

4.8% 

51.1 

0,1% 

5.976.3 

9.3% 

63,932.7 

59 

62 

ALBERTSONS  INC 

1999 

37,741.8 

26.9% 

79.557.7 

56.6% 

22.021.1 

15.7% 

277.3 

0.2% 

889.9 

0.6% 

140,487.8 

1998 

32,832.0 

27.3% 

64,959.9 

53.9% 

22,088.8 

18.3% 

47.8 

0.0% 

539.9 

0.4% 

120.468,4 

60 

108 

VALUE  AMERICA 

1999 

37,623.6 

64.5% 

6,997,3 

12.0% 

8,695.0 

14,9% 

5,059.4 

8.7% 

0.0 

0.0% 

58,375.3 

1998 

20.838.6 

65.1% 

6,038.1 

18.9% 

3,631.3 

11.4% 

1,485.7 

4.6% 

0.0 

0.0% 

31,993.7 

61 

67 

US  WEST  INC 

1999 

36,945.7 

35.8% 

46,500.5 

45.1% 

17,006.2 

16.5% 

1,015.7 

1.0% 

1,751.0 

1.7% 

103,219.1 

1998 

26,972.7 

29.2% 

39,007.7 

42.3% 

23,143.7 

25.1% 

298,9 

0.3% 

2,814.7 

3.1% 

92,237.7 

62 

135 

MERRILL  LYNCH  &  CO  INC 

1999 

36.832.1 

31.7% 

62,652.7 

54.0% 

766.7 

0.7% 

15,606.4 

13.4% 

226.8 

0.2% 

116,084.7 

1998 

16,085.0 

28.3% 

21,347.4 

37.6% 

1,896.8 

3.3% 

17,415.6 

30.7% 

75.0 

0,1% 

56,819.8 

63 

66 

BRANDSMART 

1999 

36,682.9 

99.9% 

55.0 

0.1% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

36,737.9 

1998 

30,321.1 

99.8% 

65.5 

0.2% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

30,386.6 

64 

82 

WASHINGTON  MINT 

1999 

35.951.2 

94.3% 

0.0 

0.0% 

0.0 

0.0% 

2,157.7 

5.7% 

0.0 

0.0% 

38,108.9 

1998 

24,546.3 

91.0% 

0.0 

0.0% 

0.0 

0.0% 

2,417.1 

9.0% 

0.0 

0.0% 

26,953,4 

65 

23 

FIRST  UNION  CORP 

1999 

35,853.4 

21.3% 

125,363,3 

74.6% 

3.435.5 

2.0% 

2,852.9 

1.7% 

477.5 

0.3% 

167,982.6 

1998 

74,922.3 

36.8% 

119,485.6 

58.6% 

3,147.7 

1.5% 

5,739,2 

2.8% 

561.6 

0.3% 

203,856.4 

66 

78 

CHARLES  SCHWAB  CORP 

1999 

35,485.4 

18.6% 

119,831.6 

62.7% 

827.7 

0.4% 

34,877.7 

18.3% 

0.0 

0.0% 

191,022.4 

1998 

25,669.7 

26.4% 

55,150.1 

56,8% 

915.5 

0.9% 

15,336.0 

15.8% 

5.0 

0.0% 

97,076.3 

67 

119 

PHILIP  MORRIS  COS  INC 

1999 

35,401.4 

2.6% 

814,000.7 

60.0% 

13,608.3 

1.0% 

447,334,0 

33.0% 

47,170.3 

3.5% 

1,357,514.7 

1998 

18,650.5 

1.5% 

787,375.9 

62,3% 

17,327.4 

1.4% 

370,859.7 

29.3% 

70,378.6 

5.6% 

1,264,592.1 

68 

47 

COMPAQ  COMPUTER  CORP 

1999 

35,369.9 

21.3% 

36,978.8 

22.3% 

382.6 

0.2% 

92,237.7 

55.6% 

973.2 

0.6% 

165,942.2 

1998 

45,883.9 

31.7% 

21,267.1 

14.7% 

1,032.3 

0.7% 

76,312.7 

52.7% 

188.5 

0.1% 

144,684,5 

69 

31 

LEONARD  GREEN  &  PARTNERS 

1999 

35,157.6 

74.5% 

5,479.3 

11.6% 

6,252.3 

13.2% 

0.0 

0,0% 

326.0 

0.7% 

47,215.2 

1998 

61,871.5 

94.6% 

856.5 

1.3% 

2,559.9 

3.9% 

0.0 

0.0% 

146.6 

0.2% 

65,434.5 

70 

63 

STARWOOD  HOTELS  & 

1999 

34.806.9 

31.3% 

44,746.6 

40.3% 

3,095,3 

2.8% 

24,876.9 

22.4% 

3,537.2 

3.2% 

111,062.9 

RESORTS  WRLDWD  INC 

1998 

31,755.8 

31.4% 

37,970.3 

37.6% 

6,035.6 

6.0% 

23,047.2 

22,8% 

2.281.2 

2.3% 

101,090.1 

71 

115 

VOLKSWAGEN  AG 

1999 

33,311.9 

9.0% 

284,186.7 

76.9% 

723.9 

0.2% 

47,741.3 

12.9% 

3,468.0 

0.9% 

369,431.8 

1998 

18,942.4 

7.4% 

194,278.9 

76,4% 

602.0 

0.2% 

36,968.7 

14.5% 

3,649.3 

1.4% 

254,441.3 

72 

41 

CITIGROUP  INC 

1999 

31,599.4 

28,3% 

49,523.2 

44.4% 

3,492.1 

3.1% 

26,229.4 

23.5% 

723.7 

0.6% 

111,567.8 

1998 

47.178.7 

41.7% 

39,820.0 

35.2% 

1,572.0 

1.4% 

23,518.8 

20,8% 

1,007.2 

0.9% 

113,096.7 

73 

86 

KOHLBERG  KRAVIS 

1999 

31,033.3 

30.2% 

48,043.6 

46,7% 

6,718.1 

6.5% 

16,694.3 

16.2% 

399.9 

0.4% 

102,889.2 

ROBERTS  &  CO 

1998 

24,752.5 

25.6% 

42,812.7 

44.4% 

8,256.2 

8.6% 

20,244,5 

21.0% 

463,9 

0.5% 

96,529.8 

74 

99 

PROCTER  &  GAMBLE  CO 

1999 

30,948.5 

1.8% 

1,164,401.0 

69.1% 

21,104.6 

1.3% 

456,681.2 

27.1% 

11,365.3 

0.7% 

1,684,500.6 

1998 

22,063.8 

1.3% 

1,271,926.5 

73.8% 

32,371.0 

1.9% 

390,577.0 

22,6% 

7,533.3 

0.4% 

1,724,471,6 

75 

65 

SPRINT  CORP 

1999 

30,088.4 

6.4% 

385,187.8 

81.9% 

20,581.4 

4.4% 

31,538.0 

6.7% 

3,194.1 

0.7% 

470,589.7 

1998 

29,778.1 

8.3% 

276,760.3 

77.6% 

23,534.2 

6.6% 

21,947.3 

6.2% 

4,843.3 

1.4% 

356,863.2 
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76 

50 

NORTHWEST  AIRLINES  CORP 

1999 

30,084.1 

55.8% 

4,562.4 

8.5% 

5,099.3 

9.5% 

13,070.2 

24.3% 

1,059.2 

2.0% 

53,875.2 

1998 

42,046.0 

63.0% 

9,151.7 

13.7% 

4,448.3 

6.7% 

10,457.9 

15.7% 

590.2 

0.9% 

66,694.1 

!  ■ 

77 

28 

TANDY  CORP 

1999 

29,742.1 

22.2% 

94,721.9 

70.6% 

6,117.2 

4.6% 

1,984.6 

1.5% 

1,668.7 

1.2% 

134.234.5 

ii 

1998 

42,341.4 

38.6% 

40,068.0 

36.6% 

20,982.6 

19.1% 

6,029.1 

5.5% 

154.6 

0.1% 

109,575.7 

i 

78 

62 

AIRTOUCH 

1999 

29,601.2 

35.5% 

35,503.2 

42.6% 

17,485.8 

21.0% 

40.9 

0.0% 

726.9 

0.9% 

83,358.0 

: 

COMMUNICATIONS  INC 

1998 

32,692.5 

39.9% 

43,362.7 

52.9% 

3,767.7 

4.6% 

57.1 

0.1% 

2,032.0 

2.5% 

81,912.0 

' 

79 

105 

GIANT  FOOD  INC 

1999 

29,495.8 

80.5% 

7,077.2 

19.3% 

12.7 

0.0% 

0.0 

0.0% 

47.8 

0.1% 

36,633.5 

1998 

20,992.1 

65.6% 

10,601.5 

33.1% 

172.3 

0.5% 

0.0 

0.0% 

232.4 

0.7% 

31,998.3 

80 

96 

GENERAL  ELECTRIC  CO 

1999 

28,849.6 

12.8% 

132,778.8 

58.8% 

14,565.2 

6.4% 

47,712.7 

21.1% 

2,060.3 

0.9% 

225,966.6 

1998 

22,526.0 

16.5% 

52,622.8 

38.5% 

16,313.5 

11.9% 

43,563.4 

31.9% 

1,615.6 

1.2% 

136,641.3 

81 

72 

MARRIOniNTLINC 

1999 

28,677.2 

41.9% 

8,912.5 

13.0% 

6,231.8 

9.1% 

21,099.3 

30.8% 

3,507.9 

5.1% 

68,428.7 

1 

1998 

28,543.6 

36.8% 

16,859.2 

21.8% 

6,901.6 

8.9% 

22,310.2 

28.8% 

2,850.5 

3.7% 

77,465.1 

82 

114 

DOW  JONES  &  CO  INC 

1999 

28,411.8 

41.6% 

27,138.7 

39.7% 

4,556.2 

6.7% 

6,607.6 

9.7% 

1,609.1 

2.4% 

68,323.4 

1998 

19,070.7 

35.2% 

24,371.6 

44.9% 

9,190.0 

16.9% 

1,475.9 

2.7% 

142.4 

0.3% 

54,250.6 

83 

111 

BANK  ONE  CORP 

1999 

27,917.7 

34.7% 

40,659.2 

50.6% 

7,849.4 

9.8% 

3,416.9 

4.3% 

523.8 

0.7% 

80,367.0 

1998 

19,677.0 

38.9% 

26,124.6 

51.7% 

1,897.8 

3.8% 

2,038.8 

4.0% 

783.3 

1.6% 

50,521.5 

84 

89 

STAPLES  INC 

1999 

27,568.0 

35.1% 

46,470.0 

59.1% 

3,873.2 

4.9% 

554.0 

0.7% 

102.3 

0.1% 

78,567.5 

1998 

23,799.0 

29.8% 

52,272.8 

65.5% 

3,691.6 

4.6% 

14.9 

0.0% 

58.0 

0.1% 

79,836.3 

1 

85 

74 

TOYOTA  MOTOR  CORP 

1999 

26,481.7 

3.7% 

489,294.2 

69.1% 

4,009.2 

0.6% 

183,160.9 

25.9% 

4,945.9 

0.7% 

707,891.9 

1 

1998 

27,782.4 

4.3% 

446,931.7 

68.5% 

2,236.4 

0.3% 

171,179.9 

26.3% 

3,871.3 

0.6% 

652,001.7 

86 

85 

UAL CORP 

1999 

26,473.5 

36.4% 

27,903.3 

38.4% 

1,148.1 

1.6% 

16,382.5 

22.5% 

754.3 

1.0% 

72,661.7 

1998 

24,331.1 

38.3% 

27,754.0 

43.7% 

1,197.8 

1.9% 

9,221.3 

14.5% 

1,047.6 

1.6% 

63,551.8 

87 

51 

SOUTHWEST  AIRLINES 

1999 

26,360.8 

23.6% 

72,367.7 

64.9% 

6,453.2 

5.8% 

2,351.2 

2.1% 

3,934.3 

3.5% 

111,467.2 

1998 

33,935.4 

31.2% 

61,908.4 

56.9% 

7,842.5 

7.2% 

2,037.6 

1.9% 

3,103.5 

2.9% 

108,827.4 

88 

267 

ASTRAZENECA  PLC 

1999 

25,798.0 

14.7% 

116,015.1 

66.1% 

1,386.8 

0.8% 

32,172.7 

18.3% 

27.5 

0.0% 

175,400.1 

1998 

7,223.1 

7.1% 

78,752.4 

77.4% 

312.6 

0.3% 

15,467.4 

15.2% 

26.0 

0.0% 

101,781.5 

1 

89 

80 

CHASE  MANHAHAN  CORP 

1999 

25,507.5 

51.8% 

13,197.8 

26.8% 

447.2 

0.9% 

9,604.9 

19.5% 

462.6 

0.9% 

49,220.0 

! 

1998 

26,188.9 

52.5% 

17,742.0 

35.6% 

1,425.4 

2.9% 

3,695.0 

7.4% 

847.5 

1.7% 

49,898.8 

i 

90 

69 

BUDGET  GROUP  INC 

1999 

25,366.1 

67.8% 

8,217.1 

22.0% 

2,517.5 

6.7% 

1,144.0 

3.1% 

181.0 

0.5% 

37,425.7 

1998 

29,038.1 

78.3% 

6,016.4 

16.2% 

143.5 

0.4% 

1,656.9 

4.5% 

209.9 

0.6% 

37,064.8 

91 

91 

HAVERTYS 

1999 

25,165.0 

70.0% 

10,716.6 

29.8% 

0.0 

0.0% 

89.6 

0.2% 

2.3 

0.0% 

35,973.5 

1998 

23,629.2 

70.9% 

9,549.5 

28.6% 

0.0 

0.0% 

142.2 

0.4% 

18.5 

0.1% 

33,339.4 

! 

92 

83 

NORDSTROM  INC 

1999 

25,129.5 

53.7% 

4,239.4 

9.1% 

4,318.9 

9.2% 

12,642.5 

27.0% 

453.6 

1.0% 

46,783.9 

1 

1998 

24,531.3 

56.0% 

55.8 

0.1% 

6,674.9 

15.2% 

12,285.6 

28.1% 

238.4 

0.5% 

43,786.0 

93 

93 

OSHMANS  SPORTING 

1999 

24,656.0 

99.4% 

111.7 

0.5% 

4.7 

0.0% 

20.0 

0.1% 

0.0 

0.0% 

24,792.4 

I 

GOODS  INC 

1998 

23,236.3 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

23,236.3 

i 

94 

158 

DELL  COMPUTER  CORP 

1999 

23,906.2 

15.2% 

60,010.9 

38.2% 

74.8 

0.0% 

72,842.9 

46.4% 

310.1 

0.2% 

157,144.9 

1 

1998 

12,468.8 

13.2% 

25,953.1 

27.5% 

274.0 

0.3% 

55,685.7 

59.0% 

59.2 

0.1% 

94,440.8 

95 

648 

PIER  1  IMPORTS  INC 

1999 

23,832.1 

30.2% 

47,225.0 

59.9% 

272.2 

0.3% 

7,493.5 

9.5% 

0.0 

0.0% 

78,822.8 

1998 

2,262.3 

5.0% 

35,819.1 

79.5% 

24.4 

0.1% 

6,920.9 

15.4% 

2.3 

0.0% 

45.029.0 

i 

1 

96 

84 

BOSCOVS  DEPT  STORES  INC 

1999 

23,276.3 

84.0% 

4,446.0 

16.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

27,722.3 

1998 

24,342.4 

82.1% 

5,291.6 

17.9% 

0.0 

0.0% 

0.0 

0.0% 

6.2 

0.0% 

29,640.2 

97 

100 

LA-Z-BOY  CHAIR  CO 

1999 

23,116.2 

48.8% 

16,463.1 

34.8% 

0.0 

0.0% 

7,508.3 

15.9% 

254.0 

0.5% 

47,341.6 

i 

1998 

21,890.7 

50.0% 

14,591.8 

33.3% 

0.0 

0.0% 

7,169.1 

16.4% 

167.8 

0.4% 

43,819.4 

' 

98 

666 

TRAVEL  CO 

1999 

22,912.8 

93.6% 

1,451.0 

5.9% 

0.0 

0.0% 

110.7 

0.5% 

0.0 

0.0% 

24,474.5 

1998 

2,160.7 

97.3% 

53.5 

2.4% 

0.0 

0.0% 

0.0 

0.0% 

5.6 

0.3% 

2,219.8 

' 

99 

91 

BASS  PLC 

1999 

22,900.2 

38.8% 

22,085.4 

37.5% 

353.7 

0.6% 

3,521.0 

6.0% 

10,091.8 

17.1% 

58,952.1 

1998 

23,893.5 

42.0% 

14,227.1 

25.0% 

1,622.5 

2.9% 

5,509.7 

9.7% 

11,676.5 

20.5% 

56,929.3 

100 

112 

DELTA  AIRLINES 

1999 

22,851.3 

42.1% 

11,214.3 

20.7% 

2,819.4 

5.2% 

16,351.2 

30.1% 

1,030.8 

1.9% 

54,267.0 

i 

1998 

19,273.8 

42.7% 

7,230.1 

16.0% 

2,736.2 

6.1% 

15,320.6 

33.9% 

577.9 

1.3% 

45,138.6 

TOP  100  TOTAL 

1999 

8,080,208.3 

28.9% 

14,150,825.9 

50.6% 

839,001.8 

3.0% 

4,570,004.7 

16.3% 

351,769.1 

1.3% 

27,991,809.8 

1998 

7,154,619.6 

28.5% 

12,744,919.5 

50.8% 

874,369.3 

3.5% 

4,004,444.5 

15.9% 

329,914.6 

1.3% 

25,108,267.5 

ALL  OTHER  TOTAL 

1999 

13,874,329.3 

23.3% 

30,992,250.3 

52.1% 

1,997,638.1 

3.4% 

10,959,286.8 

18.4%  1,642,168.3 

2.8% 

59,465,672.8 

1998 

12,663.987.6 

23.4% 

28,377,444.2 

52.4% 

1,989,474.7 

3.7% 

9,775,804.6 

18.0%  1,397,069.3 

2.6% 

54,203,780.4 

GRAND  TOTAL 

1999 

21,954,537.6 

25.1% 

45,143,076.2 

51.6% 

2,836,639.9 

3.2% 

15,529,291.5 

17.8%  1,993,937.4 

2.3% 

87,457,482.6 

1998 

19,818,607.2 

25.0% 

41,122,363.7 

51.8% 

2,863,844.0 

3.6% 

13,780,249.1 

17.4% 

1,726,983.9 

2.2% 

79,312,047.9 

Source:  Competitive  Media  Reporting  calculations 
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Citizen  Walter: 


performing 


(above  left)  in 


literacy  pro 


gram  with 


daughter 


Melinda;  and 


hosting  a  PBS 


reading  series 


(above  right). 


He  made  a 


friend  while 


helping  out 


at  a  Muscu 


lar  Dystro 


phy  Associ 


ation  camp 
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BY  ELLEN  LIBURT 


WHEN  Walter  Anderson 
was  a  boy  growing  up  on 
the  wrong  side  of  the 
tracks  in  Mount  Vernon, 
N.Y.,  his  alcoholic  father 
would  beat  him  when  he  caught  him  reading. 
His  mother  urged  him  to  read  anyway.  “Years 
after  my  father’s  death,”  says  Anderson,  “I  asked 
her.  I  said,  ‘Mommy,  why  did  you  do  that?  Why 
did  you  encourage  me  to  read?’ 

“She  said,  ‘Because  I  thought  if  you  would  learn 
to  read,  and  you  would  read,  somehow  you’d  find 


your  way  out.  And  you  did.’  Truth  is,”  says 
Anderson,  “I  read  myself  out  of  povertj' 
long  before  I  worked  myself  out  of  poverty.” 

Anderson,  now  55,  kept  reading,  and  20 
years  ago  became  the  editor  of  Parade 
magazine.  His  title  changed  Feb.  28,  when 
he  donned  the  mantle  of  Carlo  Vittorini, 
who  chose  the  occcision  of  his  71st  birthday 
to  step  down  as  chairman,  publisher,  and 
CEO  of  Parade  Publications  Inc.,  a  division 
of  Advance  Publications  Inc. 

In  his  22-year  reign,  Vittorini  boosted 
the  number  of  newspapers  distributing  Pa¬ 
rade  from  112  to  340  (it’s  now  349),  and 
propelled  ad  revenue  from  $150  million  to 
more  than  $500  million.  And  as  Parade’s 
circulation  grew  from  21  million  to  more 
than  37  million,  Anderson  netted  literary 


stars  David  Halber 
stam,  Norman  Mailer,  Carl 
Sagan,  Dr.  Joyce  Brothers,  and 
Gail  Sheehy  as  contributors, 
among  many  illustrious  others 
He  also  introduced  service 
tions  on  entertainment,  food, 
beauty,  science,  and  health,  and  a 
number  of  columns,  including 
“Inside  dot.com,”  “Fresh  Voices, 
and  “Ask  Marilyn. 

“I’m  following  someone  who  has 
been  a  brilliant  marketer,  deter 
mined  leader,  and  an  innovator, 
says  Anderson,  who,  with  the  bearing 
of  a  U.S.  Marine  and  the  courtesy  of 
Miss  Manners,  presided  over  a  recent 
interview  at  Parade’s  attractive  New 


Shaq  and  Tara  imrtte  everyone  to 

wKomeonHome 

jffwA  ly  Midwel  Ryan 


08ML*  MiiO»Tart»  IboH  Far  VotkAt  I'jWf  Q'^win 


j  York  headquarters.  Although  Anderson’s 
honors  and  awards  are  legion,  his  office  is 
adorned  only  with  photographs  of  family, 

I  friends,  and  colleagues  —  and  two  images  of 
I  Leonardo  da  Vinci’s  “Awakening  Slave.” 

For  his  part,  Vittorini  was  quoted  last 
December  in  Media  Industry  Newsletter 
saying,  “Eveiybody  knows  that  Walter  is 
!  a  brilliant  editor.  What  they  don’t  know  is 
that  Walter  is  a  brilliant  businessman,  too. 
For  years,  he  and  I  have  worked  closely 
together  in  strategizing,  and  Walter’s 
i  transition  from  editorial  to  corporate 
happened  long  ago.” 

Asked  whether  he  plans  to  shake  up  Pa- 


ends  of  the  earth  to  get  a  story,”  Anderson 
explains.  “And  not  just  get  it,  but  tell  it  in  a 
way  that  holds  their  attention,  so  that  the 
stoiy  has  tension.” 

He  shares  a  mantra  any  editor  would  ap¬ 
preciate:  “Clarity,  authority,  substance.” 
j  “One,”  raps  out  Anderson,  sounding  a  bit 
I  like  the  Marine  sergeant  he  was,  “is  it 
I  clear?  Is  it  what  it  says  it  is?  Two:  does  it 
have  authority?  Obviously,  Carl  Sagan 
writing  about  science  is  authority.  But 
more  important,  a  reporter  works  a  year  on 
a  story,  and  then  you  read  that  story  and 
you’re  getting  the  tip  of  the  iceberg.  You 
feel  the  authority.  Three:  substance  —  that 
I  learned  something  I  didn’t  know  before. 
So  communication  has  clarity,  authority, 
and  substance.  It  has  quality.  Now  if 
you’ll  notice,  that  becomes  the  hallmark 
of  Parade.” 


rade.  And,  as  an  example  of  the  magazine’s 
“emotional  connection”  with  readers  —  an¬ 
other  hallmark,  says  Anderson  —  he  picks 
up  an  issue  with  Bill  and  Hillary  Clinton  on 
the  cover  and  asks,  “What  is  the  fundamen¬ 
tal  question  asked  about  these  two  peo¬ 
ple?”  He  smacks  it  with  his  hand.  “Why  do 
they  stay  together?  We  answer  the  ques¬ 
tion.  Read  the  piece,”  he  suggests.  “You’ll 
be  moved  by  [Gail  Sheehy’s]  writing.” 

The  changing  ‘Parade’ 

Parade  began  in  1941  as  a  nickel-a-copy 
newsstand  magazine,  but  soon  made  the 
jump  to  newspaper  distribution,  running 
first  in  The  Tennessean  in  Nashville  and 
The  Washington  Post.  “We’re  in  349  news¬ 
papers,  and  there  aren’t  very  many  more 
that  we  could  go  into,”  says  Anderson,  re¬ 
ferring  to  the  magazine’s  strategy  of  forg¬ 


school  to  join  the  military,  looking  to  escape  the  pain,  violence,  and  abuse  of  his  childhood  back 
home.  He  had  to  keep  reminding  himself  —  en  route  to  earning  a  GED  and  graduating  from  three 
Marine  Corps  schools  —  that  his  best  friend’s  mother,  a  teacher,  had  said  she  believed  in  him. 


In  the  “spare  no  expense”  category, 
Anderson  cites  sending  Pulitzer  Prize¬ 
winning  photographer  Eddie  Adams  to  the 
Middle  East  to  get  a  single  photograph  for 
Parade's  holiday-season  story  last  year  on 
the  American  peacekeeping  troops  who 
watch  over  the  Egyptian-Israeli  border  in 
the  Sinai  Desert.  He  is  proud  of  the  fact 
that  what  he  calls  the  only  personal  inter¬ 
view  ever  granted  by  the  Pope  ran  in  Pa¬ 


ing  relationships  with  newspapers  in  major 
cities,  thereby  obviating  the  need  to  pursue 
smaller  papers  in  the  same  markets  (or 
precluding  it,  by  dint  of  Parade’s  arrange¬ 
ments  with  the  hub-city  behemoths). 

Parade  claims  a  circulation  of  37-1  mil¬ 
lion  and  an  audience  of  80  million.  Rival 
newspaper  magazine  USA  Weekend  puts 
its  own  circulation  at  22.5  million-plus 
and  readership  at  45  million  (although 


Walter,  at  age  3  in  Mount  Vernon,  N.Y., 
was  raised  in  a  tenement:  “I  read  myself 
out  of  poverty  long  before  I  worked 
myself  out  of  poverty." 

'  rade,  Anderson  says  the  magazine  has  been 
evolving  for  58  years,  and  will  continue  to 
change.  He  also  notes  that  an  editor  must 
be  “ruthless  in  the  pursuit  of  excellence,” 
and  says  that  his  recently  named  successor 
at  Parade  —  Lee  Kravitz,  who  founded  Pa¬ 
rade  Publications’  recently  shuttered  react 
magazine  for  teens  —  will  be  given  more 
!  resources  to  keep  improving  it. 

One  thing  that  won’t  change  is  Ander¬ 
son’s  faith  in  the  power  of  the  narrative: 
good  stories  well  told.  “I  think,  universally, 
all  human  beings  learn  by  hearing  stories 
and  telling  stories,”  he  says.  “Whenever 
someone  asks  you  a  question,  they’re  really 
asking  you  to  tell  a  story.  It’s  our  most 
primitive,  most  fundamental  form  of  com- 
I  munication  —  whether  it’s  a  joke  or 
whether  it’s  ‘Moby  Dick.’”  Stories  pass 
j  along  information,  traditions,  and  cultures, 
he  says;  in  addition  to  entertaining,  they 
1  teach.  “Readers  expect  Parade  to  go  to  the 
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with  565  outlets,  USA  Weekend  serves  a 
larger  number  of  newspapers).  Parade’s  ad 
revenue  in  1999  was  $532.9  million  with 
622  ad  pages,  according  to  Publishers 
Information  Bureau,  while  USA  Weekend’s 
was  $293.9  million  with  624  ad  pages. 
Parade  has  institutionalized  its  commit¬ 
ment  to  community  and  volunteerism 
with  its  Nation¬ 
al  Youth  Ser¬ 
vice  Day.  USA 
Weekend  spon¬ 
sors  Make  a 
Difference  Day. 

And  so  it 
goes. 

One  of  An¬ 
derson’s  key  ob¬ 
jectives  in  the 
next  year  or  two 


^  / 


Most  of  it  will  be  outdated  by  the  time  we 
receive  it.  Imagine  a  tremendous  blizzard, 
but  here  what  you  have  is  a  funnel  instead 
of  the  snow  hitting  the  ground.  It  pours 
into  the  funnel,  which  opens  into  a  glass, 
and  you  get  a  glass  of  water.  Great  editors 
select  from  all  this  information  all  that  is 
salient  for  readers,  and  do  the  digesting. 

There’s  no  more 
reader-friendly,  or 
viewer-friendly, 
medium  than 
newspapers,”  he 
concludes. 

Presented  with 
charges  from  USA 
Weekend  that 
Parade  is  losing  its 
zing  with  the  18-  to 
34-year-old  crowd 


k 


:  tributors  (columnists  Marilyn  Vos  Savant 
and  James  Brady,  for  instance,  as  well  as 
!  Walter  Scott,  author  of  Parade’s  “Personal- 
!  ity  Parade”  and  long  rumored  to  be  Ander- 
I  son’s  alter  ego);  and  Parade’s  willingness  to 
!  send  reporters  and  editors  all  over  the 
globe  —  rather  than  outsource  editorial 
work  —  at  any  cost,  for  however  long  it 
i  takes,  to  produce  a  short  story  or  even  a 
j  single  item  for  “Personality  Parade.” 

I  Along  the  same  lines,  Anderson  says  Pa- 
\  rade  still  prints  on  rotogravure,  which  costs 
more  than  other  publication  printing 
processes,  but  offers  superior  printing  ca- 
I  pabilities.  Why?  “Because  quality  comes 
j  first  at  this  magazine,”  he  says, 
i  When  USA  Weekend!s  challenge  is  prof- 
j  fered  again,  Anderson  says,  nicely,  calmly, 

I  “OK,  what  I  think  you  should  know  is  that 
i  in  eveiy  independent  survey  done,  we  are 


S 


Even  an  editor  needs  an  editor;  “I  respect  her 
opinion,”  says  Anderson  of  his  wife,  Loretta 
(they  were  married  in  1967),  who  is  the  first 
editor  of  all  his  books  and  non-Parade  projects. 


>  { 


is  to  meet  the  editors 
and  publishers  of 
Parade’s  client  news¬ 
papers  to  help  them 
secure  and  increase 
their  circulation  base, 
which  is  also  the  mag¬ 
azine’s  lifeblood.  He 
wants  to  help  them  define  their  needs  and 
determine  the  areas  where  Parade  can  help 
them  —  perhaps  in  ways  beyond  supplying 
and  continually  improving  the  magazine. 

Anderson  sees  a  bright  future  for  papers 
as  the  authoritative  guide  to  the  Web  be¬ 
cause  readers  in  the  information  age  have  an 
even  greater  need  for  knowledge  that  is  or¬ 
ganized  and  put  into  perspective  for  them. 
Parade.com  is  the  magazine’s  Web  site. 

“As  we  speak  right  now,”  he  says,  “more 
information  is  produced  in  the  next  few 
minutes  than  probably  in  all  of  history. 


so  beloved  by  ad¬ 
vertisers,  Anderson 
explains  that 
Parade  does  not 
criticize  the  compe-  ^  Muscular 
....  „  Anderson  puts  enormi 

tition.Hesays:  I  someone  t^k  the  time 
think  USA  Week¬ 
end  is  a  thoroughly 

professional  product,  put  together  by  dedi¬ 
cated  people  who  are  intent  on  serving  the 


At  a  kids’  Muscular  Dystrophy  Association  camp  in  Langhorne,  Pa.: 
Anderson  puts  enormous  energy  into  volunteer  work,  perhaps  because 
someone  took  the  time  to  help  him  during  his  difficult  childhood. 


more  popular  than  USA  Weekend  in  every 
age  group  —  including  18-to-34  —  and 


newspaper  community  and  intent  on  doing  '  there’s  a  reason  why.”  He  gets  on  the  horn 


well.  They  produce  a  different  magazine 
than  we  produce,  and  editors  and  publish¬ 
ers  evaluate  the  difference.  They  are  clearly 
different  editorially.” 

How’s  that?  “I  think  our  point  of  view  is 
different  from  theirs.  How  we  tell  stories  is 


and  summons  Fred  Johnson,  Parade’s  vice 
president  of  newspaper  relations.  Johnson 
arrives  bearing  a  sheaf  of  supporting  re¬ 
search  from  Dallas-based  Belden  Associ¬ 
ates,  which  over  the  years  has  completed  a 
number  of  studies  comparing  Parade  with 


different,”  says  Anderson.  With  prompting,  |  USA  Weekend. 


he  mentions  other  differences.  They  in¬ 
clude  Parade’s  storytelling  prowess;  the 
distinctive  voices  of  Parade’s  regular  con- 


www.editorandpublisher.com 


I  “Understand,”  says  Anderson  quietly,  I 
j  “we  did  not  open  this  door.  did  by 

I  the  USA  Weekend  comment.  I  won’t  say,  I  ! 

! 
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!  was  discharged  from  the  Marines  as  a  ser- 
i  geant,  he  had  passed  his  GED  (general 
I  equivalency  diploma)  exam  and  graduat- 
j  ed  from  three  Marine  Corps  schools. 

I  Returning  from  Vietnam  in  the  spring 
j  of  1966,  he  was  surprised  at  the  lack  of  re- 
1  spect  accorded  veterans  and  had  difficulty 
j  finding  a  job.  His  first  was  as  a  sales  rep- 
!  resentative  for  the  Metropolitan  Life  In- 
I  surance  Co.  “I  was  the  worst  insurance 
I  salesman  in  the  histoiy  of  the  world,”  he 
I  announces  cheerfully.  He  had  better  luck 
j  persuading  the  company’s  office  manager, 
the  former  Loretta  Gritz,  to  accept  his 
marriage  proposal  six  weeks  after  he’d 
arrived  and  met  her  there. 

Soon  after,  in  1967,  he  landed  a  job  as 
t  a  reporter  at  the  former  Reporter  Dis- 


\  patch  in  White  Plains,  N.Y.  He  subse¬ 
quently  served  there  in  various  senior 
management  positions  at  the  Westchester 
i  Rockland  Newspaper  Group  (now  The 
j  Journal  News),  whose  parent  is  Gannett 
j  Co.  Inc.,  which  now  owns  USA  Weekend 
—  an  irony  that  Anderson  is  quick  to 
point  out.  He  joined  Parade  as  a  senior 
editor  in  1977,  was  named  managing  edi¬ 
tor  in  ’78,  editor  in  ’80,  and  executive  vice 
president  of  Parade  Publications  in  ’96. 

I  Now,  says  Anderson,  whenever  he  has 
I  the  chance  to  be  a  Mrs.  Williams  in  the 
life  of  a  child,  he  does  it.  He’s  a  national 
spokesman  for  GED  (which  now  stands 
for  general  educational  development),  a 
director  of  the  National  Dropout  Preven¬ 
tion  Fund,  and  a  member  of  both  the 
U.S.  National  Commission  on  Libraries 
and  Information  Science  and  the 
Literacy  Volunteers  of  America’s 
national  advisory  board,  among  many 
other  philanthropic  activities. 

Of  all  the  accolades  he  has  received  for 
I  his  efforts,  however,  perhaps  the  highest 


was  being  nominated  by  Norman  Vincent 
Peale  for  the  1994  Horatio  Alger  Award, 
which  is  conferred  on  Americans  who 
have  overcome  Herculean  childhood  ob¬ 
stacles  to  achieve  great  success. 

Anderson  has  written  four  books,  the 
most  recent  of  which  is  “The  Confidence 
Course,”  based  on  a  course  he  developed 
and  taught  at  the  New  School  for  Social 
Research  starting  in  1994.  “[0]ne  way  or 
another,”  says  Anderson,  “I  teach  it  eveiy 
day  of  my  life. ...  In  a  sense  I’m  teaching  it 
[  all  the  lime,  because  I  live  “The  Confi¬ 
dence  Course.’” 


Leading  Parade  for  48  of  its  59  years  of 
existence:  Walter  Anderson  (20  years  at  the 
helm)  with  Jess  Gorkin  (28  years  as  editor,  at 
left)  and  with  new  Editor  Lee  Kravitz  (above). 
“This  is  the  top  of  the  major  leagues.” 

Anderson  and  his  wife,  who  have  two 
grown  children  and  a  grandson,  live  in 
White  Plains  —  on  the  right  side  of  the 
tracks  —  where  Loretta  edits  her  hus¬ 
band’s  non-Parade  projects. 

Today  in  his  spare  time,  Anderson  fish¬ 
es  —  “for  anything,  anywhere,”  he  de¬ 
clares.  He  is  gratified  to  be  the  owner  of  a 
1999  Harley  Davidson  Road  King  Classic 
motorcycle  —  “It  is  Aztec  orange  and  dia¬ 
mond  ice,”  he  says,  his  voice  softening 
with  reverence.  And  he  shares  his  readers’ 
penchant  for  health  and  fitness:  He  runs 
and  weight-trains,  has  competed  in 
triathlons,  and  says  he  could  still  com¬ 
plete  the  Marine  Corps  Combat  Physical 
Readiness  Test. 

But  Anderson  notes  that  none  of  the 
pastimes  he  favors  is  competitive.  “When 
I  work  out,  when  I  run.  I’m  by  myself,”  he 
says.  “The  reason  I  don’t  do  any  competi¬ 
tive  recreation  is  because  I  live  in  a  fierce¬ 
ly  competitive  world.  This  is  the  top  of  the 
major  leagues.  I’ve  got  enough  that  I  want 
balance  in  my  life.”  11 


refuse  to  say.  We’re  better  or  more  inter¬ 
esting.’  I’ll  let  readers  say  it,  let  editors 
say  it.  Fred  and  I  have  had  a  number  of 
conversations  about  how  we  respond  to 
Gannett  and  USA  Weekend  hype,  and  I 
said,  ‘It’s  not  who  we  are.  We  don’t  do 
that.  But,  if  a  question  is  raised,  let’s 
answer  it.’” 


A  Horatio  Alger  story 

For  sheer  dramatic  tension,  Ander¬ 
son’s  own  story  qualifies  for  a  Parade 
cover.  He  likens  himself  to  the  one  seed 
in  a  handful  that,  when  scattered  over 
concrete,  takes  root  and  blooms  against 
all  odds.  “I  grew'  up  in  a  difficult  and 
abusive  environment,”  he  says  softly.  “I 
was  raised  in  a  tenement,  and  [it  was] 
very  violent.” 

There  weren’t  many  people 
in  his  neighborhood  who  had 
high-school  diplomas,  much 
less  college  degrees,  he  says. 

But  there  was  a  woman  named 
Mrs.  Williams,  who  had  a  mas¬ 
ter’s  degree  from  Columbia  Uni¬ 
versity  Teachers’  College.  She 
taught  in  New  York,  and  her 
youngest  son,  Barry,  was  Ander¬ 
son’s  best  friend.  Mrs.  Williams 
persuaded  Anderson’s  parents 
to  take  him  out  of  public  school 
and  put  him  in  a  parochial  one 
“because  she  thought  I  had  tal¬ 
ent,”  says  Anderson. 

With  the  timing  of  a  pro, 
developed  through  numerous 
public  appearances,  Anderson  pauses 
a  moment  before  delivering  the  punch 
line:  “To  wit,  I  became  the  first  and 
only  student  ever  expelled  from  that 
parochial  school.” 

Mrs.  Williams  wouldn’t  give  up, 
though.  She  got  Anderson  placed  on 
scholarship  at  a  private  school  named 
Windward,  where  he  completed  two 
grades  in  a  single  year.  So  encouraged, 
she  got  him  tested  and  accepted  on  full 
scholarships  at  two  prep  schools.  Ander¬ 
son  took  one  look  at  the  students  there 
and  went  back  to  public  school.  “A  year 
and  a  half  later,  failing  nearly  all  sub¬ 
jects,”  he  says,  “I  quit  high  school  and 
joined  the  Marines.” 

There,  looking  to  escape  the  pain  in  his 
home,  he  found  pride,  honor,  and  a  sense 
of  responsibility.  And  as  each  day  went 
by,  he  recalls,  “I  would  say  to  myself, 
when  I  didn’t  know  anything.  Well,  an 
educated  person  believed  in  me.  Mrs. 
Williams  believed  in  me.  She  always 
told  me  I  could  do  this.’”  By  the  time  he 


78  EDITOR  &  PUBLISHER  JUNE  19,  2000 


www.editorandpublisher.com 


AVE 


The  broadest 
and  deepest  source 
of  news  photos, 
graphics  and 
newswire  copy 
for  your  publication 
or  Web  page 


The  single 
multi-media  and 
Web-ready 
newspaper  archive 
system  that  links 
text  and  images  so 
one  search  displays 
all  the  elements 
of  a  news  story 


A  Knight  Ridder  Company 


Making  the  Most  of  Your  Information 


Pressing  question  without  answer:  Who  did  it? 


BY  ALLAN  WOLPER 

Michael  Chibnik  wants  to  wish  away 
the  shadows  at  Seton  Hall  Univer¬ 
sity  in  South  Orange,  NJ.,  where 
three  students  died  and  at  least  58 
others,  including  his  son,  were 
burned  or  injured  in  a  mysterious  dormitory  fire.  But 
he  can’t.  Not  until  he  hears  authoritatively  how  and 
who  started  the  Jan.  1.9  fire  in  Boland  Hall  that  thrust 
his  son  Ben  into  an  intensive  care  unit  for  four  days 

with  a  bronchial  disorder  that  makes  his  Chibnik,  like  others  in- 
19-year-old  lungs  look  like  those  of  a  60-  :  volved  in  the  Seton  Hall 

year-old  man  with  a  lifelong  pack-a-day  tragedy,  want  the  press  to 
cigarette  habit.  find  out  what  Essex  County, 

“Ben  had  trouble  sleeping  after  the  ■  N.J.,  Prosecutor  Donald 
fire,”  Chibnik  says.  “He  will  always  have  Campolo’s  task  force  is 
the  psychological  scars  of  almost  dying,  of  ■  doing  about  solving  a  case 
knowing  that  his  friends  died.  He  couldn’t  that  goes  into  its  sixth 
concentrate  on  school.  He  had  to  drop  month  tomorrow.  “It’s  up 

out.  He’ll  be  back  next  fall,  but  he’ll  never  I  to  the  press  to  hold  people 
go  back  to  Boland  Hall.”  accountable,”  Chibnik  says. 


Boland  Hall  being  rehabbed  after  fatal  blaze 


I  Insert  More  Profit! 


Campolo  has  not  said  a  word  about 
whether  he  thought  the  fire  was  set  by 
prankster  students  or  an  arsonist,  although 
his  office  has  leaked  information  indicating 
the  fire  was  set  deliberately.  The  prosecu¬ 
tors  also  closed  off  Boland  Hall  to  reporters 
right  after  the  fire,  even  shooing  away  Seton 
Hall  administrators  and  professors.  This 
has  led  to  speculation  that  prosecutors  — 
committed  to  the  proposition  that  the  fire 
was  set  —  can’t  find  the  people  responsible 
for  starting  it  because  no  one  did. 

“WTiat  is  the  truth?”  asks  South  Orange 
Village  Township  President  William  Cal¬ 
abrese.  “The  news  media  have  led  people  to 
believe  that  it  was  arson.  When  I  read  The 
[Newark]  Star-Ledger,  that  is  the  impres¬ 
sion  I  get.  Even  people  at  Seton  Hall  think 
it  was  arson.  But  suppose  it  was  an  acci¬ 
dent.  Then  it  wouldn’t  be  as  big  a  story. 
Maybe  the  prosecutors  aren’t  talking  to  the 
press  because  they  don’t  want  to  admit  that 


Are  costly  packaging  problems  eating  away  the  profit  potential  of  your  insert 
sections?  Insert-filled  sections  bog  down  post-press  packaging  and  often 
require  on  army  of  hand  laborers.  That's  because  machines  can't  get  a  grip  on 
those  profitable  insert  sections.  Until  now!  The  BIG  STUFF^'^  newspaper  feeder 

is  a  reliable  feeding  engine  that  handles 
thick  insert  and  news  sections  with  ease. 

With  Big  Stuff  hoppers,  you  can  build 
reliable  post-press  automation 

such  as  folders, 

labelers 
to 

your  or  build  new 

solutions  for  a  huge  market! 

a  breakthrough  you 
see.  Call  today  for  a  free  video! 
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Call  Stepper,  Inc.  at  91 3-782-2584,  fax  91 3-782-2441 
or  email  stepper^bigstuff-stepper.com.  Do  it  today! 
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they  were  wrong.”  Calabrese’s  theory  is  lent 
some  credence  by  law-enforcement  sources 
who  acknowledge  they  no  longer  are  work¬ 
ing  exclusively  on  the  fire  investigation. 

Still,  Campolo  is  expected  to  ask  the 
courts  to  empanel  a  grand  jury  to  make  one 
final  stab  at  breaking  the  case  before  the 
Aug.  31  arrival  of  treshmen  at  the  newly 
refurbished  Boland  Hall. 

Peter  Ahr,  an  associate  professor  of 
religion  at  Seton  Hall  and  a  former  presi¬ 
dent  of  the  faculty  senate,  says  the  univer¬ 
sity’s  reputation  has 

that  Boland  did  not 
have  any  sprinklers 
(it  does  now). 

Ahr  notes  that 
prosecutors  took 
over  the  investiga¬ 
tion  within  hours  af¬ 
ter  the  fire  broke  out 
and  shut  the  Seton 
Hall  community  out  of  the  probe:  “We 
certainly  don’t  know  who  did  it.  But 
somebody  out  there  knows.  And  the  press 
should  be  raising  questions  about  what 
the  prosecutor  knows.” 

He  insists  students  need  to  be  told  about 
the  kind  of  environment  to  which  they  will 
return.  “We  need  some  closure,”  he  says, 
then  adds,  “I  know  the  place  where  the  fire 
started.  It  is  inconceivable  to  me  that  the 
fire  started  by  itself  It’s  an  open  space,  and 
there  is  nothing  there  to  create  the  kind  of 
fire  that  happened.” 

The  Star-Ledger,  whose  offices  are  a  15- 
minute  ride  from  Seton  Hall,  has  been  ag¬ 
gressively  covering  the  fire,  with  The 
Record,  in  adjoining  Bergen  County,  also 
in  the  hunt.  But  thus  far  neither  one  has 
managed  to  dig  up  anything  independent¬ 
ly  of  the  prosecutor’s  office. 

Guy  Sterling,  The  Star-Ledger's  lead  in¬ 
vestigative  reporter  on  the  fire,  says  he  has 
identified  several  Seton  Hall  students  pros¬ 
ecutors  believe  may  have  set  the  fire  or  may 
have  information  about  those  who  did,  and 
has  spoken  to  their  parents  and  lawyers. 

The  Star-Ledger  has  not  published  the 
students’  names  because  it  did  not  want  to 
brand  as  a  criminal  someone  who  might  be 
cleared  —  a  re-enactment  of  the  Richard 
Jewell  case.  Jewell,  now  a  Jackson,  Ga.,  po¬ 
lice  officer,  won  a  series  of  settlements  from 
news  organizations  who  identified  him  as 
the  prime  suspect  in  the  1996  bombing  at 
the  Summer  Olympics  in  Atlanta,  where  he 
was  working  as  a  security  guard. 

Sterling  and  James  P.  Willse,  editor 
of  The  Star-Ledger,  both  of  whom  gave  in¬ 
terviews  for  a  previous  E^P  stoiy  on  the 


fire,  declined  to  comment  for  this  article. 

The  Record  in  Hackensack  is  operating 
under  the  assumption  that  the  prosecutor’s 
office  has  come  up  empty,  based  mainly  on 
the  reporting  of  Seamus  McGraw,  lately  of 
APBnews.com,  the  financially  drained 
crime  news  Web  site.  “There  aren’t  any 
suspects,”  says  McGraw.  “The  prosecutors 
questioned  a  bunch  of  drunken  kids.  There 
was  no  physical  evidence  at  the  fire.  I  know 
the  kids  they  were  talking  to,  but  my 
sources  told  me  they  never  rose  to  the  level 
—  ^  of  being  considered 

HllllllllH  suspects.”  McGraw 

also  says  he  disagreed 
with  the  way  the 
word  “suspect”  was 
being  thrown  around 
by  reporters,  al¬ 
though  he  acknowl¬ 
edged  that  his 
information  might 
have  come  from  dif¬ 
ferent  investigators 
than  those  used  by  The  Star-Ledger.  “But  I 
think  my  sources  were  as  good  as  The  Star- 
LedgePs,”  he  says. 

Jerry  DeMarco,  law-and -order  editor  of 
The  Record,  notes  that  investigators,  even  in 
the  same  office,  have  different  criteria  for 
classifying  someone  as  a  suspect.  “The  pub¬ 
lic  needs  to  know  the  truth,”  he  says.  “But  it 
is  difficult  at  times  to  get  that  out.  The  pub¬ 
lic  needs  [to  know]  what  the  threshold  is 
for  calling  someone  a  ‘suspect.’  Never  to  my 
knowledge  has  the  prosecutor’s  office  said 
they  had  a  ‘suspect’  in  this  case.” 

Vivian  Waixel,  editor  of  The  Record,  says 
her  paper  has  been  approaching  the  fire 
story  the  same  way  The  Star-Ledger  has.  “I 
don’t  think  a  newspaper  should  play  God,” 
she  says.  “It  is  not  our  role  to  be  vigilantes. 
We  have  to  be  responsible.  That  responsi¬ 
bility  is  fairness  to  anyone  not  charged  with 
anything  and  not  convicted  of  anything.” 

Jerry  Lagurre,  the  20-year-old  editor  in 
chief  of  the  Setonian,  the  student  newspa¬ 
per,  is  as  frustrated  as  his  older  colleagues 
by  the  official  silence  of  the  prosecutor’s 
office.  “The  prosecutors  are  supposed  to 
serve  the  people  by  telling  the  press  what 
they  are  doing,”  Lagurre  says.  “Most  stu¬ 
dents  think  someone  set  that  fire.  The  fall 
semester  is  only  a  couple  of  months  away. 
If  they  don’t  find  out  what  happened,  we’ll 
be  asking  the  new  students  at  Boland 
whether  they  feel  safe  there.  And  whether 
their  parents  are  nervous.” 

It’s  a  sentiment  shared  by  Michael  Chib- 
nik.  “I  want  the  press  to  tell  me  that  Seton 
Hall  is  not  helping  the  prosecutors  to  sweep 
this  under  the  rug  so  that  they  can  get  a  big¬ 
ger  enrollment  next  year,”  he  says.  11 
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Chicago  tough  guys  turn  tender  in  saluting  Margaret  Whitesides, 
publisher  and  editor  of  a  lively,  long-run  alumni  newsletter 


BY  SANDRA  PESMEN  AND  BOB  HERGUTH 


Every  month,  90-year-old  Margaret  Whitesides 
puts  together  a  sprightly  newsletter  and  sends  it 
worldwide  to  some  300  alumni  of  the  now-defunct 
Chicago  Daily  News.  She  does  it  on  the  same  Smith 
Corona  manual  typewriter  she  used  for  almost  50 
years  at  the  paper,  where  she  was  an  editorial  assistant  to  seven  city 
editors.  That  illustrious  daily  won  15  Pulitzer  Prizes  before  Field  En¬ 
terprises  shut  it  down  March  4, 1978,  after  102  years  of  operation. 

Considered  the  only  publication  of  its  kind  Says  Lany  Green,  a  Daily  News  reporter 

to  have  run  so  long,  the  “CDN  Alumni  and  foreign  correspondent  and  a  Chicago 


Newsletter”  is  mostly  written  and  financially 
supported  by  its  readers,  who  mail  regular 
letters  full  of  news  to  their  dainty  editor. 

And  that’s  why,  when  90  members  of 
that  group  gathered  for  their  annual  re¬ 
union  May  20  at  Chicago’s  Como  Inn,  they 
surprised  Whitesides  with  a  party  to  cele¬ 
brate  her  90th  birthday  May  31. 


Sun-Times  editor  and  executive  before 
becoming  publisher  of  Hollinger  Interna¬ 
tional’s  Pioneer  Press:  “She’s  the  best 
editor  any  reporter  could  have.  She  never 
changes  a  word  of  anyone’s  copy.” 

All  the  newsletter  contributors  are  as  de¬ 
voted  to  the  publication  as  to  its  editor,  who 
never  married  and  lives  in  a  condo  in  Claren- 
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don  Hills,  Ill.,  with  broth¬ 
er  Bill,  78.  He  helps  her 


stuff  envelopes 
for  each  issue. 

Whitesides 
grew  up  in  Oak 
Park,  Ill.,  and  in 
1928.  after  high- 
school  graduation, 
she  became  a  sec¬ 
retary  in  the  adver¬ 
tising  department 
of  the  Daily  News. 
Occasionally,  she 
was  sent  to  the  city- 
room  to  take  dicta¬ 
tion  from  the  editor, 
and,  in  1943,  after 
World  War  II  de¬ 
pleted  the  news  de¬ 
partment’s  almost 


““ar- » *>  *• 


m ' 


Bill  Eaton  and  Georgie  Anne  Geyer 


all-male  staff,  Whitesides  became  the  second 
woman  to  serve  as  the  city  editor’s  editorial 
assistant.  Although  editors  changed  seven 
times,  she  remained  at  her  watch  34  years. 

“If  I  get  to  where  I  send  only  one  Christ¬ 
mas  card  each  year,  it  will  be  to  Margaret 
with  a  newsy  note,”  comments  Ed  Rooney,  a 
longtime  Chicago  police  reporter.  After  the 
paper  folded,  Rooney  earned  bachelor’s, 
master’s,  and  doctoral  degrees  at  Chicago’s 
Loyola  University,  then  taught  journalism 
there  until  his  recent  retirement. 

Among  the  Daily  News  veterans  who 
traveled  to  Chicago  for  the  event  were 
Washington-based  syndicated  columnist 
Georgie  Anne  Geyer  and  Pulitzer  Prize¬ 
winner  Bill  Eaton. 


www.editorandpubllsher.com 


I  In  their  hey¬ 
day,  no  one  was 
tougher  than  the 
Daihf  News  band 
of  rogues,  led  by 
the  likes  of  the 
now-deceased 
Mike  Royko, 
Washington  Bu¬ 
reau  Chief  Peter 
'  Lisagor,For- 
eign  Correspon- 

”  Beech,  and  Car- 

toonistJohn 
Fischetti. 

;  But  on  this 

”  more  tender 

«.*r  than  those  who 
"  r  ^  “  remained  and 

“  p ;  paid  tribute  to 

their  beloved  Mar- 
'  i- .  garet.  Cards,  flow- 

K  IT  letters 

'  I  ;  came  from  all 

"  across  the  country. 

As  is  usual  at  these  reunions, 
several  attendees  rose  to  tell  anec- 
1  dotes  of  their  days  together  in 
'j  that  newsroom.  They  also  men- 
I  tioned  a  new  book  of  Royko 
:1  columns,  “For  the  Love  of  Mike: 
More  of  the  Best  of  Mike 


ter  the  Daily  News 
folded,  a  friend  of 
mine  asked  me  to 
take  her  down  to 
use  the  Chicago 
Sun-Times  library, 
which  was  in  the 
same  building.” 

They  ran  into 
Royko,  then  work¬ 
ing  for  the  Chicago 
Sun-Times.  White- 
sides’  friend  re¬ 
minded  Royko  that 


in  a  while  I  go  up  there  and 
play  polo.  In  the  1960s,  when 
the  ethnics  came  into  promi- 
nence,  I  changed  my  name 
to  Royko.’” 

After  thanking  her  col- 
leagues  for  what  she  declared 
was  “the  best  birthday  of  my 
life,”  Whitesides  quoted  the 
late,  legendary  Chicago  Daily 
»  1.  News  city  editor,  Clem  Lane. 
W  B  “I’ll  say  what  Clem  Lane 

used  to  tell  his  reporters,” 
she  said.  “Thanks  for  the 
hyperbole!”  ® 

“Glimpses  of  Margaret,”  top  to  bottom:  A  photojournalistic 
approach;  the  guest  of  honor  and  her  birthday  cake;  and 
Whitesides  with  Milt  Freudenheim,  a  medical  writer  for  The 
New  York  Times  who  was  head  of  the  CDN’s  Paris  bureau. 


her  father  and  his 
came  from  the  same 
village  in  Hungary. 

“‘Oh  no.  I’m  a 
WASP,’  answered 
Royko,  whose  father 
came  from  Poland 
and  ran  a  Chicago 
saloon.  ‘My  real 
name  is  Ron  Far¬ 
rington.  I  was  bom 
in  Lake  Forest  [a 
posh  Chicago  sub¬ 
urb]  and  every  once 


Margaret  Whitesides,  above,  and  CDN  vets 
John  Camper  and  Ellen  Warren,  below 


■  Royko,”  to  be 

published  by  the 
University  of 
Chicago  Press, 
publisher  of  his 
“One  More  Time: 
The  Best  of  Mike 
Royko.” 

Among  many 
stories  told  was 
one  about  the 
day  early  in 

Whitesides’  career  when  she  sat  at  her  desk 
and  greeted  a  man  with  shaggy  hair  and  a 
rumpled  suit.  She  thought  he  was  the  type¬ 
writer  repairman,  when,  in  fact,  he  was  Carl 
Sandburg,  then  a.  Daily  News  reporter,  who 
had  dropped  by  to  see  her  boss. 

When  the  accolades  were  over,  the  lunch¬ 
eon  committee  presented  Whitesides  with  a 
gold  bracelet  inscribed,  “Happy  90th  Birth¬ 
day.  Love,  your  CDN  family.” 

Then  Whitesides  marched  briskly  to  the 
microphone  to  say  a  few  words  of  her  own. 

“I  think  I  have  to  tell  you  my  favorite  Mike 
Royko  story,”  she  began.  “A  couple  years  af- 


This  90-year-old  news  story 
is  just  developing. 
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ware  costs  much  less  than  a  journalist  with 
an  expense  account,”  Denton  joked. 

The  process  is  described  on  the  More¬ 
over. com  site  itself:  “The  software  uses 
clues  in  the  HTML  coding  of  Web  sites 

to  distinguish  news  _ 

headlines  from  irrel-  | 
evant  information 
on  a  page.” 

Presumably,  this 
means  that  the 
program  is  trained 
to  ignore  sightings 
of  Elvis  piloting  a 
UFO.  The  technolo¬ 
gy  can  also  deter¬ 
mine  the  “newness” 
of  a  headline,  mak¬ 
ing  it  what  Jarvis  called  “the  first  portal 
with  dynamic  content.” 

From  1990  to  1998,  Denton  was  a 
reporter  for  the  Financial  Times  of 
London,  and  co-authored  a  book,  “All 
That  Glitters,”  about  the  collapse  of 
Barings  Bank.  He  had  most  recently  been 
the  FTs  U.S.  technology  correspondent, 
based  in  San  Francisco. 

Moreover  .corn’s  other  partners  have 


Online  content  providers  appear  to  be  dropping  like  flies, 
but  content  aggregators  seem  to  be  soaring  like  eagles 


Nick  Denton 

CEO 

Moreover.com 


BY  WAYNE  ROBINS 

CONTENT  IS  KING.  NOT! 

While  the  obits  and  appreciations  were  being 
written  for  free-standing  online  news  sites  such  as 
APBnews.com,  NewsWatch,  and  others,  the  Web- 
feed  site  Moreover.com  was  feasting  on  $21  million 
invested  by  both  venture  capitalists  and  key  media  players,  includ¬ 
ing  Advance  Publications  and  Reuters. 

“If  you  want  to  be  courageous  and  create  fantastic  content,  do 

an  online  content  site,”  said  Nick  Den- 
ton,  CEO  of  Moreover.com.  “But  if  you 
want  to  build  a  company  that  will  j 

make  a  huge  amount  of  money,  ! 

aggregation  is  the  way  to  go.”  j 

Put  simply,  Moreover.com  S 

harvests  headlines,  categorizes  them,  G 

and  links  them  to  their  source  page.  It  c 
claims  to  have  the  Internet’s  largest 
collection  of  Webfeeds,  “customized, 
categorized  headline  feeds  that  draw 
content”  from  more  than  1,500  sources 
on  the  Web.  Clicking  on  a  headline 
will  take  you  to  the  source  page,  be  it 
CNN.com  or  The  Manila  Times  Internet 
Edition,  Hydrocarbon  Online  or  the  New 
Musical  Express. 

“As  a  content  person  who  cares  about  in¬ 
tellectual  property,  it  doesn’t  steal,  or  frame, 
or  do  anything  bad  to  my  content.  It  sends 
traffic  to  it,”  said  Jeff  Jarvis,  president  of 
Advance  Internet,  the  online  arm  of  the 
media  company  that  includes  Newhouse 
Newspapers  and  Conde  Nast  magazines. 

“We  don’t  host  any  of  the  content.  We 
just  point  people  in  the  right  direction,” 
Denton  said. 

Don’t  look  for  a  room  or  even  a  rim  of 
actual  journalists  sifting  through  informa¬ 
tion.  Moreover.com  uses  its  own  proprietary 
technology  in  the  form  of  a  “spider”  trained 
to  extract  news  from  the  Web.  “The  soft- 


nuts-and-bolts,  Net-and-bytes  back¬ 
grounds.  The  combination  of  content 
usefulness  and  technological  vision  is  one 
reason  Advance  Internet  was  willing  to  in¬ 
vest  in  Moreover.com  no  matter  where  the 
NASDAQ  was  headed.  “In  having  Advance 
as  a  backer,  it  fits  well  with  our  intention  to 
broaden  the  content  we  aggregate,”  Denton 
said.  “We  started  with  business  and  tech¬ 
nology,  but  are  moving  more  into  consumer 
areas,  such  as  food.”  Among  Advance  Inter¬ 
net’s  brands  is  the  epicurious.com  food 
Web  site.  “Epicurious  is  begging  for  a  feed 
of  newspaper  food  sections  from  around 
the  country,”  Jarvis  said.  “You  can  create 
feeds  in  specialized  areas  that  can  be  valu¬ 
able  to  those  properties,  while  getting  con¬ 
sumers  to  discover  our  content.”  11 
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A  gallery  with  portraits  of  2,200-plus  publicly  traded  companies 

BY  CHARLES  BOWEN 

S  NEWSPAPERS  INCREASINGLY  RELAX  THE  OLD 
“beats  system”  and  make  more  of  their  staffers  into 
general-assignment  reporters,  it  gives  the  papers 
more  flexibility.  But  there  can  be  a  trade-off:  a  de¬ 
clining  number  of  specialists  on  various  local  top¬ 
ics  who  were  groomed  right  in  a  given  newspaper’s  newsroom. 

For  the  young  reporter  and  young  editor,  this  can  mean  fewer 
“old  hands”  whose  advice  can  be  sought  across  the  room  before 


heading  into  unfamiliar  territory. 

This  is  particularly  noticeable  in  a 
detail-rich  field  such  as  business  and 
finance,  where  just  knowing  how  to  find 
the  tools  for  the  work  at  hand  can  be 
;  half  the  job.  While  the  World  Wide 
I  Web  can’t  take  the  place  of  old  Bob, 
i  I  who  covered  business  since  before  the 
! :  AT&T  breakup,  it  can  at  least  lend  you 
!  I  some  of  the  tools. 

I  For  example,  as  old  Bob  would  have 
[  j  told  us,  company  annual  reports  are  like 
i  j  gold  for  journalists  covering  the  business 
I  beat.  Collected  and  stored,  the  reports 
I  j  can  be  referred  to  throughout  the  busi- 
j  ness  year  whenever  a  specific  company 


figures  into  a  story. 

The  U.S.  Securities  and  Exchange 
Commission  requires 
all  publicly  traded 
companies  to  publish 
these  annual  reports. 

Most  have  similar 
structures,  with  a 
letter  to  the  stock¬ 
holders  from  the 
chairman  or  CEO, 
financial  highlights, 
balance  sheets,  profit- 
and-loss  statements,  a 
year-in-review  feature,  projections, 
a  complete  list  of  board  members,  and  in¬ 


formation  about  new  business  and  out¬ 
standing  shares. 

But  what  happens  in  your  newsroom 
when  old  Bob  is  no  longer  out  there 
routinely  tucking  away  those  thiek 
annual  reports  when  they  arrive  in  the 
mail  from  the  headquarters  of  compa¬ 
nies  of  local  interest?  Let  the  Web  do  it. 

A  site  provided  by  Cornerstone 
Investor  Relations  links  to  more  than 
2,200  annual  reports,  covering  the 
majority  of  the  Fortune  500  eompanies. 
They  are  listed  alphabetically,  with  a  link 
to  each  company’s  home  page,  as  well  as 
a  “Snap  Shot”  vrith  broker  recommenda¬ 
tions  of  the  company  compiled  by  Zacks 
Investment  Research. 

To  use  the  resource,  visit  http://www 
.reportgallery.com,  where  a  large  yellow 
button  at  the  top  of  the  site  invites  you  to 
“Click  Here”  to  view  the  library  of  annual 
reports.  Do  that  and  the  site  opens  the  top 
of  its  alphabetized  list  of  the  reports. 

Page  down  the  list  with  the  scroll 
bar  or,  to  move  to  another  list,  go  to 
the  bottom  of  the  screen  and  click  on  a 
different  part  of  the  alphabet.  For  each 
company,  the  site  lists: 

•  The  company  name,  which  is  hy- 
perlinked.  Clicking  it  takes  you  to  the 
company’s  own  home  page. 

•  A  “Snap  Shot” 
designation.  For  most 
companies,  a  “Z”  logo  is 
displayed  here.  Click  it 
to  go  to  a  Zacks-powered 
report  of  analysts’  sugges¬ 
tions  on  the  company. 

•  An  “Annual  Report” 
link,  which  takes  you  to 
the  firm’s  most  reeent  re¬ 
port.  Most  of  the  compa¬ 
nies’  annual  reports  are  in 

HTML  (hypertext  markup  language) 
format,  meaning  they  are  viewable  on¬ 
line.  However,  a  few  must  be  dovm- 
loaded  and  viewed  offline  with  Adobe 
Acrobat  Reader.  If  you  don’t  have  this 
software,  the  site  invites  you  to  down¬ 
load  a  free  copy. 

•  The  firm’s  stock  symbol  and  the 
designation  of  the  stock  exchange  on 
which  it  is  traded.  The  name  is  clickable 
to  take  you  to  the  exchange’s  stoek  infor¬ 
mation  site. 

Other  considerations  in  using  the 
Annual  Report  Gallery  for  your  \vriting 
and  editing: 

If  you’re  looking  for  information 
about  companies  outside  the  United 
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>  Contact 


States,  click  the  “International  Gallery” 
link  on  the  introductory  screen.  The 
resulting  page  hooks  you  up  with  re¬ 
sources  for  finding  reports  from  Japan¬ 
ese,  Korean,  British,  and  South  African 
companies,  and  has  additional  links  for 
other  international  report  databases. 

2  For  an  extensive  collection  of 
related  financial  tools  elsewhere  on 
the  Web,  click  the  introductory  page’s 
“Links”  button  at  the  left  of  the  screen 
or  select  “Financial  Links”  from  the 
list  at  the  top  of  the  screen.  The  next 
screens  provide  hundreds  of  links  to 
online  business  magazines  and  news¬ 
papers,  domestic  stock  exchanges, 
general  business  sites,  and  links  to 
international  financial  data  from 
Africa,  the  Middle  East,  Asia,  Australia, 
Europe,  North  and  South  America, 
and  the  Caribbean. 

3  To  search  for  a  company,  click  the 
“Search”  button  at  the  top  of  the  in¬ 
troductory  screen.  ( 


www.reportgallery.com 


Bowen  is  a  West  Virginia-based  journal¬ 
ist,  30-year  veteran  of  newspapers,  and 
host  of  the  daily  “Internet  News”  syndi¬ 
cated  radio  show. 
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Weeklies  can  raise  revenue  stream  by  making  available 
digital  databases  of  arts-and-entertainment  listings 
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BY  LUCIA  MOSES 

Alternative  newspapers  may  be 
picked  up  most  often  for  their 
extensive  weekly  arts-and-enter- 
tainment  listings  —  so  they  could  be  miss¬ 
ing  a  great 
opportunity  if  they 

don’t  think  about  it  yOU 

electronic  applica-  -■  j 

tions  for  that  data,  tl3,V0  ClJ 

Net  experts  say.  _ 5 _ 

Len  Sellers,  a  rep-  yOU  TC 

resentative  of  Razor-  „  rr 

fish,  an  Internet  **'  ^ 

strategy  firm,  and  a 
journalism  professor 
at  San  Francisco 

State  University,  urged  alternative  papers  to 
store  their  articles  electronically  so  they  can 
be  packaged  for  portable  devices.  “You  have 
content  that’s  valuable  to  others,”  he  told 
editors  and  publishers  at  the  Association  of 
Alternative  Newsweeklies  convention  earli¬ 
er  this  month.  “If  you  don’t  have  databases, 
you’re  making  a  big  mistake.” 

While  alternative  papers  are  enjoying 


good  times,  they  have  some  catching 
up  to  do  on  the  Net.  At  the  gathering 
Sellers  addressed,  only  half  the  audience 
members  indicated  with  a  show  of  hands 
that  their  papers  had  online  editions. 

Part  of 

3  ,  theprob- 

i.vlll  1/  lem  may 

.  1  be  that 

tabaSeSy  altema- 

laking  not  like 

3LCI/JVC'*  pap>ers. 

-LEN  SELLERS 

Razorfish  .  .  , 

ing  into 

groups  such  as  Village  Voice  Media  and 
New  Times,  alternatives  like  to  think  of 
themselves  as  independent.  Sellers  allud¬ 
ed  to  that  when  answering  a  question 
about  how  the  weeklies  should  sell  their 
content  electronically:  “You  don’t  want  to 
do  it  nationally  because  you  guys  fight 
with  each  other  too  much  to  make  it  suc¬ 
cessful  on  the  business  side.”  II 


ARCHITECTURE 
PROGRAMMING 
MASTER  PLANNING 
FEASIBILITY  STUDIES 
OPERATIONAL  COST  STUDIES 
EQUIPMENT  MANNING  STUDIES 


I  believe  If  we  make  our  decisions  based  on 
wbat  is  in  the  best  interest  of  our  clients,  it  will 
prove  to  be  in  our  best  interest  in  the  long  run. 

Dario  D  D.  DiMare,  AIA 
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to  make  this  investment  profitable  via 
revenue  from  ads  and  sponsorships  con¬ 
nected  to  the  features,  which  will  poten¬ 
tially  be  seen  by  millions  of  AOL 
subscribers  and  nonsubscribers  alike. 

The  comics  appear  in  color  on  AOL. 
And,  unlike  some  online  arrangements. 


The  iPipe  Internet  firm  joins  with  syndicates  to  make  cartoons 
and  columns  available  on  various  AOL  domains 


BY  DAVE  ASTOR 

An  Internet  company  has  reached  an  agreement 
with  America  Online  to  make  syndicated  comics, 
editorial  cartoons,  and  columns  available  to  AOL. 

IPipe  —  an  Internet  content  distributor  and  ad 
network  that  works  with  the  National  Cartoonists 
Society,  individual  artists,  and  others  —  is  now  also  working  with 
several  syndicates  in  the  AOL  deal. 

So  far,  iPipe  is  providing  content  from  King  Features  Syndicate, 

Creators  Syndicate,  Copley  News  Service,  ly  with  artists,  such  as  “Mother  Goose  & 

and  the  Los  Angeles  Times  Syndicate  Grimm”  creator/editorial  cartoonist  Mike 

(LATS)  to  various  AOL  entities  —  includ-  Peters  of  Tribune  Media  Services, 
ing  the  AOL  subscriber  service,  AOL.com,  Johann  said  iPipe  paid  AOL  a  “signifi- 

Netscape  Netcenter,  and  CompuServe.  cant  sum”  —  he  declined  to  specify  the  ex- 
Rich  Johann,  iPipe  president  and  CEO,  act  amount  —  to  place  the  features.  The 
said  his  firm  also  made  AOL  deals  direct-  !  company  (http:/ /www.ipipe.com)  hopes 


More  exposure  for  many  syndicated  features 

the  syndicated  features  are  posted  on 
AOL  the  same  day  they  appear  in  print. 

“Gags  about  New  Year’s  Eve  aren’t 
funny  on  January  15,”  observed  Johann. 

He  added,  “We’re  not  siphoning  off 
readers  from  print.  We’re  complementing 
print.”  Johann  explained  that  many  peo¬ 
ple  will  still  read  the  features  in  newspa¬ 
pers,  but  the  AOL  deal  will  also  make  the 
features  available  to  computer  users 
whose  local  papers  don’t  carry  the  fea¬ 
tures,  as  well  as  to  people  who  can’t  see 
their  papers  when  they’re  out  of  town. 

Some  syndicated  content,  such  as  the 
Creators-distributed  “Ann  Landers,”  was 
appearing  on  AOL  even  before  the  iPipe 
deal.  And  Universal  Press  Syndicate  began 
placing  some  features  on  AOL  in  March 
1999,  according  to  Scott  Shorter,  director 
of  content  development  and  acquisition  for 
uclick  (formerly  Universal  New  Media). 
They  include  comics  such  as  “Doonesbury,” 
“FoxTrot,”  “Garfield,”  and  “Stone  Soup,”  as 
well  as  editorial  cartoons  by  Tony  Auth, 

Pat  Oliphant,  and  Tom  Toles. 

These  Universal  features  don’t  appear 
on  AOL  until  a  number  of  days  after 
they’re  published  in  newspapers.  And 
most  are  in  black  and  white. 

“We  always  respect  creators’  wishes  on 
that,”  noted  Shorter,  who  said  some  are 
sensitive  about  how  well  outside  firms 
colorize  features  designed  to  be  black  and 
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Solna  Web  offers  the  broadest  line  of  single-width  web  presses — in  both  horizontal  and  vertical  formats. 
Historically,  web  printers  have  been  forced  to  choose  one  design  over  the  other,  but  now  Solna  offers 
both  tjTpes  of  presses  to  match  your  production  needs.  For  newspaper  or  coinmercial 
printing,  as  stand-alone  press  lines  or  to  add  capacity,  look  to  Solna  for  the  best  f 

single-width  solutions.  kt 
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Geac  Publishing  Systems  has  the  tools  to  take 
command  of  your  newspaper  today!  From  editorial 
to  advertising,  to  circulation  and  the  web,  we  have 
the  total  publishing  solution. 

Integrated,  Multi-Media,  Multi-Publication  Solutions 

Sales  functionality  for  ROP  and  classified  ads;  prospecting,  sales. 
Command^”  pi'oduction,  contracts,  customer  management,  and  AR. 

Media  tools  for  text  authoring,  content  management,  copy  flow. 
Command^”  <^omposiPon,  editing,  scripting,  wire  and  image  management, 
parallel  PostScript  and  XML  output 

Circulation  facilitates  single  copy,  subscriber  management,  customer  service 
Command’^”  mailings;  routes,  runs  and  rounds,  returns,  supply  and 

subscriptions  via  the  web. 

Finance  provides  invoicing,  aging,  credit  management  adjustment  and 
Command^”  payment  processing,  re-rating,  cash  and  period  processing, 
extensive  sales  and  financial  reports. 


Publishing  Systems 

tel:  8 1 3.878.7867 
fax:  8 1 3.878.275 1 
www.publishingsystems.geac.CGm 
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white.  He  said  one  reason  why  “Garfield” 
is  colorized  on  AOL  is  that  cartoonist  Jim 
Davis’  Paws  company  handles  the 
process.  But  cartoonists  without  big  staff’s 
may  not  have  time  to  colorize  comics. 

Shorter  did  say  that  more  Universal 
features  could  eventually  run  in  color  on 
AOL.  He  added  that  the  delay  before 
posting  may  or  may  not  change. 


Among  the  comics  available  on  AOL 
via  iPipe  are  “Baby  Blues,”  “Curtis,” 
“Funky  Winkerbean,”  “The  Family  Cir¬ 
cus,”  and  “Zits”  (King);  “One  Big  Happy” 
and  “Wee  Pals”  (Creators);  and  “Frank  & 
Ernest”  (United  Media). 

Editorial  cartoonists  include  Bob  Gor- 
rell  and  Mike  Luckovich  (Creators);  Steve 
Breen  and  Mike  Ramirez  (Copley);  Jeff 


Danziger  and  Doug  Marlette  (LATS);  and 
Bill  Mitchell  (Web  self-syndicator). 

Columnists  include  Charley  Reese,  Carl 
Rowan,  and  Roger  Hernandez  (King); 
and  Mona  Charen,  Robert  Novak,  Tony 
Snow,  and  Thomas  Sowell  (Creators). 
There  are  non-Op-Ed  writers,  too. 

The  content  iPipe  provides  AOL  runs 
on  iPipe  servers  in  Richmond,  Va.  il 


j^er  a  gifted  artist  dies 

‘Shoe’  to  go  on  as  Jeff  MacNelly  is  mourned 


And  Tribune  Media  is  offering 
replacement  editorial  cartoons 


BY  DAVE  ASTOR 


A  the  death  of  JelFMacNelly,  Tribune 
Media  Services  (TMS)  has  an¬ 
nounced  that  his  “Shoe”  comic  will  go  on. 

A  TMS  spokesperson  said  a  successor 
hasn’t  been  determined  yet.  MacNelly- 
created  “Shoe”  strips  will  appear  until 
July  3  (dailies)  and  July  9  (Sunday). 

“Shoe,”  launched  in  1977,  was  running  in 
more  than  1,000  papers  worldwide  when 
MacNelly  died  of  lymphoma  June  8  at  the 
age  of  52  {E&P,  June  12,  p.  14). 

TMS  is  offering  the  nearly  500  papers 
that  ran  MacNeliys  Chicago  Tribune  edito¬ 
rial  cartoons  five  replacement  possibilities. 


S  PEOPLE  CONTINUE  MOURNING 


They  include  Dick  Locher  of  the  Tribune  -, 

Mike  Peters  of  the  Dayton  (Ohio)  Daily 
News;  Don  Wright  of  The  Palm  Beach  Post, 

West  Palm  Beach, 

Fla.;  Walt  Handels- 
man  of  The  Times- 
Picayune,  New 
Orleans;  and  Jack  j 
Ohman  of  The  Ore¬ 
gonian,  Portland. 

There’s  no  word 
yet  on  a  possible 
successor  to  illustrate 
Dave  Barry’ s  weekly 
humor  column, 

which  runs  in  - 

500-plus  papers.  cartoon  character  is  continuing. 

MacNell/s  last 

drawing  for  that  feature  appeared  June  11. 

Barry  is  among  those  mourning  the  car¬ 
toonist’s  death.  “JeffMacNelly  was  the  best 
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4995  Monaco  Street,  Commerce  City,  CO  80022 
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ftiend  and  co-conspirator  a  guy  could  ever 
have  hoped  for,”  he  said  in  a  statement. 
“Week  after  week,  year  after  year,  in  good 

- ,  times  and  bad,  he 

I  drew  brilliant  car- 
j  toons  illustrating  my 
columns  even  when 
i  I  had  no  idea  what 
the  point  of  a  partic- 
!  ular  column  was. 
“Meanwhile,  Jeff 
was  also  producing 
those  wonderful, 
three-time-Pulitzer- 
winning,  balloon- 

- puncturing  political 

is  continuing.  cartoons,  and  the 

nationally  beloved, 

j  comfortingly  hilarious  ‘Shoe’  comic  strip. 

Oh  yeah,  and  he  was  a  hell  of  an  artist. 

I  “All  of  this  from  a  guy  who  had  zero 
pretentiousness,  a  guy  who  never  drew 
attention  to  himself  except  to  make  fun 
of  himself,  a  guy  who  could  have  run  with 
the  media  elite,  but  was  much  happier 
having  a  beer  with  his  plumber.  This 
world  has  lost  a  quiet  genius.” 

MacNelly  assistant  Chris  Cassatt  said, 
“He  was  my  best  fnend,  the  best  boss,  and 
the  person  I  most  admired  on  this  planet.” 

TMS  President/CEO  David  Williams 
stated,  “JeffMacNelly  was  one  of  the 
most-followed  cartoonists  in  the  business. 
From  the  daily  Op-Ed  pages  to  the  comics 
pages,  Jeff  was  not  onlj  an  insightful 
commentator  on  our  daily  lives,  but  one 
of  this  country’s  most  gifted  humorists 
and  artists  as  well.” 

He  was  also  a  keen  observer.  Mike  Peters 
recalled  traveling  with  MacNelly  by  taxi 
and  foot  from  their  hotel  to  the  Democratic 
convention  in  New  York  two  decades  ago. 
Along  the  way,  they  talked  with  the  eccen¬ 
tric  driver  of  their  cab  and  saw  many  inter¬ 
esting  people  on  the  street  (including  a  man 
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2000  NATIONAL  CHAMPIONSHIPS 


40th  ANNIVERSARY 


DISTINGUISHED  s, 
AO  ACHIEVEMENT  O/ 
IN 

XN  JOURNALISM 


The  winners  -  left  to  right: 

Nova  Safe,  University  of  Southern  California  ♦  RADIO:  Sscond  Place  and  $4,000  Award 

Sean  Horejs,  University  of  Nevada  ♦  TELEVISION;  Second  Place  and  $4,000  Award 

Shashank  Bengali,  University  of  Southern  California  ♦  PRINT:  First  Place  and  $5,000  Award 

Manuel  Bojorquez,  University  of  Southern  California  ♦  TELEVISION:  Third  Place  and  $3,000  Award 

Mark  Greenblatt,  University  of  Missouri  ♦  TELEVISION:  First  Place  and  $5,000  Award 

Leif  B.  Strickland,  University  of  Southern  California  ♦  PRINT:  Third  Place  and  $3,000  Award 

Grayson  Kamm,  University  of  Florida  ♦  RADIO:  First  Place  and  $5,000  Award 

Michael  C.  Weimar,  University  of  Florida  ♦  PHOTO;  Third  Place  and  $3,000  Award 

Amanda  Taylor,  University  of  Florida  ♦  RADIO:  Third  Place  and  $3,000  Award 

Matthew  Batcheldor,  Western  Kentucky  University  ♦  PRINT:  Second  Place  and  $4,000  Award 

Vincent  Pugliese,  Ohio  University  ♦  PHOTO:  First  Place  and  $5,000  Award 

Chris  Hamilton,  Western  Kentucky  University  ♦  PHOTO:  Second  Place  and  $4,000  Award 


The  Hearst  Journalism  Awards  Program  congratulates  winners  of  the 
40th  Annual  National  Print,  Photojournalism  &  Broadcast  News  Championships. 
We  wish  them  continued  success  in  their  journalism  careers. 


For  further  information,  contact  the  chair  of  any  accredited  school  of  journalism  or 
The  Hearst  Journalism  Awards  Program  •  90  New  Montgomery  Street,  Suite  1212  •  San  Francisco,  CA  94105  •  415.543.6033 
Fully  funded  by  the  William  Randolph  Hearst  Foundation,  under  the  auspices  of  the  Association  of  Schools  of  Journalism  and  Mass  Communication. 


dressed  as  Abraham  Lincoln).  Peters  re¬ 
called  doing  a  “lame”  cartoon  about  Jimmy 
Carter  later  that  day,  while  MacNelly  did 
one  incorporating  what  they  e.\perienced 
on  their  way  to  the  convention  site. 

A  convention  of  another  sort  takes  place 
this  week  when  the  Association  of  Ameri¬ 
can  Editorial  Cartoonists  meets  in  Min¬ 
neapolis.  AAEC  President  Steve  Benson 
said  there  will  be  some  sort  of  tribute  to 
MacNelly  at  the  June  21-24  gathering. 

“Jeff  was  one  of  the  most  personable  and 
professional  people  I  ever  met”  —  and  a 
“superbly  gifted”  satirist  and  artist,  added 
Benson,  who  is  with  The  Arizona  Republic 
in  Phoenix  and  United  Media. 


SYNDICATES 


“Non  Sequitur”  creator  Wiley  Miller  of 
Universal  Press  Syndicate  said,  “Jeff  was 
the  most  purely  talented  cartoonist  to  ever 
come  dowTi  the  pike.  His  combination 
of  dynamic  art,  wit,  and  whimsy  was 
unmatched  by  anyone,  before  or  since.” 

And  Dick  Locher  commented  on 
MacNelly’s  amiizing  capacity  for  work. 

“He  had  a  schedule  and  a  half,”  said  the 
Chicago  Tribune  cartoonist. 

MacNelly  not  only  did  editorial  car¬ 
toons,  “Shoe,”  and  the  Dave  Barry  illustra¬ 
tions  but  also  painted  and  sculpted.  And 
he  created  the  TMS-distributed  “Pluggers” 
comic  now  dra^v^l  by  Richmond  (Va.) 
Times-DispatchITiorih  America  S>ti- 


dicate  editonal  cartoonist  Gaiy  Brookins. 

Memorial  donations  can  be  made  to  the 
JeflfMacNelly  Award,  University  of  North 
C£u-olina,  School  of  Journalism  and  Mass 
Communication,  Campus  Box  3365, 

Chapel  Hill,  NC  27599- 

Some  of  the  Web  sites  featuring  -.ributes 
to,  and  information  about,  MacNelly: 

•  http://www.MacNelly.com 

•  http://www.tms.tribune.com 

•  http://www.chicagotribune.com 

•  http://www.detnews.com/AAEC 

•  http://www.reuben.org  (National 
Cartoonists  Society  site) 

•  http://www.cagle.com  (NCS  Presi¬ 
dent  Daryl  Cagle’s  site)  11 


Providing  content  again 

Creators  puts  the  ‘we’  back  in  iSyndicate 


BY  DAVE  ASTOR 

CREATORS  FROM  CREATORS  ARE  BACK 

with  iSyndicate. 

This  winter.  Creators  Syndicate 
stopped  providing  content  to  the  Web  dis¬ 
tributor,  saying  it  never  received  any  money 
(E^P,  Jan.  31,  p.  33).  But  Creators  Nation¬ 


al  Sales  Director  Margo  Sugrue  suggested 
that  the  relationship  be  given  another  try. 

Now,  according  to  Creators  President/ 
CEO  Rick  Newcombe,  iSyndicate  has 
placed  some  Creators  features  on  Web  sites 
and  is  beginning  to  generate  revenue  for 
Creators  and  its  talent. 


For  the  independent 
newspaper  owner, 
the  value  of  good 
advice  is  the  creation 
of  value.  ^  It. 


In  brief 


Buy?  Sell?  Finance?  AdMedia  can  help  the 
independent  newspaper  retain  and  create 
value  by  making  the  right  strategic  moves. 
Contact  Charlie  Wrubel  or  Rob  Garrett 
for  information. 

Strategic  Advisors  and  Investment  Bankers 
to  Newspaper  Companies 


AdMedia  Partners,  Inc. 


King  Features 
v.p.  promoted 
to  g.m.  post 

Keith  McCloat  has  been  pro- 
moted  from 
vice  presi- 


Idem,  Experience  and  Trust 
444  Madison  Avenue,  New  York,  NY  10022  •  212.759.1870  •  info@admedlapartners.com. 
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-A  J^vice  presi¬ 
dent/business  man¬ 
ager  to  vice  president/ 
general  manager  of 
King  Features  Syndi¬ 
cate.  McCloat  has 
held  several  posts  in 
finance  and  account¬ 
ing  since  joining  King  ^eith  McCloat 

in  1979. 

Also,  17-year  King  veteran  Bruce 
Tompsen  was  promoted  Irom  assistant  res¬ 
ident  controller  to  resident  controller. 


www.editorandpublisher.com 


Newcombe  said  he  was  “premature”  in 
criticizing  iSyndicate  last  winter.  “I  should 
have  been  more  sympathetic  to  the  obsta¬ 
cles  and  difficulties  start-ups  can  face,”  said 
the  founder  of  the  13-year-old  Creators. 
“Now  they  seem  totally  on  track,  and  I’m 
happy  to  do  business  with  them.” 

Joel  Maske,  founder  of  iSyndicate,  said, 
“We’re  very  pleased  to  have  Creators  back 
as  part  of  our  lineup,  and  are  excited  that 
they  recognized  the  power  of  iSyndicate’s 
distribution  model.” 

The  4-year-old  firm  offers  content  from 
900  providers  to  227,000  sites.  ® 
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A  national  news  weekly 
for  local  newspapers^ 


Depth.  Context.  Understanding.  And  MonitorWeek  builds  traffic 
That's  what  discriminating  for  the  local  paper's  Web  site 

readers  want  from  the  news.  with  a  content-rich  online  ^ 

edition  -  including  access  to  * 
the  deepest  newspaper  archive 
on  the  Web. 

MonitorWeek  -  for  demanding 


But  as  newspapers  grow  ever 
more  local,  many  of  their  best 
readers  are  turning  elsewhere 
for  penetrating  coverage  of 


Christian 
,  .Science 
Monitor 


newspaper  reader^^rywherj 


A  GREAT  WEEKEND  READ 


national  and  global  issues. 

Now  there's  an  answer: 
MonitorWeek. 


Featuring  the  scope,  depth  and 
clarity  of  the  world-renowned 
Christian  Science  Monitor,  this 
colorful  12-page  tab  is  timed  for 
weekend  editions  but  holds  u] 
all  week. 
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1.  Enjoy  freo  massage. 


3.  Win  an  E&P  Polo  Shirt  (a  drawing  every  hour) 


4.  Win  an  EAR  Yearbook  on  CD-ROM  (a  drawing  each  day) 
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NEWSPAPERS  FOR  SALE 


WE’LL  DO  the  writing,  you  sell  the  ads! 
Enhance  your  auto  section  and  ad  sales 
with  articles  from  AUTOMOTIVE  NEWS 
and  AUTOWEEK,  the  leaders  in  weekly 
automotive  industry  reporting. 

Automotive  News  Syndicate 
Joe  Hanley  (212)  254-0890 
Fax  (212)  254-7646 
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W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  S.WestA/Vest 
(505)  524-0122 

John  Szefc,  Midwest  (914)  291-7367 
Michael  Bradley,  Northeast 
(508)  563-2835 


Thomas  C.  Bolitho 
BOLITHO  MEDIA  SERVICE 
Newspaper  Brokers 

“A  34-year  tradition  of  service  to  com¬ 
munity  newspapers” 

Scores  of  newspaper  sales  completed, 
from  $500,000  to  $50,000,000 
Quality  industry  references 
Call  or  E-mail  today  for  a  no  charge, 
confidential  consultation 
(580)421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
bolitho@bolitho.com 
“Visit  our  website”  www.bolitho.com 


NORTHERN  PLAINS  WEEKLY 

Good  market  with  tourism  segment. 
Good  real  estate,  6-unit  Goss  Com¬ 
munity,  well-equipped.  $1.2m  annual 
gross,  $22 5k  cash  flow. 

THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 
(580)  421-9600 
bolitho@bolitho.com 


ENTERTAINMENT 


TEXAS  county  seat  weeklies,  others. 
Free  list.  Bill  Berger,  ATN,  1801  Exposi¬ 
tion,  Austin,  TX  78703-2833. 

(512)476-3950 


Hollywood  News  and  Gossip  column. 
Fax  request  for  samples  and  rates  to; 
847-446-4804 


BILL  MATTHEW  COMPANY 
conducts  professional,  confidential  negotia¬ 
tions  for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053  or  write  Box  3129, 
Clearwater  Beach,  FL  34630 

No  obligation  of  course. 


ENVIRONMENT 


NEWSPAPERS  WANTED 


NEWSPAPERS  FOR  SALE 


"ENVIRONMENTAL  TRENDS" 
Weekly  syndicated  column.  Excellent 
real  estate  supplement.  Samples/rates: 
Stuart  Lieberman  (609)  497-3930 


AMERICAN  PUBLISHING  COMPANY 

is  actively  seeking  to  purchase 
dailies,  weeklies,  shoppers 
and  niche  publications. 

For  a  confidential  discussion  call ... 
Kenneth  Cope,  Exec.  Vice-Pres. 
(417)  85C-8544  or  (4 1 7)  45 1  -9545 


FOR  A  LIST  OF 
Publications  For  Sale  Go  To ... 
www.mediamergers.com 


FEATURES  AVAILABLE 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Affiliated  with  Mel  Hodell 
Nationwide  Sales,  Acquisitions,  Mergers 
5196  Benito  St,  #11,  Montclair,  CA  91763 
(909)  626-6440,  Fax  (909)  624-8852 
www.media-broker.com 


Great  Bargains  for  qualified  individuals  - 
FLORIDA  atlantic  coast  entertainment 
guide,  very  profitable;  and  RELOCATA¬ 
BLE  niche  publication.  Mayo 
Communications,  (813)971-2061. 


DOWNLOAD  FREE  FEATURE  HOME 
ARTICLES  FROM  OUR  WEB  SITE. 
www.wdfarmerplans.com/featurehomes 


LIBERTY  GROUP  PUBLISHING 
is  aggressively  seeking  newspapers  and 
other  print  publication  acquisitions.  LGP 
is  owner/operator  of  approximately  300 
publications,  including  64  daily  news¬ 
papers.  All  correspondence  and  dis¬ 
cussions  are  confidential.  Contact: 

KEN  SEROTA 
President  &  CEO 
3000  Dundee  Rd.,  Suite  202 
Northbrook,  IL  60062 
Phone:  (847)  272-2244 


MOVIE  REVIEWS 


LISTING  OF  THE  MONTH: 

Four  Kansas  county  seat  weeklies,  plus 
Kansas  Daily  -  together  grossing  $l.lm 
Buy  all  six  properties  for  IX  gross! 

Two  Missouri  weeklies,  grossing 
$330,000  uncontested, 
with  strong  assets. 

We  have  many  other  weeklies  and  bi¬ 
weeklies.  Call  or  write  for  a  FREE  listing 
newsletter! 

NATIONAL  MEDIA  ASSOCIATES 
EDWARD  ANDERSON,  BROKER 

PO  Box  2001,  BRANSON,  MO  65615 
(417)336-3457 

OR  E-MAIL:BR0KERED1@A0L.C0M 


MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Appealing,  graphic  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletown,  NY  10941. 

(914)  692-4572,  Fax  (914)  692-8311 


Leader  in  Sale 
of  Community 
Newspapers  JjJ 

Check  our  References 
C2l4)  265-9300  jg,j  Rickenbacher 
Rickenbacher  Media 

6731  Desco  Dr.,  Dallas,  TX  75225 
www.rickenbachermedia.com 


PUZZLES 


PUBUCATIONS  FOR  SALE 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  766-7617 


FLORIDA  MONTHLY  MAGAZINE 
Very  profitable.  In  dynamic  fast  growing 
area!  Great  opportunity  for  first  time 
buyer.  Owner  will  assist  in  transition. 
$350,000.  engcom@aol.com 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 

(404)  364-6554,  Fax  (404)  364-6533 
Lon  W.  Williams 


NEWSPAPER  APPRAISERS 


NEWSPAPER  APPRAISERS 


NEWSPAPER  APPRAISERS 


APPRAISALS  &  Formal  Business  Plans 
KAMEN  &  CO.  GROUP  SERVICES 
E-mail:  kamenandco@aol.com 
Tampa,  FL  (727)  786-5930 
NY  (516)  379-2797 
Fax  (516)  379-3812 


MICHAEL  D.  LINDSEY 
Experienced  —  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003,  Fax  (307)  772-0004 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 


WHAT’S  YOUR  PAPER  WORTH? 
Find  Out  Today!  It’s  Free! 
www.mediamergers.com 


NEWSPAPER  BROKERS 


PHILLIPS  PROPERTIES,  INC. 
Consultants  -  Investments 
Management  -  Brokers 
RO.  Box  219 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 
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www.editorandpublisher.com 


GAUGER  MEDIA  SERVICE.  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 


SOLD!  The  Islands’  Weekly,  Lopez,  WA 
and  What’s  Up,  Walla  Walla,  WA  by 
Fournier  Media  Services,  Prosser,  WA 
(509)  786-4470 


•ANNOUNCEMENTS- 


Confidential  Appraisal 
for  Estate,  ESOP, 
Partners,  Bank,  Tax, 
Stock,  Assets 


Bolitho-Gnbb 
&L  Associates 

PubNcatlon  Brokerag* 

A  Appralaala 


We  have  sold 
thousands  of 
publishing  companies 
since  1923 


Please  call  us  to  discuss  your  options  in  a  sale 


Jim  Hicks 
307-684-9407  i 
336  US  16  East. 
Buffalo.  WY,  828M 
,  ifhicks9trib.com 


Tom  Karavakis 
941-403-4133 


John  Cnbb 
406-586-6621 
104  E.  Main,  Suite  402, 
Bozemarv  MT  90715 
lcrlblX9imt.net 


For  a  fisting  of  publications  for  sate, 


to  www.cr1bb.com 
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•FEATURES  AVAILABLE- 


Phone:1-888-825-9149  ~  CLASSIFIED  ADVERTISING  ~  Fax :  (212)  536-8800 

1515  Broadway,  New  York,  NY  10036  -  mappello@editorandpublisher.com  -  hpreuss@editorandpublisher.com 


-EQUIPMENT  &  SUPPLIES- 


WANTED  TO  BUY 


CAMERA  &  DARKROOM 


NO  NONSENSE  50"  WEB 
SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)372-0372 


EQUIPMENT  FOR  SALE 

STREET  BOXES 
300  Plastic  -  40  Metal 
for  “Free  Publications" 

Call  (800)  757-5966 


MAILROOM 


ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 

Terry  Connors,  Director  of  Sales 
Phone;  (508)  850-7945 
Fax:(508)850-7951 
www.newstec.com 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817,  Fax  (770)  590-7267 


STEPPER  (Newspaper  roller) 
Great  condition,  hardly  used 
Only  $6,800 
Call  Art  Hunter 
Paradise  Post 
(530)  877-4413 


PRESSES 


(2)  GOSS  -  SSC  -  21  1/2"  -  4  Highs 
Folders  -  Splicers  -  Remote  Consoles 
Running  $600M  (63 1 )  23 1  -6060 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528,  Fax  (770)  552-2669 


MOST  EXTENSIVE  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
WWW.  webpresses  .com 


USED  PRESSES 

Let  us  help  you  through  the  process. 
Sales  •  Rebuilding  •  Cylinders 
Installation  •  Service 
MOUNTAIN  STATES,  INC. 

(800)  257-3045 
www.msicylinders.com 


WANTED  TO  BUY 


GOSS -SSC -21  1/2” 

4  Highs  &  Folders  -  Must  be  Running 
(631)231-6060 


WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitchers/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-5817,  Fax  (770)  590-7267 


“-INDUSTRY  SERVICES- 


ADVERTISING  SERVICES 


PosT-H^Nof^  AdV€.ri1%ing  by 

NoteAdSdCOm 

Not«Ads.com,  Inc.  !•  your  source  for  the 
printing  srxJ  ptacement  of  Post-it*  Note  ads. 

•  Proven  to  enhance  readership  and  response 
of  your  print  media  advertising. 

•  Authorized  distributor  of  3M. 

1-877-668-3231 

www.noteadt.cotn  Nota 


CIRCULATION  CONSULTANTS 

Expand  your  Single  Copy,  Home  Delivery, 
T.M.S.,  N.I.E.  and  Subscription  Programs. 
KAMEN  &  CO.  (516)  379-2797 


CIRCULATION  SERVICES 


3«  Yi:.\RS  Ni:WSI>-\PF.R 
KXPEKIFNCF 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)550-1515 
Eric  Southward 
www.metro-news.com 


CIRCULATION  III  PROMOTIONS,  INC 
TELEMARKETING  NATIONWIDE 
SERVING  NEWSPAPERS  FOR  17  YEARS 
Call  Bob  Price  (800)  458-3305 

CIRCULATION  SERVICES 

The  Prepaid  Subscription  Leader 
Prepaid  Subscription  Sales 
Consumer  Marketing  Data 
Custom  Programming 
Verification  &  Retention 
1-888-343-0470  ext  109 
Learn  More  At: 

www.circulationservices.cotn 

HEADLINE  PROMOTIONS,  INC. 
TELEMARKETING  SERVICES 

NEW  SUBSCRIPTION  GENERATION 
STOP  SAVER  & 
VERIFICATION  PROGRAMS 

Programs  tailored  to  meet  your  needs. 
Professional  representation 
that  you  demand. 

COMPARE!  Test  Programs  Available 

E-mail  Hdlinel@aol.com 
for  a  list  of  references. 

Dennis  McQuillan 
(800)  260-9823 


MARKETING  PLUS  INC. 
Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art  pre¬ 
dictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus  Quan¬ 
tity  sales!  Phone  (732)  738-5100,  Fax 
(732)738-5115 
E-mail  JanMont@Earthlink.com 

JUNE  19,  2000 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  940-2200 
www.thepisagroup.com 


PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 
WWW.PROSTARTS.COM 


SPECTRUM  MARKETING  SERVICES 
A  teleservice  solution  for 

•  Cold-call  projects 

•  Stopsaver  projects 

•  Up-grade  projects 

•  And  NIE  Fundraising 

Call  Doug  Reese  (800)  972-6778 


TELEMARKETING  PROF.  INC. 

Paper  People  specializing  in  stop  savers,  con¬ 
versions,  new  hook-ups  &  cold  calling.  On 
the  spot  verification,  state-of-the-art  equip¬ 
ment  &  everything  done  under  one  roof. 

Contact:  Al  Schreibman:  (800)  830-3776 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR,  classifieds,  schedul¬ 
ing  &  circulation.  Fake  Brains, 
(303)791-3301  www.fakebrains.com 


CONSULTANTS 


Help  has  arrived.  AH&D  Consulting, 
founded  by  online  news  pioneers. 

E-mail:  ahdconsulting@yahoo.com 


EMPLOYMENT  SERVICES 


www.NewspaperRecruiter.com 

Over  100  media  sales  &  sales  manage¬ 
ment  jobs  75  cities  nationwide  -  Let  us 
help  you  find  your  new  opportunity  free! 
www.newspaperrecruiter.com 
(303)  368-5900 
birschbach  recruitment  network 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  ladder- 
ways?  Dirty  air  handling  systems,  duct 
work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 


-HELP  WANTED-. 


ACCOUNTING 


CONTROLLER 

The  Daily  Nonpareil,  and  cluster  of  5 
associated  sister  papers  in  need  of  a  Con¬ 
troller  to  run  its  Business  office.  Duties 
include  all  accounting  functions,  finan¬ 
cial  statements  and  budgeting.  Good 
communications,  computer  and 
supervisory  skills  are  required.  Account¬ 
ing  degree  of  CPA  preferred  or  equivalent 
experience.  Competitive  compensation 
and  benefits.  Send  resume  and  salary 
requirements  to: 

Jeannette  Johnson,  The  Daily  Nonpareil 
117  Pear  Street,  Council  Bluffs,  lA  51503 
Or  E-mail:  jjohnson@nonpareilonline.com 

ADMINISTRATIVE 


A  CHICAGO  pre-IPO  Internet  company  is 
entering  the  next  important  phase  of  its 
development.  The  company's  e- 
commerce  website  portal  offers  a  range 
of  information,  products  and  services  to 
a  large,  profitable  B2B  community. 

We  seek  a  VP-Publishing  who  will 
oversee  the  development  and  ongoing 
quality  of  the  Internet  publishing  con¬ 
tent,  including  publishing  strategies  for 
site  content,  creating  educational 
tutorials,  managing  onsite  and  email 
news  services,  and  creating  and  manag¬ 
ing  relationships  with  affiliate  content 
providers. 

The  ideal  candidate  will  have  a  mini¬ 
mum  of  five  years  experience  and  a  back¬ 
ground  in  business  journalism  and 
strong  editing  skills.  Knowledge  of 
Internet  or  high  tech  environment  pre¬ 
ferred.  The  successful  candidate  will  be 
a  proactive  team  player,  possess  a 
strong  work  ethic,  be  flexible  and  have 
excellent  communication  skills.  This  is  a 
role  for  a  strong,  self-confident  individual 
possessing  determination  and  emotional 
maturity,  tenacity  and  flexibility  with 
regard  to  making  progress  in  an  environ¬ 
ment  requiring  an  evolving  structure  and 
management  style. 

Qualified  candidates  should  email 
resumes  to  newcobrow@netscape.net 


PUBLISHER 

Adirondack  Explorer  seeks  publisher  to 
direct  marketing,  promotion,  circulation 
and  advertising.  This  fast-growing 
monthly  newspaper  covers  the  people, 
politics,  outdoor  recreation  and  natural 
glories  of  the  East's  great  wilderness 
park.  Offices  in  village  amid  lakes  and 
mountains. 

Call  Rachel  Rice,  (518)  891-9352 


PUBLISHER:  Sound  Publishing,  Inc. 
seeks  an  experienced  publisher  for  one 
of  its  newspapers  located  in  the  beauti¬ 
ful  Puget  Sound  area  of  the  Pacific 
Northwest.  Should  have  prior  media 
sales  and  management  experience.  We 
seek  a  leader  who  enjoys  community 
involvement.  Excellent  benefits.  Check 
out  this  fun,  growing  company  by  visit¬ 
ing  our  web  site  at 

www.soundpublishing.com 
Resume  and  letter  of  interest  with  salary 
requirements  to  HR-Publ.,  Sound  Pub¬ 
lishing,  Inc.,  7689  NE  Day  Rd., 
Bainbridge  Island,  WA  98110  or  e-mail 
to  hr@soundpublishing.com 

www.edltorandpublisher.com 
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-HELP  WANTED- 


ADMINISTRATIVE 


GENERAL  MANAGER  -  The  Pioneer 
Group,  a  progressive  Northwestern 
Michigan  publishing  group  is  seeking  an 
experienced  person  to  assume  the  posi¬ 
tion  of  general  manager  at  our  daily 
newspaper,  Manistee  News  Advocate, 
located  on  the  shores  of  Lake  Michigan. 
The  GM  position  oversees  the  six  day 
daily  operation,  the  weekly  Benzie 
County  Record-Patriot,  two  shopping 
guides  and  various  niche  publications 
and  could  lead  to  a  publisher  position. 
Salary  is  commensurate  with  Inland  pro¬ 
jections  and  experience  and  includes  a 
full  benefit  package.  Consider  joining  our 
family  owned,  employee  friendly  com¬ 
pany  in  beautiful  Northwest  Michigan. 
Send  letters  of  interest  &  resume  to-. 

The  Pioneer  Group 

Cheryl  Rosen,  Human  Resources  Manager 
502  N.  State  Street,  Big  Rapids,  Ml  49307 
All  applications  will  be  held  confidential 


ADMINISTRATIVE 


GROUP  PUBLISHER:  California  Weekly 
group  seeks  publisher  w/  proven  group 
sales  and  leadership  abilities.  Full  finan¬ 
cial  and  operational  responsibility  for 
$5MM-t-  company.  Must  be  able  to  grow 
and  define  a  successful  operation  in  top  com¬ 
munities  of  world’s  technology  capital; 
develop  and  motivate  strong  team  of 
skilled  managers.  Competitive  salary  and 
equity.  Contact  David  Cohen 

Silicon  Valley  Community  Newspaper, 

RO.  Box  28,  San  Jose  CA  95103 


SEND  E&P  BOX  RELPIES  TO 


Editor  &  Publisher 
Classified  Ad  Dept. 
1515  Broadway,  12th  Floor 
New  York,  NA’ 10036 


-NOTICE- 


EDITOR  &  PUBLISHER  CLASSIFIED 
IS  ON  THE  MO  1/E/ 


On  June  26,  2000,  Editor  &  Publisher  Classifed  moves 
into  new  New  York  headquarters  offices. 

Our  new  address: 

EDITOR  &  PUBLISHER  CLASSIFIED 
770  Broadway 
New  York,  NY  10003-9595 

Our  new  direct-dial  phone  numbers: 

Hazel  Preuss  (Account  Manager):  (646)  654-5302 
Michele  Appello  (Account  Manager):  (646)  654-5303 
Harold  Itzkowitz  (Classified  Publisher):  (646)  654-5301 

Our  toll-free  phone  number  (unchanged): 

(888)  825-9149 
Our  fax  number: 

(646)  654-5312 
Our  E-mail  addresses: 

hpreuss(^editorandpublisher.com 

mappello@editorandpublisher.com 

hitzkowitz@editorandpublisher.com 


ADMINISTRATIVE 


LIBERTY  GROUP  PUBLISHING 
Liberty  Group  Publishing  is  one  of  the 
fastest  growing  companies  in  the  United 
States  with  over  300  publications  in  16 
states.  In  order  to  fuel  our  continued 
growth,  we  are  seeking  newspaper  exec¬ 
utives  with  a  proven  track  record  of  suc¬ 
cess  in  community  focused  publications 
with  circulation  of  less  than  30,000. 

We  offer 

•  A  decentralized  operating  environment 
with  autonomy  for  our  executives 

•  A  deep  and  long  term  commitment  to 
the  communities  we  serve 

•  A  commitment  to  using  technology, 
training  and  the  open  sharing  of 
knowledge  across  our  company 

•  Opportunity  for  advancement  based 
on  performance 

•  A  stock  option  program,  deferred  com¬ 
pensation  plan,  and  generous  reloca¬ 
tion  package 

To  find  out  more,  tell  us  about  your 
accomplishments  along  with  why  you 
belong  on  the  Liberty  Group  Publishing 
team.  Please  include  a  salary  history.  All 
information  will  be  held  in  strict  con¬ 
fidence.  Mail  resumes  to; 

Maureen  Wurfel  -  Human  Resources 
Liberty  Group  Publishing 
3000  Dundee  Road  -  Suite  202 
Northbrook,  I L  60062 


ADVERTISING 


VNU  E-MEDIA’S  Los  Angeles  office  is  in 
need  of  a  person  to  support  the  sales 
department.  Great  opportunity  for  a 
person  with  administrative  experience  to 
join  a  leading  content  provider  and  grow 
with  the  department.  Excellent  typing, 
computer  and  communication  skills 
necessary  as  well  as  some  knowledge  of 
Photoshop.  Competitive  salary  with  full 
benefits  package.  Send  resume  to  HR  - 
BPI  Entertainment  News  Wire,  5055 
Wilshire  Blvd.,  Los  Angeles,  CA  90036. 

Or  Fax  (323)  525-2211 
Or  E-mail;  hrla@bpicomm.com 


ACADEMIC 


ADVER’nSING 


ADVERTISING  SALES  MANAGER 
Orlando  Sentinel  Communications,  a 
multimedia  communications  company  is 
seeking  two  strategic  sales  leaders  to 
coach  sales  representatives  and  integrate 
creative  marketing  strategies  into  the 
sales  process.  Requires  5-7  years  ad 
agency  or  media  experience,  2-4  years 
sales  management  experience,  thorough 
understanding  of  marketing  data  and  its 
applications  to  advertising  sales  and  com¬ 
puter  literacy  with  experience  utilizing 
technology  in  sales  processes.  To  apply, 
submit  your  resume  with  source  code: 

EP-ASM-CFH 

chaymes@orlandosentinei.com 


ACCOUNT  EXECUTIVES 
Outstanding  opportunities  with  world- 
class,  fast  growing  newspaper  rep  firm. 
Sales  positions  in  New  York  and  Atlanta 
offices  available.  Responsibilities  include 
sales  and  presentations  for  national, 
retail  and  recruitment  advertising  to 
growing  list  of  quality  newspapers.  Min¬ 
imum  5  years  newspaper  or  media  sales 
experience,  excellent  communication 
skills  and  computer  literacy.  Competitive 
salary  and  benefits  package.  Send 
resume  and  salary  requirements  to; 

Box  01267,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 


GENERAL  MANAGER 
Incredible  adventure  for  entrepreneurs  & 
Sales  Managers  looking  for  fantastic 
career  opportunity.  Bigfoot  Media,  pub¬ 
lisher  of  the  Berkeley  Daily  Planet,  is 
looking  for  additional  leaders  to  build 
teams  at  small,  start-up  California  daily 
newspapers.  Absolutely  must  love  sales 
and  leadership!  Competitive  compensa¬ 
tion  plus  stock  options  for  aggressive 
leaders  (venture  capital  backed).  Not  for 
the  faint-hearted:  strong,  entrepreneurial 
work  ethic  required!  E-mail  cover  letter, 
resume,  salary  requirements: 

hr@berkeleydailyplanet.com 
Orfax  (510)  841-5695 


ACADEMIC 


Journalists  Wanted 

for  The  Freedom  Forum  Ph.D.  Fellowship  Program 

The  School  of  Journalism  and  Mass  Communication  at  the  University 
of  North  Carolina  at  Chapel  Hill  is  seeking  applicants  for  its  seventh 
class  of  Freedom  Forum  Ph.D.  Fellows.  Open  to  midcareer  profession¬ 
als  with  at  least  10  years  of  news  experience.  Must  be  currently 
employed  full  time  in  a  news  operation.  Experience  as  adjunct  faculty 
member  beneficial  but  not  essential.  The  27-month  program  pays  up  to 
$50,0(X)  per  year  plus  tuition,  medical  insurance  and  travel  benefits. 
GRE  required  of  zdl  applicants.  Master's  not  required.  This  program  is 
funded  by  The  Freedom  Forum. 

Contact:  Dr.  Margaret  A.  Blanchard 
mablanch@email.unc.edu 
919/%2-1072 

Program  information  also  available  at: 
http:/  /metalab.unc.edu/jomc/academic/  graduate/ financial.html 
Deadline:  Dec.  1,  2000  Class  enters:  May  2(X)1 

UNIVERSITY  OF  NORTH  CAROLINA 
THE  FREEDOM  FORUM 


www.editorandpublisher.com 
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ADVERTISING 


RETAIL  ADVERTISING  DIRECTOR 
Madison  Newspapers,  Inc.,  publisher  of 
the  Wisconsin  State  Journal  and  The 
Capital  Times,  has  an  excellent 
opportunity  for  a  Retail  Advertising 
Director,  who  will  manage  the  Retail 
Sales  Department  and  support  staff  con¬ 
sisting  of  3  managerial  direct  reprarts  and 
a  staff  of  36,  provide  the  leadership 
needed  to  develop  an  effective  sales 
team,  and  develop  and  implement 
strategies  to  grow  the  Advertising 
Department  and  meet  the  needs  of 
advertisers.  Additional  responsibilities 
include  the  development  of  revenue  and 
expenses  plans  and  budgets  assisting  in 
the  development  of  strategic  direction  for 
the  department  will  serve  on  the  man¬ 
agement  team  and  assist  in  the  devel¬ 
opment  of  the  strategic  direction  of  the 
company,  and  creating  and  implement¬ 
ing  special  sections  products  and  ser¬ 
vices  to  achieve  revenue  projections. 
Minimum  requirements  include  a  BA  or 
BS  in  business,  marketing,  journalism  or 
equivalent  job  experience  and  at  least  5 
years  in  media  sales  management  expe¬ 
rience. 

For  prompt  consideration,  submit  a 
cover  letter  and  resume  by  July  3,  2000 
to:  Madison  Newspapers,  Inc.  Attention: 
Human  Resources,  RO.  Box  8056 
Madison,  Wl  53708,  Fax:  608-252- 
5082,  Email:  eshupert@madison.com 
AFFIRMATIVE  ACTION/EQUAL 
OPPORTUNITY  EMPLOYER 
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ADVERTISING 


LOCAL  TERRITORY  SALES  MANAGER 
The  Courier-Journal,  Kentucky’s  largest 
daily  newspaper,  seeks  an  experienced 
and  highly  motivated  advertising  sales 
manager  that  can  lead  a  team  to  new 
heights  and  exceed  sales  expectations. 

The  Courier-Journal  is  located  in  scenic 
Louisville,  home  to  Churchill  Downs  and 
the  Kentucky  Derby.  This  challenging 
position  offers  someone  the  opportunity 
to  manage  and  excel  within  Gannett  Cor¬ 
poration,  the  world’s  largest  publisher  of 
newspapers. 

The  position  of  Local  Territory  Sales 
Manager  will  supervise  and  coordinate 
the  operating  activities  of  assigned 
Courier- Journal  retail  territory  sales 
representatives  and  sales  support  person¬ 
nel. 

The  environment  is  fast-paced,  goal 
oriented,  innovative  and  hands-on,  and 
we  have  high  expectations.  If  you  are  a 
career-minded,  high  energy,  creative 
individual  who  expects  results,  we’d  like 
to  talk  with  you.  The  successful  candi¬ 
date  will  have  a  creative  approach  to 
developing  and  implementing  selling 
strategies,  products  and  pricing  pro¬ 
grams. 

Basic  requirements  include  B.A.  c  four- 
year  degree,  proven  management  experi¬ 
ence,  solid  computer  and  good  math 
skills,  and  above  average  verbal  and  writ¬ 
ten  communication  skills.  The  position 
offers  a  competitive  salary  com¬ 
mensurate  with  experience,  bonus  pro¬ 
gram,  and  full  benefit  package. 

Please  send  your  resume  along  with  a 
cover  letter  detailing  qualifications, 
personal  strengths  and  successes,  as 
welt  as  salary  expectations  to: 

Ron  Meyer,  Retail  Advertising  Manager 
The  Courier-Journal 
RO.  Box  740031 
Louisville,  KY  40201-7431 

E-mail:  rmeyer@louisv02.gannett.com 


AD  DIRECTOR/SALES  MANAGERS 
Visit  www.marks-ferber.com  for  current 
list  of  top  career  opportunities. 


ADVER’nSING 


ADVERTISING 
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The  New  York  Times  Regional  Newspaper  Group  (NYTRNG)  has  opportunities 
in  the  following  areas: 


■  •  Editorial  •  Advertising  •  Circulation  •  Production  H 
•Accounting  •  Human  Resources  •  ITS  H 


Positions  are  located  in  one  of  our  outstanding  locations  in  Florida  (Sarasota, 
Lakeland, Ocala,  Gainesville);  North  Carolina  (Wilmington,  Hendersonville, 
Lexington);  South  Carolina  (Spartanburg);  Alabama  (Tuscaloosa,  Florence, 
Gadsden);  Louisiana  (Houma, Thibodaux)  and  in  beautiful  wine  country, 
Santa  Rosa,  California. 

We  offer  excellent  health  benefits,  competitive  pay,  pension,  401 K,  and  an 
employee  stock  purchase  plan.  NYTRNG  values  the  benefits  of  diversity  in 
our  newspapers  and  is  committed  to  equal  opportunity  employment. 


at  one  of  the 
most  prestigious 
newspaper 
companies 
in  the  country! 


Candidates  should  send 
resume, salary  history,  work 
samples  and  a  cover  letter 
describing  expectations  to: 

Barbara  Rosko 
Human  Resources 
New  York  Times  Regional 
Newspaper  Group 
Corporate  Center  One 
2202  N  Westshore 
Boulevard,  Suite  370 
Tampa,  FL  33607 


ADVERTISING 


AD  DIRECTOR 

Times-Shamrock  Communications  has 
an  immediate  opening  for  Ad  Director  of 
a  18,000  circulation  PM  daily  and  Sun¬ 
day  in  colonial  Petersburg,  Virginia.  Serv¬ 
ing  a  market  area  with  unique 
characteristics,  it  represents  three 
diverse  cities  and  three  surrounding 
counties. 

The  position’s  primary  responsibilities 
are  to  increase  revenues  in  both 
classified  and  display  advertising 
through  strong  management  techniques, 
generation  of  new  ideas  and  rela¬ 
tionship-building  with  major  accounts 
and  organizations  throughout  the  area. 
The  individual  we  seek  should  have  a  pro¬ 
ven  track  record  in  sales  and  attainment 
of  goals,  outstanding  interpersonal  skills 
and  a  solid  management  background. 
Times-Shamrock  Communications  is  a 
family-owned  media  corporation  encom¬ 
passing  27  print,  12  radio  broadcasting 
properties  and  a  distribution  company. 
We  offer  a  competitive  salary,  generous 
benefits  package  and  the  opportunity  to 
lead  an  award-winning  newspaper.  EOE 
Please  send  resume  and  salary  require¬ 
ments  to: 

J.  Wesley  Rowe,  Publisher 
The  Progress- Index 
15  Franklin  Street 
PO.  Box  71 

Petersburg,  VA  23804 
Phone:  (804)  732-3456 


CLASSIFIED  MANAGER 
The  Pittsburgh  PennySaver  has  an  open¬ 
ing  for  a  classified  manager  due  to  pro¬ 
motion.  Our  73  zoned,  direct  mailed  edi¬ 
tions  have  the  largest  audited  weekday 
readership  circulation  serving  a  great 
city.  Experience  classified  manager  with 
strong  written  and  verbal  communica¬ 
tions  skills.  Possess  the  ability  to  hire, 
train,  supervise  and  motivate  a  staff  of 
30.  Candidate  must  thrive  on  reaching 
revenue  goals  while  focusing  on 
customer  satisfaction  and  team  building. 
Position  reports  to  VP  of  Telemarketing. 
Send  resume  via  fax  to: 

Bill  Weaver  (412)  243-2843  Or 
460  Rodi  Road,  Pittsburgh,  PA  15235 


ADVERTISING 


CIRCUlA-nON 


ANTELOPE  VALLEY  PRESS 
PALMDALE,  CA 

There  are  only  a  few  times  when  real 
opportunity  arises.  This  is  one  of  them. 
We  are  a  family  owned,  seven  day, 
award  winning  newspaper.  Our  market 
is  extremely  competitive  and  one  of  the 
fastest  growing  in  the  U.S.  We  are  look¬ 
ing  for  an  experienced  circulation  pro¬ 
fessional  with  exceptional  people  skills 
to  lead  our  talented  staff.  If  you  are 
interested  in  an  opportunity  to  be  a  hero, 
inspire  teamwork,  and  are  not  afraid  to 
lead  by  example,  then  this  is  your 
opportunity  to  produce  exceptional 
results.  Over  achievers  who  can  motivate 
others  and  generate  above  average 
results  will  be  well  compensated.  We 
offer  a  complete  benefits  package  includ¬ 
ing  profit  sharing.  We  are  currently  con¬ 
sidering  applications  for  Circulation 
Director,  Home  Delivery  Manager,  or 
Single  Copy  Manager.  One  will  be  hired, 
or  one  will  be  promoted  creating  and 
opportunity  for  the  right  candidate. 
Serious  applicants  should  direct  their 
materials  to  Antelope  Valley  Press: 

Attn:  Human  Resources 
RO.  Box  4050,  Palmdale,  CA  93590-4050 
Or  E-mail  to  hr@avpress.com 


CIRCULATION  MANAGER 
The  Dodge  City  Daily  Globe,  a  Morris 
Communications  Corporation  newspa¬ 
per,  is  seeking  a  leader  to  join  our  man¬ 
agement  team  and  take  charge  of  our 
circulation  department.  The  ideal  candi¬ 
date  will  be  a  flexible  self-starter  who 
can  develop  and  implement  programs  to 
build  readership  and  revenue.  This  posi¬ 
tion  works  closely  with  all  departments 
to  increase  market  coverage.  We  offer  a 
competitive  salary  and  bonus,  a  401(k) 
program,  medical  insurance,  along  with 
the  opportunity  to  expand  your  career 
with  one  of  the  best  newspaper  com¬ 
panies  in  the  country.  EOE. 

Send  your  resume  by  June  29th  to: 

Dodge  City  Daily  Globe 
Attn:  Linda  Berry 

RO.  Box  820  Dodge  City,  KS  67801 
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REGIONAL  ADVERTISING  MANAGER 

Editor  &  Publisher,  the  dominant  trade  magazine  of  the  newspaper  industry, 
seeks  a  Northeast  Regional  Advertising  Manager  to  sell  display  advertising 
across  multiple  print  and  web  products.  Minimum  5  years  print  advertising 
experience  required,  along  with  knowledge  of  the  newspaper  industry.  Online 
publishing  knowledge  a  plus.  Position  offers  a  competitive  compensation 
package. 

Please  respond  to  Dennis  O’Neill  VP/'Publisher; 

Fax  (212)  691-6939 
ordoneillfSeditorandpublisher.com 
No  phone  calls  please 


C4  EDITOR  &  PUBLISHER  CLASSIFIEDS  JUNE  19,  2000 
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1515  Broadway,  New  York,  NY  10036  -  mappello@editorandpublisher.com  -  hpreuss@editorandpublisher.com 

-HELP  WANTED- 


CIRCULATION 


CIRCULATION  DIRECTOR 
Award  winning  newspaper  seeks 
aggressive,  sales-oriented  circulation 
whiz  to  maintain  growth  in  prime  Mid- 
West  location.  Excellent  benefits,  includ¬ 
ing  health  and  life  insurance,  terrific 
retirement  plan  and  competitive  salary 
with  bonus  schedule.  This  is  a  job  with 
high  expectations,  but  with  great  free¬ 
dom  and  support  from  management. 
We'll  give  you  the  resources,  you  give  us 
results. 

Send  resumes  to: 

Box  01269,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 


CIRCULATION  ZONE  MANAGER 
The  Mobile  Register,  a  morning  newspa¬ 
per,  has  an  opportunity  for  an 
enthusiastic  well-organized  individual  to 
manage  a  designated  zone  overseeing 
two  distribution  centers  in  our  Home 
Delivery  operation.  Successful  candidate 
will  plan,  direct,  coordinate,  and 
supervise  activities  within  the  Zone. 
Must  be  capable  of  implementing 
innovative  ideas  to  stimulate  circulation 
growth. 

Ideal  candidate  will  possess  previous 
managerial  experience  with  demon¬ 
strated  skills  in  managing  people,  prob¬ 
lem  solving,  and  decision  making.  We 
offer  salary,  auto  allowance,  MBO  bonus 
plan  and  an  excellent  benefit  package. 
Salary  commensurate  with  experience. 
Send  resume  including  salary  require¬ 
ments  tO: 

Human  Resources  Department 
The  Mobile  Register 
RO.  Box  2488 
Mobile,  AL  36652 


CIRCULATION  DIRECTOR 
Times-Shamrock  Communications  has 
an  immediate  opening  for  a  Circulation 
Director  of  a  18,000  circulation  PM 
daily  and  Sunday  in  colonial  Petersburg, 
Virginia.  Serving  a  market  area  with 
unique  characteristics,  it  represents 
three  diverse  cities  and  three  surround¬ 
ing  counties. 

The  ideal  candidate  must  possess  a 
strong  work  history  which  reflects  good 
management  and  leadership  skills.  You 
must  have  considerable  experience  in 
home  delivery,  single  copy,  retention, 
distribution  and  collections.  A  solid  sales 
and  service  background,  a  winning  atti¬ 
tude,  creativity  and  the  ability  to  com¬ 
municate  and  motivate  are  also  required. 
Times-Shamrock  Communications  is  a 
family-owned  media  corporation  encom¬ 
passing  27  print,  12  radio  broadcasting 
properties  and  a  distribution  company. 
We  offer  a  competitive  salary,  generous 
benefits  package  and  the  opportunity  to 
lead  an  award-winning  newspaper. 

Please  send  resume  and  salary  require¬ 
ments  tO: 

J.  Wesley  Rowe,  Publisher 
The  Progress  Index 
15  Franklin  Street,  RO.  Box  71 
Retersburg,  VA  23804 
Phone:  (804)  732-3456 


CIRCULATION 


ZONE  MANAGER-HOME  DELIVERY 
The  Dallas  Morning  News  currently  has 
an  opening  for  a  Zone  Manager  -  Home 
Delivery.  This  individual  will  build 
circulation  and  provide  exemplary 
customer  service. 

RESPONSIBILITIES: 

•  Building  quality  circulation  by  working 
with  independent  contractors  to 
increase  the  number  of  new  subscrip¬ 
tions,  as  well  as  retaining  existing  sub¬ 
scribers. 

•  Providing  leadership  in  the  manage¬ 
ment  of  an  entire  zone  and  supervising 
the  activities  of  contractors  to  ensure 
the  timely  delivery  of  approximately 
25,000  home  delivery  subscribers. 

•  Motivation  of  the  independent  con¬ 
tractors  to  successfully  use  available 
sales/marketing  tools  and  techniques. 

•  Will  also  recruit,  interview,  and  select 
contractors. 

QUALIFICATIONS: 

•  Minimum  of  3  years’  successful  man¬ 
agement  experience  with  direct 
supervisory  responsibilities  for  at  least 
five  individuals. 

•  Newspaper  circulation  experience 
helpful  but  not  required.  Previous 
small  business  experience  a  plus. 

•  Team  oriented  with  effective  lead¬ 
ership  skills  to  include  motivation  of 
others  to  achieve  sales  and  service 
goals,  performance  monitoring,  feed¬ 
back  and  counseling. 

•  Strong  commitment  to  customer  ser¬ 
vice  and  customer  service  satisfaction 
as  evidenced  by  previous  record  of 
customer  service  and  customer  reten¬ 
tion. 

•  Must  be  self-starter  who  enjoys  a  fast- 
paced  environment,  is  highly 
organized  and  enjoys  numerical  analy¬ 
sis  work. 

•  Willingness  to  work  variable  hours, 
including  early  mornings  (2:00a.m.) 
and  weekends. 

•  Effective  interpersonal  skills  and  writ¬ 
ten/oral  communication  skills. 

•  Must  be  PC  proficient. 

•  Bachelor’s  degree  preferred. 

We  offer  a  competitive  salary  and  a 
comprehensive  benefits  package.  For  con¬ 
sideration,  please  forward  your  resume 
with  salary  requirements  tO: 

FAX:  214-977-8239 
E-mail:  dmnjobs@tdmn.com 
Or  The  Dallas  Morning  News 
Human  Resources 
RO.  Box  655237 
Dallas,  Texas  75265 
Attn:  Zone  Manager  Recruiter 
The  Dallas  Morning  News 
An  Equal  Opportunity  Employer 


CIRCULATION  DIRECTOR 
Under  20,000  daily  in  Zone  1  is  looking 
for  the  right  individual  to  lead  its  circula¬ 
tion  department.  Single  copy  and  home 
delivery  knowledge  is  preferred.  Un¬ 
limited  career  advancement  oppor¬ 
tunities.  Send  resume  to: 

Box  01232,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 


CIRCULATION 


SINGLE  COPY  MARKETING  MANAGER 
The  Press  of  Atlantic  City,  a  family  owned 
newspaper  in  southern  New  Jersey  with  a 
Sunday  circulation  around  97,000  has  an 
immediate  opening  for  a  Single  Copy 
Marketing  Manager  in  their  Circulation 
Department.  The  individual  in  this  position 
has  direct  responsibility  for  leading  an 
experienced  Single  Copy  staff  and  reports 
directly  to  the  Circulation  Sales  Manager. 

If  you’re  looking  for  a  fun  and  rewarding 
position  that  provides  exciting  new  sales 
opportunities  and  the  freedom  to  create 
your  own  sales  programs  this  could  be 
the  position  for  you. 

Responsibilities:  Create,  coordinate,  and 
implement  innovative  sales  growth  pro¬ 
grams  and  secure  sales  partnerships  with 
major  businesses,  advertisers  and  special 
event  coordinators.  Tap  the  numerous 
sales  opportunities  available  with  the 
casino  hotels,  convention  centers,  tourist 
resort  events,  professional  sports  teams, 
etc. 

Qualifications:  Minimum  of  6  years  of 
sales  and  marketing  experience.  Strong 
sales,  leadership,  time  management,  and 
budgeting  skills,  as  well  as  good 
interpersonal  and  presentation  skills. 

Send  resume  and  salary  requirements  to: 

Bill  Muller,  Circulation  Sales  Manager 
The  Press  of  Atlantic  City 
1000  West  Washington  Avenue 
Pleasantville,  NJ  08232 
EOE  M/F 


CIRCULATION 


CIRCULATION 


HOME-DELIVERY  MANAGER 
Opportunity  Knocks!  Your  responsibilities 
would  include  managing  one  motor-route 
district  manager  and  five  youth  district 
managers  along  with  dock  operations.  If 
you  are  a  sales  and  service  professional 
who  can  guide  and  coach  an  outstand¬ 
ing  group  of  district  managers  to  grow 
circulation  and  provide  impeccable  ser¬ 
vice,  you  should  act  today. 

The  chosen  candidate  will  have  a  proven 
history  of  increasing  responsibility  and 
sales  promotion  results.  We  are  a  well- 
established,  family-owned  Midwest  daily 
located  in  one  of  America’s  top  ten  small 
communities  and  offer  outstanding  pay, 
benefits,  and  performance  incentives. 
This  position  reports  to  the  Circulation 
Director.  Please  send  your  resume  and 
cover  letter,  including  salary  require¬ 
ments  to: 

Shane  Fox,  Circulation  Director 
Columbia  Daily  Tribune 
RO.  Box  798,  Columbia,  MO  65205 
asfox@tribmail.com 
Orfax  (573)  815-1601 
EOE 


SAN  FRANCISCO-Oakland  area  newspa¬ 
per  seeks  professional  store  front  and 
door-to-door  crews.  Contact: 

si  ki  nter564@ca .  com 
Or  (510)  208-6412 


CIRCULATION 


Classified  Adreriisiitg  c  a  1 1  (  H  S  d  )  H  2  5  -  9  I 9 


Sales  &  Marketing 


Representatives 


Publishers  Circulation  Fulfillment,  Inc.,  a  national  company  providing  a  wide 
array  of  circulation  services,  hcts  openings  tor  circulation  sales  and  marketing  rep¬ 
resentatives  to  oversee  The  New  York  Times  Single  Copy  Sales  in  ARIZONA, 
COLORADO,  MICHIGAN  and  NORTH  CAROUNA.  The  selected  candidates 
will  need  to  reside  in  the  above  areas.  The  candidate  must  be  sales  driven  and 
possess  excellent  written,  verbal  communication  and  presentation  skills 
Knowledge  of  the  newspaper  industry  is  a  plus. 

To  excel  in  our  fast  paced  environment,  the  candidate  should  be  a  self-starter  and 
have  the  ability  to  analyze  markets  and  to  create  and  execute  sales  plans  to  drive 
new  business.  They  must  also  possess  the  ability  to  handle  multiple  projects, 
meet  deadlines,  ctnd  have  excellent  computer,  organizational  and  customer  ser¬ 
vice  skills.  This  position  requires  interaction  with  local  newspapers  and  indepen¬ 
dent  newspaper  wholesalers.  In  addition,  sales  initiatives  would  include  develop¬ 
ment  of  college  and  educational  sales  programs,  chain  store  promotions, 
and  retail  merchandising.  Two  to  tour  years  of  direct  selling  expen- 
ence,  and  travel  required. 


College  degree  is  preferred.  Excellent  salary  plus  company  car  : 
and  bonus  plan.  Send  cover  letter  and  resume  to:  P.C.F.  ^ 

Inc.,  22  W.  Pennsylvania  Ava.,  Suite  505,  Towson,  dm 

MD  21204,  Attn:  Sr  Empioyment  Specialist  /auiJBmi 
Fax:  (410)  583-1578.  E-mail: 

Jennifer.Cooke@pcfcorp.com  .  jKb 
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CIRCULATION 


CIRCULATION  DIRECTOR 
Los  Angeles 

Experienced  well  rounded  Circulation 
Director  needed  for  Los  Angeles  based 
paid  daily  business  publication.  Must 
have  strong  hands-on  experience  in 
circulation  promotion,  N/S  Sales,  and 
ABC  audits.  The  right  candidate  must  be 
a  good  communicator,  well  organized, 
goal  oriented  and  able  to  work  well  with 
others. 

Send  resume  with  salary  requirements  in 
strict  confidence  to: 

Department  AH 
BPI  Communications 
1515  Broadway 
New  York,  NY  10036 
Or  Fax  to  (212)  536-5283 
Or  E-mail  toAHAIRE@bpicomm.com 
CIRCULATION  DIRECTOR 
11,500  Monday  through  Friday  and 
14,000  Sunday  in  zone  6  seeking  an 
enthusiastic,  self-starting  individual  to  join 
our  team.  You  must  be  able  to  develop 
and  motivate  staff,  plan  and  implement 
short  and  long-term  action  plans,  grow 
circulation  and  manage  a  budget.  Com¬ 
petitive  salary,  incentive  and  benefits 
package.  Interested  candidates  with  at 
least  2  years  of  circulation  experience 
should  submit  a  resume  or  E-mail  to: 

RO.  Box  70, 1 1 1 1  W.  Bonanza  Rd.  Las 
Vegas  NV  89125-0070 
Attention  Ed  Parker 

E-mail  address  eparker@lvry.com 

CIRCULATION  SALES  MANAGER 
The  Princeton  Packet  is  looking  for  a 
high  energy,  self  motivated,  results 
oriented  person  to  fill  the  Circulation 
Sales  and  Promotions  Manager  position. 
We  are  a  family  owned  group  of  1 1  paid 
weekly  newspapers  in  the  Central  New 
Jersey  area  and  are  completing  the 
rebuilding  of  our  circulation  department. 
We  are  searching  for  a  person  full  of 
ideas  and  enthusiasm  for  sales  and  pro¬ 
motions  at  all  levels,  able  to  complement 
our  existing  team.  Your  responsibilities  will 
include  the  suprervision  of  an  existing  and 
highly  productive  door-to-door  sales 
crew,  a  Kiosk  sales  operation,  coordina¬ 
tion  of  all  outside  sales  events,  com¬ 
munity  events,  development  of  reader- 
ship  and  new  subscription  promotions. 
Our  circulation  department  works  as  a 
team,  there  are  no  boundaries.  We  offer 
a  great  compensation  package,  including 
a  superior  salary  &  bonus,  vacation, 
medical,  dental  and  more.  If  you  believe 
you  have  what  it  takes  to  help  us  suc¬ 
ceed,  if  you  have  been  in  the  business  for 
1  year  or  10,  I  would  like  to  talk  to  you. 
My  goal  is  your  success,  your  success 
will  help  us  reach  our  goals.  Send  your 
letter  of  introduction,  resume  and  salary 
history/requirements  to: 

Don  Weimer,  Director  of  Circulation 
E-mail:  circdir@pacpub.com 
Fax:  (609)  921-8412 
Or  snail  mail: 

The  Princeton  Packet 
300  Witherspoon  Street 
Princeton,  NJ  08540 

Calls  accepted  Tuesdays  and  Wednes¬ 
days  between  9:00  and  11:00  AM  ONLY 
at  609-924-3244  ext  189. 


CIRCULATION 


CIRCULATION  MANAGER 
Mid-size  midwest  newspaper  is  seeking 
a  leader  to  join  our  management  team. 
Position  is  responsible  for  all  aspects  of 
circulation  (sales,  service  and  collec¬ 
tions),  as  well  as  management  of  our 
warehouse  facilities  and  transportation 
network  in  a  union  environment. 

The  successful  candidate  must: 

•  Possess  effective  interpersonal  skills 
and  written/oral  communication  skills 

•Be  able  to  deliver  quality  results  under 
deadline  pressure 

•  Be  able  to  motivate  and  coach 
employees 

•Have  a  minimum  of  3  years’  successful 
management  experience  at  a  weekly 
or  daily  newspaper  with  direct 
supervisory  responsibilities  for  least 
five  individuals. 

•  Have  a  strong  commitment  to 
customer  service 

•Must  be  self-starter  who  enjoys  a  fast- 
paced  environment 

•  Be  highly  organized  and  enjoy 
numerical  analysis  work 

•  Possess  a  willingness  to  work  variable 
hours,  including  early  mornings  and 
weekends 

•  Be  PC  proficient 
•Possess  a  Bachelor’s  degree 

We  offer  a  competitive  salary  and  a 
comprehensive  benefits  package.  For  con¬ 
sideration,  please  forward  your  resume 
with  salary  requirements  to: 

Box  01274,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 
Equal  Opportunity  Employer 


30K  DAILY  in  Victorville  (CA)  seeks 
Independent  Contractor  to  perform  Door 
Crew  Sales.  Call  760-951-6218. 


RISING  STARS 

A  major  newspaper  group  is  assembling 
a  pool  of  talent  to  fill  current  and  future 
circulation  positions.  We’re  looking  for 
career-oriented  people  interested  in  prog¬ 
ressive  advancement.  Our  community 
nev/spaper  division  includes  12  daily 
newspapers  in  9  states,  primarily  in  the 
West  and  Midwest,  ranging  from  5,000 
to  50,000  circulation.  We  place  a  high 
priority  on  newspaper  autonomy,  editorial 
excellence  and  innovative  growth 
strategies.  We  believe  in  rewarding 
excellence.  If  your  values  and  goals  are 
similar  and  you  want  to  move  your  career 
forward,  send  a  cover  letter  and  resume 
to: 

Box  01 197,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY 
10036 

We  are  an  Equal  Opportunity  Employer, 
recognizing  the  value  of 
diversity  in  the  workplace 

Editor  &  Publisher  CImJieds 

SUBSCRIBE  TODAY! 


COMMUNICATIONS 


COMMUNICATIONS  MANAGER 
MEDIA  MARKETS 

PR  Newswire  -  www.prnewswire.com  - 
the  world’s  leader  in  the  electronic  dis¬ 
tribution  of  news  to  the  media  and  the 
Internet  seeks  a  Communications  Man¬ 
ager  to  create  marketing  and  advertising 
materials  targeting  journalists. 
Responsibilities  include:  developing  the 
marketing  strategy  to  reach  the  media, 
executing  an  advertising  plan  using  both 
traditional  and  new  media,  developing 
programs  to  increase  journalists’  usage 
of  PRN  services,  planning  the  launch 
and  developing  materials  to  support  the 
sale  of  a  package  of  media  information 
products  to  the  PR  community,  monitor¬ 
ing  activity  on  Web  sites  that  target 
journalists  and  securing  and  booking 
speaking  engagements  for  PRN  execu¬ 
tives  at  events  relevant  to  the  media. 
Manage  a  dedicated  budget.  Manage 
agencies  and  in-house  resources.  Create 
direct  marketing  programs.  Source  speak¬ 
ing  engagements  for  PRN  executives  that 
would  enhance  our  reputation  among 
journalists.  Establish  means  to  measure 
effectiveness  of  communications  activities. 
Ideal  candidate  will  have  minimum  of 
eight  years  of  marketing  experience,  with 
a  specific  expertise  in  developing  strategy 
and  creating  marketing  materials.  Experi¬ 
ence  as  a  working  journalist  is  a  plus. 
Demonstrated  ability  to  manage  a 
number  of  active  projects  concurrently. 
Proficient  in  MS  Office.  Bachelor’s  degree 
required.  Salary:  $65  -  72,000 
We  offer  an  excellent  benefits/compensation 
Package.  E-mail  resume  with  cover  letter 
and  salary  requirements  tO: 

NYJOBS@prnewswire.com 
Orfax  (212)  782-2806 
EOE/M/F/D/V 


EDITORIAL 


A  12,000-CIRCULATION  Zone  4  award¬ 
winning  newspaper  is  seeking  an  editor 
with  excellent  community  news  judg¬ 
ment  and  editing  skills,  complemented 
with  demonstrated  leadership,  communi¬ 
cation  and  management  abilities,  to  lead 
10-person  staff  in  a  group  concept. 
Excellent  growth  potential.  Community 
involvement  a  must.  Send  cover  letter, 
resume,  references,  work  samples  to: 

Box  01260,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 


A  GROWING  Nevada  semi-weekly  near 
Las  Vegas  is  seeking  a  General  Assign¬ 
ment  Reporter.  Public  meeting,  business 
and  others  as  assigned.  Photography 
skills,  MAC  experience  a  plus.  Com¬ 
pensation,  benefits  DOE.  Contact  Hank 
Bond,  Publisher,  Pahrump  Valley  Times: 

800-417-4791 
Fax  resume  775-727-5309 
Or  email  hank407@excite.com 

ASSISTANT  NEWS  EDITOR:  for  No.  2 
copy-desk  position  at  30,000  daily  in 
West  Texas.  Join  a  talented,  close-knit 
crew.  Opportunities  grow  as  we  take  on 
more  art-driven  covers  and  Web  duties. 
Write  Sandy  Wiegand,  Odessa  American: 

RO.  Box  2952  Odessa,  Texas  7960 
oaoa@hotmail.com 


EDITORIAL 


AG  NEWSPAPER  EDITOR 
Editor  of  one  of  the  most  respected  agri¬ 
cultural  and  natural  resource  pub¬ 
lications  in  the  West-the  38,000  circ. 
weekly  Capital  Press,  Salem,  Ore., 
which  circulates  in  Oregon,  Washington, 
Idaho  and  California.  Strong  compensa¬ 
tion  package.  Full-time  news  staff  of  IS¬ 
IS  in  Salem  and  8  based  throughout  the 
four  states. 

Required:  Have  at  least  12  years  of 
news  experience,  have  a  news  coverage 
philosophy  acceptable  to  the  publisher, 
demonstrated  ability  to  do  effective  opi¬ 
nion  writing,  have  either  experience 
working  in  agriculture  or  knowledge  of 
agriculture  and  natural  resources  ade¬ 
quate  to  guide  an  effective  ag  newspa¬ 
per. 

Preferred:  Have  management  experience 
and  have  page  layout  experience.  Send  a 
letter  telling  why  you  want  the  job,  giv¬ 
ing  qualifications  in  such  areas  as  news 
reporting,  editing,  editorial  writing  and 
management,  and  send  two  opinion 
pieces  you  have  written,  500-700  words 
each,  on  ag  subjects. 

Send  to:  Publisher  Mike  Forrester 
Capital  Press 

RO.  Box  2048  Salem,  OR  97308 
(503)364-4431 


ASSISTANT  FEATURES  EDITOR 
Lead  designer  needed  for  daily  Style  sec¬ 
tion.  You’ll  do  covers  and  some  inside 
pages,  and  work  with  our  writers  and 
shooters.  Need  an  editor  who  is  both 
organized  and  creative.  Familiarity  with 
Quark  and  Photoshop  a  plus.  We  offer  a 
supportive  work  place  with  excellent 
salary  and  benefits.  Send  resume,  sam¬ 
ples  and  letter  telling  why  you’re  the 
right  person  for  the  job  to  Mary 
Sweetwood,  The  Northwest  Herald,  RO. 
Box  250,  Crystal  Lake,  IL.,  60039- 
0250. 


ASSISTANT  MANAGING  EDITOR 
We  are  looking  for  an  exceptional  news 
professional  who  wants  to  make  a  dif¬ 
ference  in  one  of  America’s  most  beauti¬ 
ful  and  diverse  markets.  Excellent 
opportunity  at  Hawaii’s  largest  newspa¬ 
per,  The  Honolulu  Advertiser  (113,000 
daily,  190,000  Sunday). 

The  Assistant  Managing  Editor  /  News 
will  oversee  daily  operations  of  all  sec¬ 
tions:  planning,  developing  enterprise 
and  coaching  reporters  and  editors. 
Special  emphasis  on  substantive  report¬ 
ing  and  writing,  editing  with  clarity  and 
style.  This  position  requires  a  proven 
record  of  newsroom  leadership. 

A  Gannett  newspaper,  we  offer  com¬ 
petitive  salary,  benefits  and  relocation 
assistance.  Rlease  send  resume,  work 
samples  and  a  cover  letter  describing 
your  newsroom  style  to  Managing  Editor 
Jim  Kelly,  The  Honolulu  Advertiser: 

605  Kapiolani  Blvd.,  Honolulu,  HI  96813 
No  phone  calls,  please 
The  Advertiser  is  an  equal  opportunity 
employer  that  values  workplace  diversity 

www.editorandpubllsher.com 
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EDITORIAL  I  EDITORIAL  I  EDITORIAL  I  EDITOIUAL 


ASSISTANT  ONLINE  EDITOR  for  Educa¬ 
tion  Week  on  the  Web  www.edweek.org. 
Entry-level  position,  excellent 
opportunity  to  gain  Web  and  publishing 
experience.  Responsibilities  include  Web 
researching,  updating  reference  material, 
and  assisting  in  online  publication  of 
weekly  newspaper  and  monthly  maga¬ 
zine.  Requires  sharp  writing  skills,  solid 
news  judgment,  and  computer  profi¬ 
ciency.  Must  be  familiar  with  Windows 
and  Web  browsers.  Journalism  or  related 
background  a  plus.  Photoshop  or  HTML 
experience  also  a  plus.  Ideal  candidate  is 
detail-minded,  cooperative,  and  inteilec- 
tually  curious.  Above  all,  willing  to  learn! 
Resume  and  cover  letter  to: 

Anthony  Rebora,  Online  Editor 
Editorial  Projects  in  Education 
6935  Arlington  Road,  Suite  100 

Bethesda,  MD  20814 
No  E-mails,  please 

ASSOCIATE  EDITOR 

New  Times  is  looking  for  an  associate 
editor  tor  its  news  and  entertainment 
weekly  in  San  Francisco.  We  want  an 
editor  who  has  a  fine  touch  with  copy,  a 
firm  grasp  of  the  magazine  style  and  a 
solid  background  in  arts/features. 
Qualified  applicants  will  have  the 
demonstrated  ability  to  deal  with  lengthy 
news  and  feature  articles  and  the  self- 
confidence  needed  to  work  comfortably 
with  a  staff  of  writers  who  routinely  win 
national  journalism  awards.  Interested 
candidates  should  send  a  cover  letter,  a 
resume  and  clips  to: 

John  Mecklin,  Editor 
SF  Weekly 

185  Berry  Street,  Lobby  4,  Suite  3800 
San  Francisco,  CA  94107 


ASSOCIATE  EDITOR  wanted  for  major 
business  travel  magazine  based  in 
Manhattan.  Responsibilities  include  writ¬ 
ing  and  editing  a  monthly  news  section; 
and  writing  features  on  hot  new  travel 
destinations,  innovations  in  business 
communications  and  meetings,  new  hotels 
and  resorts  and  more.  Great  travel 
opportunities.  Applicant  must  be  an 
enthusiastic  news  hound  with  at  least 
one  year  of  news  experience,  who  thrives 
in  a  fast-paced,  fun  environment.  Salary 
commensurate  with  experience.  Send 
replies  to: 

Julie  Barker,  Successful  Meetings 
770  Broadway,  5th  Floor 
New  York,  NY  10003 
Fax:  (212)  592-6600 
Or  E-mail:  jbarker@successmtgs.com 


AWARD-WINNING  daily/weekly  in 
Aspen,  CO,  seeking  aggressive  general 
assignment  reporter  looking  to  excel  in 
fast-paced  newsroom.  Send  resume, 
clips  to  Mike  Hagan: 

310  E.  Main,  Aspen,  CO  81612 
Or  E-mail  to  hagan@aspentimes.com 


BUSINESS  WRITER/GENERAL  ASSIGN¬ 
MENT  REPORTER  needed  at  7-day 
News  Herald  of  Panama  City,  FL.  Expe¬ 
rienced  or  a  solid  beginner  welcome. 
Send  resume  to  David  Palmer,  managing 
editor.  The  News  Herald,  P.O.  Box 
1940,  Panama  City,  FL  32402. 


Art  Director 

DO  YOU  CONSIDER  YOURSELF  A 
VISUAL  JOURNALIST? 

The  Morning  News  of  Northwest 
Arkansas  is  looking  for  a  skilled 
journalist  with  an  eye  for  presentation  to 
help  launch  the  newspaper’s  Mario 
Garcia-led  redesign  and  help  coordinate 
a  universal  desk. 

Layout  and  design  skills  are  a  must, 
while  editing  and  management  experi¬ 
ence  is  a  plus.  The  Art  Director  will 
assist  in  planning  of  day-to-day  section 
fronts  and  specialty  pages  and  oversee 
the  presentation  of  larger  projects  such 
as  Sunday  features  packages.  He  or  she 
will  also  produce  daily  pages  and 
packages. 

Most  importantly,  we’re  looking  for 
someone  who  sees  more  than  just  the 
words  in  a  newspaper.  If  you  believe  you 
are  the  extra-ordinary  person  we  are  look¬ 
ing  for  contact:  Human  Resources: 

The  Morning  News  of  Northwest  Arkansas 
RO.  Box  7,  Springdale,  AR  72765 
Fax  501-872-5006 
Or  E-mail  jeaton@nwaonline.net 


CALIFORNIA  DREAMIN 
Established  trade  publisher  based  in  LA 
seeks  accomplished  business  editor  for 
senior  editorial  position.  Must  have  3-5 
years  experience  at  a  daily,  strong  writ¬ 
ing  and  editing  skills,  computer  literate 
and  an  interest  in  the  media  business. 
Great  package  and  benefits  for  the  right 
candidate.  Will  relocate. 

Fax  resume  to  (323)  951-0307 


EDITORIAL 


BRIDGENEWS,  a  global  real-time  news 
wire,  is  looking  for  a  top-notch  re-write 
editor  to  edit  the  key  business  stories  of 
the  day  for  distribution  to  Web  sites  and 
newspapers.  Based  in  NY,  this  is  a  high- 
profile  position  that  will  help  direct  cov¬ 
erage  of  major  news  stories.  Several 
years  experience  as  a  business  reporter 
or  editor  required.  Please  send  cover  let¬ 
ter  and  resume  to  Bill  Schwartz,  Amer¬ 
icas  Copy  Chief,  BridgeNews,  3  World 
Financial  Center,  New  York,  NY,  10281. 

Or  E-mail  to:  bschwartz@bridge.com 
EOE  M/F/D/V 


BUSINESS  OF  MEDICINE  REPORTER 
The  Charlotte  Observer,  largest  newspa¬ 
per  in  the  Carolines,  needs  an  aggressive 
reporter  to  break  exclusive  stories  & 
write  distinctive  coverage  of  the  business 
of  medicine  ranging  from  the  impact  of 
managed  care  to  how  hospitals  operate 
behind  the  scenes.  Successful  candi¬ 
dates  can  analyze  complicated  issues  & 
write  about  them  clearly.  Minimum  of  5 
years  experience  at  a  daily.  Prehire  drug 
test.  Send  clips,  resume,  letter  to: 

Sandy  Hill 

The  Charlotte  Observer 
RO.  Box  303038,  Charlotte,  NC  28202 

COPY  EDITOR/EDTORIAL  PAGE  DESIGNER 
The  Macon  Telegraph  seeks  a  copy 
editor/page  designer  for  its  editorial  page. 
Pagination  experience  required.  Commen¬ 
tary  experience  a  plus.  Reply  to: 

Ron  Woodgeard,  Editorial  Page  Editor 
The  Macon  Telegraph 
RO.  Box  4167,  Macon,  GA  31208 
E-mail:  rwoodgeard@maconteLcom 
Fax:  (no  calls)  (912)744-4385 


EDITORIAL 


CHIEF  SPORTS  EDITOR 
Editor-in-chief  for  Miami-based  Internet 
sports  site  needed.  Competitive  salary, 
benefits  and  the  chance  to  work  with 
one  of  the  market  leaders  offered.  Must 
manage  content  and.  staff,  have  experi¬ 
ence  in  international  and  U.S.  sports, 
written  media  and  the  vision  to  steer  cov¬ 
erage.  Detail-oriented  candidates  with 
flawless  English  (bilingual  English- 
Spanish),  with  initiative  and  good  judg¬ 
ment,  send  qualifications  to: 

resume@sportsya.com  or 
Fax  (305)  534-8907  attn:  English  editor 


CITY  EDITOR 

The  Gazette  in  Colorado  Springs  is  seek¬ 
ing  a  city  editor  to  lead  more  than  20 
journalists.  This  is  a  senior  position  in 
the  newsroom.  You  should  have 
impressive  reporting  and  line-editing  cre¬ 
dentials  and  significant  supervisory  expe¬ 
rience.  You’ll  be  expected  to  handle 
breaking  news,  generate  enterprise  and 
inspire  reporters  and  assistant  city 
editors  to  scoop  the  competition.  We  are 
seeking  a  strong  coach  and  an  excep¬ 
tional  content  editor  with  a  good  sense 
of  humor  and  mile-wice  work  ethic. 
Send  a  letter,  six  clips  consisting  of 
original  and  edited  versions  of  stories 
and  a  resume  to; 

Cliffe  Foster,  Managing  Editor 
The  Gazette 
30  S.  Prospect  Street 
Colorado  Spring,  Co  80903 
Deadline  is  July  1 
No  phone  calls  please 


EDITORIAL 


Room  at  the  Top 

Cleveland  Scene 

New  Times,  publisher  of  eleven  magazine-style  newsweeklies, 
is  looking  for  an  editor  to  lead  the  award-winning  staff  of  its 
paper  in  Cleveland. 

We  want  an  editor  with  news  and  feature  experience,  someone 
who  can  help  the  staff  generate  superior  magazine-length  stories 
and  guide  beginning  writers  as  well  as  accomplished  ones.  The 
ideal  candidate  will  be  able  to  edit  and  write,  leading  by  example 
rather  than  by  dictate.  The  interview  process  will  include  an 
extensive  editing  test. 

Qualified  applicants  should  send  cover  letter,  resume  and  clips  to: 

Christine  Brennan,  Executive  Manrging  Editor,  New  Times,  Inc. 
Re:  E&P/Editor 

RO.  Box  5970,  Denver,  CO  80217 


NewTimes 


To  learn  more  about  New  Times,’ visit  our  website  at  www.newtimes.com. 
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EDITORIAL 


CITY  HALL  REPORTER 
The  Las  Vegas  Review-Journal,  a 
172,000  circulation  daily,  is  seeking  a 
reporter  to  cover  Las  Vegas  City  Hall. 
Applicants  should  have  at  least  three 
years  of  newspaper  experience,  pre¬ 
ferably  on  a  municipal  government  beat. 
Computer-assisted  reporting  skills  are  a 
plus.  The  successful  candidate  will  be  a 
strong  writer.  Interested  journalists 
should  send  resumes,  references  and 
work  samples  to  City  Editor  Mary  Hynes: 

Las  Vegas  Review-Journal 
RO.  Box  70,  Las  Vegas,  NV  89125 


COPY  EDITOR  WANTED 
New  York  Daily  News  seeks  skilled  copy 
editor  for  fast-paced  night  news  desk. 
Must  have  minimum  5  years  daily 
newspaper  experience;  a  sharp  eye  for 
spelling,  grammar;  ability  to  write 
snappy  heads  on  deadline.  Send  resume 
and  clips  to  Copy  Chief  Bev  Weintraub, 
Daily  News,  450  West  33rd  Street,  NY 
10001.  Or  E-mail: 


EDITORIAL 


COME  GROW  WITH  US 
If  you’re  a  reporter  or  copy  editor/ 
designer  looking  for  a  newsroom  that 
doesn't  just  cook  -  it  sizzles  -  then  the 
Greensboro  News  &  Record  is  your  next 
career  stop.  Our  100,000  daily  in  cen¬ 
tral  North  Carolina  enjoys  a  national 
reputation  for  grooming  top  journalists. 
As  N&R  travel  editor  Lydian  Bernhardt 
says,  “The  company  offers  the  most 
extensive  collection  of  on-site  pro¬ 
fessional-development  opportunities  I've 
ever  heard  of.”  We  are  wrapping  up  the 
biggest  expansion  in  our  110-year  history, 
adding  33  journalists.  We  need  reporters 
to  cover  the  arts,  business,  cops,  educa¬ 
tion,  GA  —  both  news  and  features, 
specific  cities  and  sports.  We  need  copy 
editors/designers  on  both  the  news  and 
sports  desks.  To  apply,  send  resume, 
cover  letter  and  work  samples  to; 

Ed  Williams,  Recruitment  Coordinator 
200  E.  Market  Street 
Greensboro,  NC  27420 
For  more  info,  see:  www.news-record.com 


EDITORIAL 


COPY  EDITOR/PRODUCTION  MANAGER 
The  Cato  Institute  seeks  an  experienced 
copy  editor/production  manager  for 
Regulation,  a  quarterly  journal  of  applied 
microeconomic  research.  Specific  duties 
include  copyediting  articles,  book 
reviews,  and  letters  to  the  editor;  negotiat¬ 
ing  changes  with  authors;  providing  the 
layout  artist  with  text,  tables,  and  figures 
(in  hard  copy  and  electronically);  arrang¬ 
ing  for  proofreading  and  author  approval 
of  page  proofs;  working  with  the  layout 
artist  to  assemble  final  copy  for  printing 
(including  preparation  of  the  table  of  con¬ 
tents  and  placement  of  advertising);  pre¬ 
paring  instructions  for  the  printer;  review¬ 
ing  bluelines;  and  coordinating  the  sup¬ 
porting  efforts  of  an  administrative  assis¬ 
tant,  circulation  manager,  and  Web  master. 
The  position  requires  editing  experience, 
familiarity  with  microeconomic  material,  a 
working  knowledge  of  Chicago  style,  facility 
with  word-processing  software  (preferably 
Microsoft  Word),  and  a  working  knowl¬ 
edge  of  publication  production.  This  is  a 
part-time  position;  the  workload  will 
average  20  hours  a  week,  varying  widely 
according  to  the  phase  of  the  publication 
cycle.  (Full-time  work  can  be  arranged, 
with  the  addition  of  assignments  from 
other  parts  of  Cato.)  Send  a  letter  with  a 
resume  and  editing  samples  to: 

Peter  VanDoren,  Editor  of  Regulation 
Cato  Institute 

1000  Massachusetts  Avenue  NW 
Washington,  DC  20001 
Or  E-mail  to:  pvandore@cato.org 

COPY  EDITORS 

The  Seattle  Times  is  looking  for  talented 
copy-editing  and  design  candidates. 
Applicants  must  have  strong  word¬ 
editing  and  headline-writing  skills,  as 
demonstrated  on  an  editing  test.  We 
seek  designers  with  a  flair  for  attractive 
designs  and  the  sophisticated  use  of 
photos,  fonts  and  graphic  elements. 
Pagination  experience  preferred;  CCI  a 
plus.  Minimum  of  five  years  of  editing  or 
layout  experience  on  a  major  daily 
newspaper  required. 

THREE-YEAR  EDITING  INTERNSHIPS 
Three-year  editing  internships  also  are 
available.  This  career-development  pro¬ 
gram  includes  rotations  on  several 
desks.  Interns  receive  a  development 
plan,  a  mentor,  and  job-placement  help 
afterward.  Editing  experience  is  required, 
either  through  previous  metro 
internships,  work  on  small  dailies  or  the 
equivalent. 

To  apply,  post  your  cover  letter  and 
resume  via  The  Seattle  Times  newsroom 
electronic  database  at: 
http;//recruiterl  .webhire.com/seatimes 
Or  e-mail  it  to  seatimes@rpc.webhire.com 
And  then  send  a  hard  copy  with  your  work 
samples  to  Karen  Cater,  chief  of  copy 
desks.  The  Seattle  Times,  PO.  Box  70, 
Seattle,  WA  981 11.  No  calls,  please. 

Only  finalists  will  be  contacted. 


MANAGING  EDITOR:  Department  head 
for  10,000-circulation  Indiana  PM  daily. 
Strong  teaching,  design,  editing  skills 
needed.  Salary  upper  $30s.  Reply  to: 

Box  01270,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 


EDITORIAL 


COPY  EDITORS 

The  Press  of  Atlantic  City  has  openings 
for  copy  editors  on  its  news  desk.  We 
are  an  80,000-circulation  AM  that  cov¬ 
ers  southern  New  Jersey  and  a  town  that 
features  12  gambling  casinos.  Candi¬ 
dates  should  have  three  years’  experi¬ 
ence  in  editing  and/or  reporting.  QuarkX¬ 
Press  experience  a  plus.  Send  resume, 
clips  to: 

News  Editor  Peter  M.  Brophy 
The  Press  of  Atlantic  City 
1 1  Devins  Lane,  Pleasantville,  NJ  08232 
Or  E-mail:  pmb@pressplus.com 


COPY  EDITORS 

The  Brownsville  Herald,  with  a  107-year 
history  of  covering  news  along  the  U.S.- 
Mexico  border  and  in  South  Texas,  has 
two  openings  for  copy  editors.  Appli¬ 
cants  must  have  strong  command  of  the 
English  language,  as  well  as  proofread¬ 
ing,  design  and  layout  skills.  Experience 
with  QuarkXPress  is  preferred.  Located  a 
few  minutes  from  South  Padre  Island 
and  across  the  border  from  Mexico, 
Brownsville  provides  a  unique  cultural 
and  entertainment  experience.  Respond 
with  cover  letter,  resume  and  work  sam¬ 
ples  to  George  Cox,  editor.  The 
Brownsville  Herald,  1135  E.  Van  Buren 
St.,  Brownsville,  TX  78520. 


COPY  EDITOR 

The  Register-Guard  is  seeking  a  copy 
editor  for  its  night  news  desk.  We're 
Oregon's  second-largest  daily,  and  our 
reporting,  photography  and  design  have 
won  national  and  regional  honors.  We’re 
located  in  a  college  town,  an  hour  from 
the  mountains  and  an  hour  from  the 
coast.  Our  copy  editors  polish  stories, 
write  headlines,  and  lay  out  and 
paginate  pages  on  DTI.  They  work  hard, 
and  they  earn  salaries  of  $579-$899 
per  week,  commensurate  with  experi¬ 
ence.  We're  looking  for  a  wordsmith 
with  news  and  design  sense,  the  ability 
to  work  well  with  others  and  at  least  2 
years  experience.  A  college  degree  is 
required.  Submit  a  letter,  resume  and 
samples  by  June  30,  2000  to: 

Copy  Editor,  HR  Dept. 

RO.  Box  10188,  Eugene,  OR  97440-2188 
E.O.E. 


COPY  EDITOR 

The  Ottumwa  Courier,  a  19,000  a.m. 
daily,  seeks  a  copy  editor  with  strong 
graphics  design  skills,  committment  to 
accuracy.  Mac-based  system  using 
QuarkXPress  and  related  software. 
Redesign  in  September.  Interest  in 
sports  a  plus.  Send  resume  and 
references  to; 

David  Kraemer,  Editor,  Ottumwa  Courier 
213  E.  2nd  St.,  Ottumwa,  lA  52501 
Email:  editor@ottumwacourier.com 


EDITOR,  MANAGING:  Manage  day  to 
day  copy  desk  at  fast  paced  entertain¬ 
ment  trade  paper.  Deadline  oriented. 
Headline  writing  a  must.  Five  years 
experience.  Please  fax  resume,  cover  let¬ 
ter  and  salary  history  to  job  code# 
642AB  at  (323)  525-2211.  Or  email  to: 
HRLA@bpicomm.com  No  calls  please. 

EOE 


BWeintraub@edit.nydailynews.com 

PART-TIME  Internet  COPY  EDITOR. 
Daily  news  music  experience.  3-7  p.m. 
M-F.  NYC  only;  no  relocation.  Resume, 
salary  requirements  recruitment@mji.com 
Or  fax  (212)586-1024 

EDITORIAL 


IF  YOU  LOVE  high  school  sports,  have 
traditional  media  experience  on  the  sales 
and/or  editorial  side  and  would  enjoy 
working  out  of  your  home  in  one  of  our 
future  markets  come  visit  us  at: 

http;//www.  varsityonline.com/jobs 


EDITORIAL 


ne  publisher  ot  Retail 
Jnformalion  Systems  News, 
Consumer  Goods  Technology, 
Retail  Systems  Reseller, 
Hospitality  Technology,  Kiosk 
Business,  Selling  Christmas 
Decorations,  Selling 
Halloween,  Greetings  Etc, 


is  looking  for  great  editorial  and 
graphics  talent.  We  are  the  fastest 
growing  business-to-business 
publisher  in  the  metropolitan  area. 

Edgell  Communications  offers 
competitive  salary  and  benefits  and 
an  open,  exciting  environment 
where  editorial  excellence  is  rewarded 
and  highly  valued.  Send  Resume 
and  Clips  with  salary  history,  must 
indicate  reply  code,  to: 


COMMUNICATIONS 

Edgell  Communications 
4  Middlebury  Bivd., 

Randoiph,  NJ  07869 
FAX:  973-252-9020 
Emaii:  Edgeii@EdgelimaiLcom 
No  phone  calls  please. 

Edgell  is  an  equal 
opportunity  employer 


Editor 

Consumer  Goods  Technology 

You  must  love  magazines.  You’ll  lead  an  established  trade  publi¬ 
cation  to  new  heights.  You'll  cultivate  relationships  with  readers, 
and  demand  from  treelancers  strongly  written,  well-edited  and 
well-illustrated  stories  that  matter.  You  will  lead  in  the  building 
of  a  new  website.  And  you  will  demonstrate  a  history  ol 
acttievement  in  trade  or  business  publishing.  Reply  Code:  EHT 

Magazine  Art  Director 

You  have  experience  desiging  and  producing  magazines.  You 
understand  the  partnership  between  the  editor  and  art  director. 
You  know  how  to  use  Quark  4.0,  Photoshop  5.5,  &  Illustrator  8. 
You  have  access  to  freelance  Illustrators,  photographers  and 
designers.  And  you  are  a  design  maven  Reply  Code:  AD 

Editor 

Kiosk  Business 

Launch  a  new  magazine  that  has  already  been  market-tested. 
The  industry  is  hot,  the  competition  Is  just  cranking  up  and  you 
know  how  to  pul  your  publication  on  the  map  immediately. 

Reply  Code:  EKB 

Editor 

Retail  Systems  Reseller 

This  position  Is  the  result  of  the  incumbent's  promotion. 

If  you  have  covered  systems  imegrators,  resellers  or  retail 
technology,  and  you  know  how  to  produce  great  content  that 
stirs  the  industry,  we'd  like  to  talk  with  you.  Reply  Code:  ERSR 

Associate  Editors 

Two  positions  are  open.  Experience  covering  technology  or 
business  is  required.  Your  clips  must  go  beyond  the  mere  tacts. 
Careful  and  penetrating  writing  and  an  understanding  ot  how  to 
build  a  network  of  contacts  is  a  must.  Reply  Code:  AE 
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COPY  EDITOR 

The  York  Daily  Record,  a  43,700- 
circulation  AM  consistently  voted  the 
best  paper  its  size  in  Pennsylvania, 
needs  a  talented  page  designer  and  copy 
editor  to  join  our  staff  in  York  County,  a 
scenic,  fast-growing  area  between  Bal¬ 
timore  and  Harrisburg.  Our  newsroom 
values  the  needs  of  the  copy  desk  and 
fosters  good  relationships  between 
editors  and  reporters.  If  a  competitive, 
two-paper  market  excites  you  and  pro¬ 
fessional  development  drives  you,  send 
resume,  tearsheets  to; 

News  Editor,  York  Daily  Record 
RO.  Box  15122,  York,  PA  17405 
Check  us  out  at  www.ydr.com  EOE 


COPY  EDITOR 

The  Newport  Daily  News,  a  15,000  PM 
daily,  is  seeking  a  talented  copy  editor 
with  excellent  editing,  headline  writing 
and  page-design  skills.  Applicants 
should  be  proficient  in  QuarkXPress. 
Experience  preferred,  but  will  consider  a 
recent  graduate  with  strong  internships. 
Please  send  a  letter,  resume  and  work 
samples  to: 

Harvey  Peters,  News  Editor 
The  Newport  Daily  News 
101  Malbone  Road,  Newport,  Rl  02840 
No  phone  calls,  please 


COPY  EDITOR 

Work  in  one  of  the  most  exciting  news 
towns  in  the  country.  The  Las  Vegas 
Review-Journal,  with  a  weekday  circula¬ 
tion  of  172,000,  has  an  immediate 
opening  for  a  copy  editor.  Applicants 
should  have  at  least  three  years  of  expe¬ 
rience,  strong  headline  writing  and  copy 
editing  skills,  and  a  good  command  of 
English  and  AP  style.  Solid  computer 
abilities,  particularly  in  Macintosh  and 
pagination,  are  a  pius.  Interested 
journalists  should  send  resumes, 
references  and  work  samples  to: 

News  Editor  Mary  Greeley 
Las  Vegas  Review-Journal 
RO.  Box  70,  Las  Vegas,  NV  89125 


DEPUTY  SRORTS  EDITOR 
The  Journal  Times  is  seeking  an 
energetic,  ambitious  individual  to  be¬ 
come  the  deputy  sports  editor  for  an 
award-winning,  nine-person  sports  staff. 
Responsible  for  assisting  the  sports 
editor  in  overseeing  the  daily  sports 
desks  operation,  including  editing,  pro¬ 
ducing  and  paginating  pages  and 
monitoring  page  flow.  Also  assists  in  hir¬ 
ing  and  supervision.  Strong  interpersonal 
and  leadership  skills  are  required,  as 
well  as  strong  design,  editing  and  com¬ 
puter  skills.  Applicant  should  possess  a 
B.A.  or  B.S.  degree  or  equivalent 
journalistic  experience  and  have  a  mini¬ 
mum  of  two  years’  experience  on  a  copy 
desk  or  in  a  supervisory  role.  Application 
deadline:  July  1st.  Send  resume,  cover 
letter  and  samples  to:  The  Journal 
Times,  212  Fourth  Street,  Racine,  Wl 
53403.  EOE 

www.editorandpublisher.com 
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DO  YOU  LIVE.  EAT  &  BREATHE  NEWS? 
Join  our  prize-winning  news  operation  at 
the  Delaware  County  Daily  and  Sunday 
Times.  We’re  looking  for  a  gangbusters 
copy  editor  to  join  our  news  desk,  editing 
copy,  laying  out  pages  and  writing  sparkl¬ 
ing  headlines.  Ragination  and  QuarkX- 
Rress  experience  a  big  plus.  We’re  in  the 
heart  of  the  highly  competitive  Rhiladel- 
phia  market.  If  you’d  like  to  join  our 
feisty  tabloid,  send  resume  to  Rhilip  E. 
Heron,  editor,  Delaware  County  Daily 
Times,  500  Mildred  Avenue,  Rrimos,  RA 
19018.  Fax:  (610)  622-8887. 

E-mail:  editor@delcotimes.com 


EDITOR  ENTREPRENEUR 
Not  for  the  faint-hearted!  Bigfoot  Media, 
publisher  of  the  Berkeley  Daily  Planet,  is 
looking  for  ambitious  editors/leaders  of 
start-up  Calif,  hard  news  community 
dailies.  Energetic,  passionate  leaders 
needed  to  build  and  jazz  news  team. 
Excellent  hands-on  skills:  local  news, 
writing,  editing,  QuarkXPress,  team¬ 
building.  Competitive  compensation 
with  stock  options.  E-mail/fax  resume, 
salary  requirements,  5  best  clips: 
hr@berkeleydailyplanet.com 
Fax  (510)  841-5695 

EDITOR  IN  CHIEF 

Named  the  “Best  Community  Newspa¬ 
per  in  NY  State"  for  the  past  4  years. 
The  Record-Review  seeks  an  experi¬ 
enced  hands-on  Editor  to  lead  its  news 
department.  Solid  editing,  writing  & 
management  skills  required,  along  with 
a  commitment  to  community  journalism 
&  an  ability  to  inform,  involve  &  impact 
our  sophisticated  readers  in  northern 
Westchester,  NY.  Fax  resume,  clips  & 
salary  history  to; 

Ms.  White  at  (914)  725-1552 
or  email:  dwhite@scarsdalenews.com 


EDITOR/WRITER 

Experienced  Writer/Editor  wanted  to 
produce  sparkling  copy  for  fast-growing 
online  newsletter  read  by  HR  and 
employee  benefits  professionals.  Also 
pen  articles  for  profession’s  leading 
magazine.  Rockville,  MD  location.  Com¬ 
petitive  salary,  great  benefits.  Submit 
resumes  to: 

david.albertson@tfn.com 

EDITOR 

Award-winning  Atlanta  based  bi-monthly 
corporate  real  estate  magazine  seeks  an 
Editor  to  manage  and  direct  the  writing 
and  publication  of  the  magazine.  Direct 
editorial  coverage,  id  story  ideas,  and 
orchestrate  editorial  research  projects. 
Frame  assignments  to  generate  sophis¬ 
ticated  industry  coverage.  Rosition 
includes  writing  responsibilities.  Degree 
and  interest  in  corporate  real  estate  & 
economic  development  required.  Com¬ 
petitive  salary  and  benefits.  Intense  but 
friendly  work  environment.  Visit 
www.siteselection.com  for  more  content 
info.  Send  letter,  resume  and  clips  to: 

James  Cummins,  Conway  Data,  Inc. 

35  Technology  Rarkway,  Suite  150 
Norcross,  GA  30092 
Orto;  jim.cummins@conway.com 
Or  fax  to:  (770)  263-8825 


EDITORIAL 


EDITORIAL  ORINION  WRITER  needed 
to  help  12,500  daily  establish  a  strong 
voice  on  local  issues.  Paper  is  in  small 
town  with  excellent  quality  of  life,  sur¬ 
rounded  by  state  parks,  90  miles  from 
Chicago.  Excellent  research,  reporting 
and  writing  skills  needed,  please  send 
resume,  writing  samples  and  your  views 
on  the  mission  of  an  editorial  page  to 
Box  01276,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 


The  News  &  Observer  seeks  an  assistant 
Capitol/State  editor.  Primary  responsibil¬ 
ity  is  for  non-government  state  news, 
working  with  three  GAs  and  stringers  to 
plan  and  execute  coverage  of  statewide 
stories.  Also  would  have  involvement  in 
planning  and  editing  state  government 
and  political  stories.  Should  be  a  solid 
journalist  with  planning  and  manage¬ 
ment  skills.  Send  resume,  two-page 
autobiography  and  work  samples  to; 

Melanie  Sill,  Managing  Editor 
The  News  &  Observer 
215  S.  McDowell  Street 
Raleigh,  NC  27601 


EDUCATION  WRITER:  The  Virginian- 
Pilot  seeks  an  experienced  reporter  to 
cover  two  local  school  divisions.  We 
want  someone  who  can  write  breaking 
news,  enterprise,  profiles,  in-depth  nar¬ 
ratives,  explanatory  pieces  and  feature 
stories.  Send  resume,  letter  and  ten  clips 
to: 

Michele  Vernon-Chesley 
The  Virginian-Pilot 
4565  Virginia  Beach  Blvd. 

Virginia  Beach,  VA  23462 


ADMINISTRATIVE 


EDITORIAL 


ILLINOIS  AGRINEWS  has  fulltime  open¬ 
ings  for  a  Field  Editor  in  our  LaSalle  and 
Bloomington  office.  Seeking  experienced 
reporter,  recent  journalism  or  ag  comm 
graduate.  Ag  background  desirable  but 
not  required.  Photo  experience  a  plus. 
Car  required.  Fax  or  mail  resume  and 
writing  samples  to: 

Joyce  McCullough,  Illinois  AgriNews 
426  Second  St.,  LaSalle,  IL  61301 
Fax  (8 15)  223-7894 
E-mail  agrinews@theramp.net 


FREEUNCE  JOURNALISTS 
NurseWeek,  a  health  magazine  providing 
nurses  with  the  latest  news,  resources 
and  opportunities,  is  looking  for  freelan¬ 
cers  for  its  Mountain  West  edition.  This 
six-time  annual  publication  covers 
Alaska,  Oregon,  Washington,  Idaho, 
Montana,  Arizona,  Utah,  Wyoming, 
Nevada,  Colorado  and  New  Mexico. 
Freelancers  will  be  responsible  for  creat¬ 
ing  a  nurse  beat  within  a  state,  devel¬ 
oping  contacts  and  sources,  digging  for 
story  ideas,  writing  assigned  features 
and  keeping  in  contact  with  the  editorial 
headquarters  in  California.  Ideal  candi¬ 
dates  will  have  a  background  in  journal¬ 
ism  and  nursing,  but  those  with  writing 
experience  will  be  given  serious  con¬ 
sideration.  Writers  in  the  Mountain  West 
states  will  be  given  priority.  Submit 
resume,  cover  letter  and  clips  via  E-mail 
to  Sarah  Colyer  at  sarahc@nurseweek.com 
Or  mail  to  NurseWeek; 

1 1 56-C  Aster  Ave.,  Sunnyvale,  CA  94086 
EOE 


ADMINISTRATIVE 


MANAGEMENT 


Recruitment  Specialists 

Some  of  our  current  assignments: 

■  Advertising  Sales  Managers  -  Daily  newspapers  in 
Southeast  and  Northwest  (circulation  of  approximately 
40,000)  seek  handson  sales  leaders  to  oversee  retail 
staff;  $55-65K  compensation  range. 

■  Pagination  Supervisor  -  Midwestern  daily  of 
approximately  70,000  circulation  needs  paginating  pro 

to  lead  staff  of  7;  good  computer  skills;  excellent  company 
and  opportunity. 

■  Pressroom  Foreman  -  *2  person  production;  70,000 
circulation  daily  in  Midwest;  strong  tech  skills;  double¬ 
wide  offset  experience;  excellent  career  opportunity. 


Contact  US  if  you  have  a  recruitment  need... or 
send  your  resume  for  current  or  future  openings. 

1605  Colonial  Parkway,  Suite  240  ■  Inverness,  IL  60067 
847.963.9300  ■  nini2@voyager.net  ■  fix  847.934.6607 
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REPORTER 

National  acclaim  and  prizes  have 
followed  the  Mobile  (AL)  Register’s  rise 
to  prominence  as  one  of  the  South’s  best 
dailies.  We’re  a  100,00-plus  Newhouse 
newspaper  known  for  big  projects,  fine 
writing  and  tough  investigation.  We 
believe  that  greatness  starts  at  the 
reporters’  desks  and  we  have  some  of 
those  desks  open  right  now  on  our  busi¬ 
ness,  city  and  suburban  staffs.  Contact 
Dewey  English,  ME,  Mobile  Register: 

RO,  Box  2488,  Mobile,  AL  36652 


GROW  WEST 

Growing  24K  daily  in  scenic  southern 
Idaho  needs  reporter  for  diverse  beat  in 
small  community.  Bachelor’s  degree, 
sharp  writing  and  love  of  rural  life 
required.  We  offer  solid  pay,  benefits, 
plus  splendid  Idaho  outdoors.  (Ski,  fish, 
mountain  bike,  kayak,  etc.)  Send 
resume,  clips  reference  list  to: 

Clark  Walworth,  managing  editor 
The  Times-News 

RO.  Box  548,  Twin  Falls,  ID  83303 
See  web  site  at  www.magicvalley.com 
Equal-opportunity  and  drug-free  workplace 


HEALTH  BUSINESS  REPORTER  needed 
to  cover  the  Mayo  Clinic.  The  Post- 
Bulletin,  Minn.,  is  seeking  an  experi¬ 
enced  health/business  reporter  to  join 
our  staff  of  more  than  65  journalists. 
The  health/business  reporter  will  cover 
Mayo  Clinic  as  well  as  health  and  busi¬ 
ness  issues.  Top  candidates  will  have 
plenty  of  daily  clips  that  demonstrate 
intelligence,  creativity,  aggressive  report¬ 
ing  and  a  sense  of  the  community 
they’re  covering.  Send  cover  resume/ 
clips  to  Lynne  Miller 

Human  Resources,  Post-Bulletin 
RO.  Box  Box61 18,  Rochester,  MN  55903 


JOIN  THE  SEASONED  editorial  team  of 
America’s  leading  daily  newsletter  solely 
covering  the  nation’s  newest  and  biggest 
industry  the  convergence  of  electric,  nat¬ 
ural  gas,  communications  and  dot-com 
markets.  Restructuring  Today  is  ahead  of 
the  pack  and  growing  fast.  Join  us  now 
and  take  part  in  the  creation  of  new  pro¬ 
ducts  as  we  grow.  Reporter  and  editor 
positions  open.  Full  benefits  and  gener¬ 
ous  pay  to  the  right  person.  Maybe  that’s 
you?  Send  resume  to:  (202)  298-8210. 


REPORTERS 

The  Tuscalossa  News,  a  40,000  daily 
owned  by  The  New  York  Times  Co.  in 
the  home  of  The  University  of  Alabama, 
is  seeking  several  reporters.  We  are  look¬ 
ing  individuals  who  can  ask  tough  ques¬ 
tions  but  explain  issues  simply  in  terms 
readers  understand,  or  who  can  handle  a 
feature  story  with  flair.  Send  resume  and 
work  samples  to:  Doug  Ray,  Managing 
Editor,  RO.  Box  20587,  Tuscaloosa,  AL 
35402-0587 


MANAGING  EDITOR 

The  Berkeley  Dally  Planet  (CA),  a  six- 
day  hard  news  community  daily  news¬ 
paper  (9,800  circulation  and  growing) 
seeks  experienced  hands-on  Managing 
Editor  for  small  and  growing  staff. 
Extremely  fast-paced  newsroom  (8-10 
stories/week/reporter).  Must  be  able  to 
lead  reporters  by  example,  be  driven, 
have  daily  experience,  have  QuarkXPress 
and  Photoshop  skills  (Baseview  a  plus). 
Competitive  salary  -i-  stock  options.  Fan¬ 
tastic  opportunity  for  hungry  leader  to 
build  exciting  newspaper.  E-mail 
resume,  clips,  and  salary  requirements: 
hr@berkeleydailyplanet.com 
Or  fax  510-841-5695 


EDITORIAL 


MANAGING  COPY  CHIEF 
Thorough,  balanced  coverage  of  local 
news  has  been  the  mission  of  The 
Winchester  Star  for  more  than  a  century. 
The  paper  needs  the  right  managing 
copy  chief  to  build  on  this  tradition  of 
excellence. 

Managing  copy  chief  must  provide  a 
strong  newsroom  and  community  pre¬ 
sence,  deal  with  diverse  personalities, 
and  maintain  a  teaching  atmosphere. 
Person  selected  will  assist  new  manag¬ 
ing  editor  in  shaping  the  look  and  sound 
of  a  paper  that  wants  to  feature  the  peo¬ 
ple  of  the  northern  Shenandoah  Valley 
(of  Virginia). 

The  Winchester  Star  has  served 
Winchester  and  Frederick  and  Clarke 
counties  for  104  years  and  continues  to 
progress  for  the  challenges  of  the  21st 
century.  The  six-morning-per-week  paper 
has  average  circulation  of  23,000.  Send 
resume  and  examples  of  editing  work  to: 
Managing  Editor 
The  Winchester  Star 
2  N.  Kent  Street 
Winchester,  VA  22601 


MANAGING  EDITOR 

The  Herald-Times,  a  30,000-circulation 
daily  newspaper  in  Bloomington,  IN,  is 
looking  for  a  managing  editor.  Here  are 
some  things  you  should  know: 

Bloomington  is  one  of  the  most  livable 
cities  you  could  find.  It’s  the  home  of 
Indiana  University  in  southern  Indiana, 
which  means  Big  Ten  sports,  world  class 
cultural  opportunities  and  wonderful 
recreational  options. 

The  Herald-Times  has  a  strong  tradition 
of  award-winning  journalism.  Our  expe¬ 
rienced  staff  serves  many  diverse  com¬ 
munities  and  wants  to  get  better  at  cover¬ 
ing  them  all. 

The  managing  editor  is  the  No.  2  person 
in  our  news  operation  with  specific 
newsroom  responsibility  for  editing, 
design  and  production.  The  ME 
supervises  the  night  shift  and  works  in 
collaboration  with  the  editor  on  all  news 
and  policy  issues. 

Successful  applicant  will  have  strong 
skills  in  design  and  presentation, 
technology,  content,  coaching  and  lead¬ 
ership.  Deadline  June  28,  2000.  Send 
cover  letter  and  resume  to: 

The  Herald-Times,  Attn:  Kim  Sutton 
RO.  Box  909,  Bloomington,  IN  47402 
Or  E-mail  to  sutton@heraldt.com 


MANAGING  EDITOR 

Magazine  publisher  seeks  Managing 
Editor  to  handle  day-to-day  duties  for 
two  titles;  monthlies  for  law  students 
and  golf  course  owners.  Duties  include 
reporting,  editing,  scheduling  copy  edit¬ 
ing,  and  general  administrative  man¬ 
agement.  $30  to  $40K,  based  on  expe¬ 
rience  plus  401(k)  and  other  benefits. 
Send  E-mail  to; 

jack@crittendenmagazines.com 


EDITORIAL 


MANAGING  EDITOR 

Las  Vegas  Weekly,  an  alternative 
newsweekly  serving  southern  Nevada,  is 
seeking  strong  leader  with  a  proven  track 
record  in  managing  staff  and  developing 
editorial  direction.  Successful  candidate 
wilt  have  strong  editing  ability,  good 
background  in  features,  dining,  music 
and  film  coverage  with  an  alternative 
bend.  Stable  company  offers  excellent 
benefits  package  with  401(k)  plan. 
Interested  candidates  should  submit 
resume,  cover  letter  clips  and  salary 
requirements  (in  confidence)  to: 

GREENSPUN  MEDIA  GROUP 
Nancy  Weiner,  HR  Mgr. 

2290  Corporate  Circle  Dr.,  Ste.  250 
Henderson,  NV  89014 
Fax:  (702)  952-4099 
nancyw@vegas.com 


NEWLY  CREATED  position  for  journalist 
with  variety  of  skills,  including  reporting, 
editing,  composing  pages  and  other 
newsroom  responsibilities.  6,000  circula¬ 
tion  daily.  State-of-the-art  equipment. 
Macintosh  computers.  QuarkXPress. 
Challenging  work;  pleasant  working  con¬ 
ditions.  11 -member  newsroom.  Family- 
owned  and  operated.  Small-town  atmo¬ 
sphere  located  on  island.  Opportunity  for 
advancement.  Profit  sharing  plan,  paid 
vacation,  medical/dental  insurance  plan 
and  40i(k).  Send  letter,  resume  and 
clips  to  Scott  Bowlen,  managing  editor, 
Ketchikan  Daily  News,  501  Dock  Street, 
Ketchikan,  AK  99901.  E-mails  may  be 
sent  to  Scott’s  attention  at  tena@ktn.net 


NEWS  COPY  EDITOR 
The  Columbus  Dispatch,  recently  named 
the  best  large  daily  in  Ohio  by  the  Asso¬ 
ciated  Press,  needs  a  superlative  copy 
editor.  We’re  looking  for  someone  as  com¬ 
mitted  to  excellence  as  we  are  at  this 
family  owned  enterprise  in  the  state’s 
fastest-growing  region.  We  want  a  news 
junkie  who  loves  words  and  knows  how 
they’re  supposed  to  fit  together,  who  can 
fill  holes  like  a  road  crew  and  write 
headlines  that  distill  a  story  like  a  fine 
bourbon.  Three  years  of  experience  at  a 
daily  newspaper  are  required.  Design 
skills  are  a  plus,  but  the  words  come 
first.  A  sense  of  humor  wouldn’t  hurt, 
either.  We  expect  a  lot  from  our  people, 
so  we  pay  them  well  and  provide 
excellent  benefits.  Send  your  resume  and 
clips  to  Mabry  Donabauen 

Human  Resources  Specialist 
The  Columbus  Dispatch 
34  S.  3rd  Street,  Columbus,  OH,  43215 


NEWS  EDITOR 

Newspaper  group  in  gorgeous  Steam¬ 
boat  Springs,  CO,  needs  a  news  editor. 
Daily  copyediting  and  pagination  skills 
using  QuarkXPress  required. 

E-mail  Editor  Mark  Louden 
mlouden@amigo.net  for  details 

POLICE-COURT-PRISON  REPORTER 
Strong  writer  with  reporting  experience. 
Tuesday-Saturday  evening  shift  most 
days,  ^cellent  benefits  for  7-day  AM  in 
the  Adirondacks  foothills.  Resume  and 
clips  to  News  Editor  Lois  Clermont, 
Press-Republican,  RO.  Box  459,  Plat¬ 
tsburgh,  NY  12901  by  June  30. 
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pennState 


University 
P^k 

ASSOCIATE  EDITOR 
THE  PENN  STATER  MAGAZINE 


The  Penn  Stater,  Penn  State’s  bimonthly  alumni  magazine 
(circulation;  143,000),  seeks  an  associate  editor  to  write  features  and 
smaller  articles  and  to  manage  one  or  more  sections  of  the  magazine. 
Responsibilities  include  story  planning,  assigning,  writing,  ana  editing. 
We  stress  creative  nonfiction  and  have  won  national  awards  for  our 
writing.  The  staff  is  creative,  team-oriented,  and  committed  to 
producing  one  of  the  best  magazines  of  its  kind.  Requires  Bachelor’s 
degree  or  equivalent  in  English  or  related  field,  plus  two  years  of 
experience.  Experience  in  literary  journalism  strongly  preferred; 
magazine  experience  desirable.  Copy  editing  experience  also  a  plus. 
This  position  is  funded  for  one-year  from  the  date  of  hire,  with  an 
excellent  possibility  of  re-funding.  To  apply,  please  send  cover  letter, 
resume,  and  salary  requirements  to;  Employment  and  Compensation 
Division,  Job  #  E-7720,  120  S.  Burrowes  Street,  University  Park,  PA 
16801-3857.  FAX  to  (814)  865-3750  or  apply  on-line  at;  http;// 
www.ohr.psu.edu/EMPLMENT/current.cfm  Applications  will  be 
accepted  until  posinon  is  filled. 


Penn  State  is  committed  to  affirmative  action,  equal  opportunity  and 
the  diversity  of  its  workforce. 
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NEWSPAPER  REPORTER 
Newspaper  reporter  who  knows  how  to 
provide  the  depth,  clarity  and  accuracy 
that  today's  readers  need.  We  want  a 
fine  writer,  a  determined  digger,  and  a 
sharp  and  curious  journalist  who  wants 
to  work  for  a  paper  that  values  quality 
and  provides  continuing  training  to 
achieve  it.  As  an  afternoon  paper,  we 
must  produce  well  researched  stories 
that  touch  readers  in  all  facets  of  their 
lives.  Depth  is  valued;  fluff  isn’t.  If  you 
have  daily  newspaper  experience  and 
want  the  challenge  of  working  with  an 
award-winning  staff,  apply  to:  the  Lan 
caster  New  Era: 

Lancaster  Newspapers,  Inc. 

8  West  King  Street 
RO.  Box  1328 
Lancaster,  PA  17608-1328 
personnel@lnpnews.com 
EOE 


NIGHT  EDITOR 

Great  job  at  a  great  newspaper  in  a  great 
town  -  night  editor  for  the  Aspen  Times. 
Work  3  to  11  p.m.  and  have  days  tree 
for  skiing,  hiking,  etc.  Copy  editing, 
headline  writing,  page  layout.  Pro¬ 
fessional  experience  required.  This  is  not 
an  entry-level  job.  Send  resume  to: 

Mike  Hagan,  The  Aspen  Times 
310  E.  Main  St.,  Aspen,  CO  8161 1 
Or  E-mail  to  hagan@aspentimes.com 

OP-ED  EDITOR 

Newsday,  the  country's  5th  largest 
metropolitan  newspaper,  is  looking  for  a 
new  editor  of  our  award-winning  Sunday 
op-ed  section.  Currents.  The  editor 
oversees  the  entire  section,  including 
generating  commentary  story  ideas, 
recruiting  freelance  contributors  and  edit¬ 
ing  articles.  We’re  looking  for  a  self¬ 
starter  with  broad  interests  and  good 
news  sense.  Send  resume  and  work  sam¬ 
ples  to  Noel  Rubinton: 

Viewpoints  Editor,  Newsday 
235  Pinelawn  Road,  Melville,  NY  11747 
E-mail :  noel  .rubinton@newsday.com 


PAGE  DESIGNERS/PAGINATORS 
Investor's  Business  Daily,  now  at  more 
than  310,000  circulation  and  growing 
steadily,  seeks  experienced  page 
designers/paginators  for  positions  in  Los 
Angeles.  IBD  has  recently  implemented  a 
state-of-the-art  pagination  and  text-editing 
system  and  is  undertaking  a  significant 
redesign  effort.  Please  send  resume,  work 
samples,  salary  history  and  references  to: 

Rob  Golum,  associate  editor 
Investor’s  Business  Daily 
12655  Beatrice  St.,  Los  Angeles,  CA  90066 
Or  fax  to  (3 10)  577-7350  Please  call 
(310)  448-6373  to  confirm  receipt  of  fax 


REPORTERS  -  for  general  assignment, 
police  news  and  metro  beats  for  daily  in 
central  Massachusetts.  Curious,  moti¬ 
vated,  skilled  writers  who  initiate  stories. 
Resume  and  clips  to: 

Ann  Frantz,  Editor 
The  Sentinel  &  Enterprise 
808  Main  Street,  Fitchburg,  MA  01420 
Fax  (978)  342-1152 
www.editorandpublisher.com 
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PAGINATION  EDITOR 

The  Atlanta  Journal-Constitution  is  seeking 
a  self-starter  to  join  our  group  of 
technology  specialist.  This  person  must 
understand  editorial  work  flow  and  help 
guide  newsroom  technology.  Experience 
with  Digital  Technology  software  is  a  plus. 
Project  management  skills  and  Web  pub¬ 
lishing  experience  is  helpful.  Good  people 
skills  and  excellent  communication  skills 
are  also  desired.  Send  resume  to  Angela 
Tuck,  newsroom  personnel  manager,  Atlan- 
ta-Journal  Constitution,  72  Marietta 
Street,  NW,  Atlanta,  GA  30303. 

atuck@ajc.com 
Apply  by  June  23, 2000 


PROPOSAL  EDITOR/WRITER  sought  by 
large  nonprofit  organization  will  edit  con¬ 
tent  drafted  by  staff,  manage  proposal 
development  process,  coach  staff  writers 
&  offer  training  to  improve  writing  skills, 
oversee  proposal  teams  to  ensure  timely 
submission  of  proposals.  Fax  your 
resumes  or  mail  to  Maureen  Drouin, 
Vinfen  Corporation,  950  Cambridge 
Street,  Cambridge,  MA  02141. 

(617)441-1758 


PUBLIC  RADIO  PRODUCER,  Associate 
Producer,  Lichtenstein  Creative  Media, 
New  York  Producer  and  Associate  Pro¬ 
ducer  needed  for  Peabody  Award¬ 
winning  New  York  City  multi-media 
company  producing  socially  relevant 
programming  for  radio,  film  and  televi¬ 
sion.  We  produce  The  Infinite  Mind 
weekly  public  radio  show  (please  see 
www.theinfinitemind.com  before  apply¬ 
ing).  Both  positions  include:  show/story 
conceptualization,  guest  scheduling, 
production  management,  research,  script¬ 
ing  and  production  for  broadcast  and 
web.  Permanent,  full-time,  benefits.  Two 
years  news  experience  required.  Fax 
resume  and  letter  to: 

Lichtenstein  Creative  Media 
(212)765-6550  No  calls,  please 


REPORTER:  Street  &  Smith’s  SportsBusi- 
ness  Journal,  a  national  sports  business 
trade  magazine,  needs  reporter  to  cover 
sports  stadiums  and  arenas  from  concep¬ 
tion  and  financing  through  construction, 
opening  and  management.  Position  is  in 
Charlotte,  NC.  Resume  and  clips  to: 

Editor  John  Genzale 
Street  &  Smith’s  SportsBusines  Journal 
120  W.  Morehead  Street,  Suite  310 
Charlotte,  NC  28202 

(704)973-1422  jgenzale@amcity.com 


REPORTER 

Immediate  opening  at  13,000  circula¬ 
tion  p.m.  daily  on  the  beautiful  south¬ 
eastern  seaboard.  Ideal  candidate  will  be 
looking  to  cover  hard  news,  work  a  beat, 
and  handle  some  general  assignment 
work.  One  year  professional  experience 
preferred,  but  sharp  recent  journalism 
grad  welcome.  Join  our  team  and  be 
only  3  hrs  from  Washington  D.C.  Send 
your  resume  along  with  clips  to: 

Ronnie  Bell, 

Daily  Herald,  RO.  Box  520 
Roanoke,  Rapids,  NC  27870 


FEATURE  WRITER:  Proven  strong 
writer/reporter  to  write  general  features 
and  cover  health  and  mental  health 
issues  and  trends  for  near  40,000  daily 
in  south-central  Michigan.  Equal 
Opportunity  Employer.  Send  letter,  writ¬ 
ing  samples  and  references  to: 

John  Piper,  Features  Editor 
Jackson  Citizen  Patriot 
214  S.  Jackson  Street,  Jackson,  Ml  49201 


LOOKING  FOR  THAT  EXCELLENT 
CAREER  MOVE? 

The  Ogden  Newspapers  has  openings  at  a 
few  of  our  36  daily  newspapers.  We  have 
current  openings  in  Circulation,  Editorial, 
Advertising,  Production  and  more.  Check 
out  our  Career  Opportunity  page  at: 

WWW.  Ogden  news .  com/opportu  nities 


REPORTERS:  The  nation’s  largest 
regional  wire  service  seeks  energetic 
reporters  who  live  in  Southern  California 
and  are  ready  to  cover  breaking  stories 
in  San  Diego  under  deadline  pressure. 
Requirements  include  college  degree  and 
experience,  preferably  on  a  daily  news¬ 
paper.  Fax  your  resume  immediately  to- 
City  News  Service,  Inc. 

(310)  201-9174 


REPORTER 

The  Appeal-Democrat  in  Marysville,  CA, 
an  award-winning,  23,500-circulation 
daily,  seeks  reporters  for  community 
beats  and  enterprise  reporting.  Send 
resumes,  clips  to: 

Sherry  Barkas,  City  Editor 
RO.  Box  431,  Marysville,  CA  95901 


REPORTER 

The  Newport  Daily  News,  a  15,000- 
circulation  paper  covering  the  island  com¬ 
munities  of  Newport  County  in  Rhode 
Island,  is  seeking  a  reporter  to  cover 
town  government  and  schools,  write 
feature  stories  and  assist  in  police  and 
court  coverage.  Emphasis  on  community 
reporting.  Experience  preferred,  but  will 
consider  recent  graduate  with  internship 
experience  and  strong  clips.  Send 
resume  and  5-7  clips  to: 

Sheila  Mullowney,  City  Editor 
Newport  Daily  News 
101  Malbone  Road,  Newport,  Rl  02840 


REPORTING,  FILM:  Covering  film  beat 
at  fast  paced  entertainment  newspaper. 
Knowledge  of  film  Deadline  and  detail 
oriented.  2-3  years  experienced  pre¬ 
ferred.  Please  fax  resume,  cover  letter, 
and  salary  history  to  job  code  #641AB 
at  (323)  525-2211.  Or  email  to 
HRLA@bpicomm.com.  No  calls  please. 
EOE 


S.F.  BAY  AREA  weekly  football  newspa¬ 
per  seeks  an  experienced  reporter  to 
cover  local  pro  team.  Editing  skills, 
effective  opinion  writing  &  strong  knowl¬ 
edge  of  49ers  preferred.  Must  be  self- 
motivated,  able  to  work  weekend  during 
season  and  hit  deadlines  in  fast-paced, 
exciting  environment.  Some  travel  nec¬ 
essary.  Compensation,  benefits  depend 
on  experience.  Clips/resume  to  Pub¬ 
lisher,  ASM,  2604  Elmwood  Avenue 
Suite  343,  Rochester,  NY  14618. 

Or  E-mail:  asm@frontiemet.net 


EDITORIAL 


EDITORIAL 


Eg™' an  Ft.  Lauderdale 

experienced  and 

dynamic  editor  to  manage  its  news 
and  entertainment  weekly  in  Ft.  Lauderdale. 

This  position  requires  a  solid  background 
in  news  and  superior  management  ability. 

The  managing  editor  works  directly  with 
writers  to  help  shape  local  news  coverage 
and  to  edit  magazine-length  feature  stories. 

The  managing  editor  also  supervises  the 
day-to-day  operations  of  the  editorial 
department.  Fine  writing  and  editing 
skills  are  a  must;  the  interview  process 
includes  a  test. 

New  Times  offers  competitive  salaries 
and  benefits.  Interested  candidates  should 
send  cover  letter,  resume  and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

RO.  Box  5970 
Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 
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THE  JOHNSON  Newspaper  Corp.  is  now 
hiring  at  its  newspapers  throughout 
upstate  New  York.  Our  family  owned 
company  has  jobs  in  newsroom  man¬ 
agement,  copy  editing  and  reporting. 
JNC’s  -  community  newspapers  are  in 
small  markets,  but  in  many  cases  are 
within  an  hour’s  drive  of  Buffalo, 
Toronto,  Albany,  Ottawa  or  Montreal. 

Our  papers  offer  competitive  salaries  and 
benefits,  and  the  opportunity  for  advan¬ 
cement  in  a  company  where  local  news 
comes  first. 

For  more  information,  contact: 

Bob  Gorman,  AME-News 
Watertown  Daily  Times 
260  Washington  Street 
Watertown,  NY  13601 
(315)  782-1000  ext  259 
bgorman@wdt.net 
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THE  NEWSTRIBUNE.  a  Midwest,  mid¬ 
size,  Monday-Saturday  PM,  located 
about  1  1/2  hours  from  Chicago, 

midway  between  Rockford  and  Peoria, 
IL  is  seeking  to  fill  two  full-time  posi¬ 
tions.  We  are  a  family-owned  operation 
where  which  your  ideas  will  be  heard. 

SPORTS  REPORTER 

Strong  reporting  skills.  Layout  and 
headline  experience  helpful.  Will  con¬ 
sider  recent  college  grad  with  experi¬ 
ence.  Good  starting  salary  plus  benefits. 

GENERAL  ASSIGNMENT  REPORTER 
Good  starting  salary  and  benefits.  Ideal 
candidate  will  have  previous  newspaper 
experience  and  knowledge  of  local  gov¬ 
ernment.  Editing  and  layout  experience 
helpful. 

Send  resume  and  clips  to: 

Joyce  McCullough,  NewsTribune 
426  Second  St.,  LaSalle,  IL  61301 


EDITORIAI, 


SCIENCE  WRITER 

The  Salt  Lake  Tribune  has  a  rare 
opportunity  for  the  qualified  person.  Our 
science  writer  has  been  hired  away  by  a 
national  dot.com,  leaving  us  with  a  spe¬ 
cialized  vacancy.  We  will  consider  you  if 
you  know  and  love  your  science,  are 
able  to  explain  it  to  lay  readers  and 
accept  that  “pop  science"  is  not  a  dirty 
word. 

Utah  has  it  all:  world-class  research  in 
genetics  and  cancer  research,  highly 
respected  scientific  research  operations 
at  four  universities,  geological  and 
paleontology  treasures,  NASA  con¬ 
tractors,  high-tech  industries  -  even 
earthquake  faults. 

With  a  statewide  circulation  and  agenda¬ 
setting  content,  we  are  Utah's  largest 
and  most-trusted  news-gathering  organi¬ 
zation.  Awaiting  the  right  person  are  an 
exciting  and  fulfilling  beat,  a  decent 
salary,  great  fringe  benefits,  an  informal 
workplace  atmosphere  and  an  incom¬ 
parable  western/outdoor  lifestyle. 

Send  particulars  to: 

Deputy  Editor  Tim  Fitzpatrick 
The  Salt  Lake  Tribune,  143  South  Main  St. 

Salt  Lake  City,  UT  841 11 
Or  E-mail  at  fitz@sltrib.com  by  July  1 


SPORTS  COPY  EDITOR 
Being  a  sports  copy  editor  for  an  AM 
paper  is  not  easy,  given  the  night  hours 
and  weekend  work.  But  those  of  you 
who  are  good  at  it  know  that  Sports  has 
its  charms  and  excitement,  and  we  at 
The  Columbus  Dispatch  believe  we  offer 
an  attractive  desk  opening  in  a  city  that 
is  increasingly  becoming  major-league  in 
the  world  of  sports. 

We  are  seeking  a  copy  editor  who  can, 
of  course,  perform  the  fundamentals- 
edit,  write  headlines  and  lay  out-  but 
who  also  can  be  a  vital  contributor  to 
our  section  through  his  or  her  creativity 
and  imagination.  Our  copy  editors  get 
the  chance  to  spearhead  special  sec¬ 
tions,  contribute  to  the  story  bank  and, 
hopefully,  help  us  move  in  some  new 
directions.  We  want  to  exploit  all  of  what 
you  bring  to  the  table. 

With  the  coming  of  the  National  Hockey 
League's  Columbus  Blue  Jackets  this 
fall,  the  more  ideas  and  energy,  the  bet¬ 
ter. 

Our  opening  is  immediate,  and  the  pay 
and  benefits  are  competitive  with  other 
major  papers  in  the  Midwest.  We  would 
like  to  consider  you  for  our  team.  Please 
send  your  resume  and  clips  to: 

Mabry  Donabauer 
Human  Resources  Specialist 
The  Columbus  Dispatch 
34  S.  3rd  Street,  Columbus,  OH,  43215 


THE  ALBUQUERQUE  JOURNAL:  New 
Mexico’s  largest  daily,  is  looking  for  an 
assistant  business  editor. 

Responsibilities  include  overseeing  a 
staff  of  SIX  full-time  reporters,  putting  out 
two  tab  business  sections  per  week  and 
two  Sunday  sections.  Contact  business 
editor  Mike  Murphy,  mmurphy@abq- 
journal.com,  fax  505-823-3994  or  RO. 
Drawer  J.  Albuquerque,  NM  87103 


EDITORIAL 


Star  magazine  is  seeking  hard¬ 
working,  talented  news  editors, 
writers  and  reporters  to  work  in  Los 
Angeles,  New  York  and  Florida. 
Daily  newspaper  or  TV  experience 
preferred.  If  you’ve  got  what  it  takes 
to  break  and  run  with  the  world’s  big¬ 
gest  celebrity  stories,  then  send  us 
your  resume  and  clips.  Must  be  will¬ 
ing  to  re-locate  at  our  discretion.  Ex¬ 
cellent  benefits.  Send  your  replies  to: 


STAR 

RO.  Box  5042 

Boca  Raton,  FL  33431-0842 


THE  EAST  OREGONIAN,  eastern 
Oregon’s  largest  and  best  daily  newspa¬ 
per,  is  adding  a  Sunday  regional  paper 
and  expanding  its  staff.  This  is  an 
opportunity  to  work  for  an  award¬ 
winning  family-owned  newspaper  and 
the  fastest  growing  daily  in  Oregon.  Posi¬ 
tions  are  open  immediately  so  send 
resume,  cover  letter  and  clips  of  your 
best  work  to-.  Editor,  East  Oregonian: 

RO.  Box  1089,  Pendleton,  OR,  97801 
Call  Richard  Hensley,  editor,  at: 

1-800-522-0255  for  more  information 


THE  GAZETTE  IN  Colorado  Springs  is 
seeking  a  senior  writer  for  the  Metro 
news  staff.  Candidates  should  be  able  to 
anchor  breaking  news,  develop  a  steady 
flow  of  sophisticated  enterprise  and  pro¬ 
duce  home-run  projects.  An  understand¬ 
ing  of  computer  assisted  reporting  is  a 
plus.  Send  a  letter,  resume  and  six 
reporting  clips  to:  Cliffe  Foster,  Manag¬ 
ing  Editor,  The  Gazette,  30  S.  Prospect 
St.,  Colorado  Springs,  CO  80903.  No 
phone  calls  please. 


SPORTS  EDITOR 

If  you  love  baseball,  prep  stars  who  go 
bigtime,  rodeo,  and  the  best  outdoors 
scene  in  America,  consider  the  largest 
daily  in  the  Four  Corners.  We’ve  pro¬ 
moted  our  sports  editor  and  need 
another  winner.  Our  paper  won  Best  of 
Show  in  New  Mexico,  and  we’re  a 
hotbed  for  good  talent.  If  you  enjoy  local 
and  can  play  team  ball  on  a  winning 
staff,  write  us.  Must  have  good  writing 
and  PR  skills.  Send  resume,  clips  to: 

Troy  Turner,  editor 

RO.  Box  450,  Farmington,  NM  87499 
Send  ASAP 


WORK  WHERE  the  sun  shines  12 
months  a  year.  The  Sun  Herald  newspa¬ 
pers  on  Florida’s  Gulf  Coast  are  looking 
for  talented  people.  Positions  include:  an 
assistant  city  editor  who  likes  to  write,  a 
business  editor  and  two  copy  editors/ 
designers  to  join  our  team.  The  Sun 
Herald  is  one  of  the  country’s  fastest 
growing  newspapers  located  in  one  of 
the  nation’s  most  desirable  locations. 
Send  resume  to  John  Hackworth,  Sun 
Herald,  23170  Harborview  Road, 
Charlotte  Harbor,  FL  33980. 

E-mail  hackworth@sun-herald.com 
Orcall  (941)  255-8147 
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BridgeNews  is  expanding  its  company  news  operation  after 
becoming  an  estabiished  force  in  that  market,  with  major 
clients  and  distribution  channels.  A  number  of  positions  are 
also  opening  now  in  other  sectors.  If  you’d  like  to  become 
part  of  one  of  the  world’s  top  news  organizations  and  crave 
the  speed  of  real-time  financial  news  in  a  fast-growing  com¬ 
pany,  we’re  looking  for  the  following: 

>  CHIEF  FINANCIAL  SERVICES  CORRESPONDENT  -  NEW  YORK— 

Oversee  a  team  of  reporters  covering  U.S.  banks,  brokerage  companies 
and  regulation.  The  ideal  candidate  has  more  than  five  years  of  financial 
journalism  experience  and  has  shown  an  ability  to  supervise  reporters  and 
develop  their  skills. 

>  BOND  REPORTERS  -  NEW  YORK  — Seeking  several  years’  journalism 
experience  in  the  fixed-income  area.  Wire  service  experience  highly  desirable. 

>  POLICY  REPORTERS  -  NEW  YORK — Seeking  journalists  to  report 
on  economic  and  policy  stories  in  both  industrialized  countries  and 
emerging  markets.  Several  years’  journalism  experience  required,  with 
foreign  languages,  particularly  Spanish,  desirable. 

INEQUITIES  WRITERS  (ENTRY-LEVEL)  •  NEW  YORK— Compile 
hourly  summaries,  handle  company  announcements  and  ratings  in  a  fast- 
paced  environment.  Experience  in  business  journalism  preferred  but  not 
required.  If  you  are  seeking  an  opportunity  to  cultivate  your  career  as  a  jour¬ 
nalist,  look  no  further. 

CHIEF  TECHNOLOGY  CORRESPONDENT  •  SAN  FRANCISCO 
OR  WASHINGTON — Oversee  a  team  of  reporters  covering  technology 
trends  and  companies  across  the  country.  The  ideal  candidate  has  more 
than  five  years  of  financial  journalism  experience  and  has  shown  an  ability 
to  supervise  reporters  and  develop  their  skills. 

^  COLOMBIA  CORRESPONDENT  -  BOGOTA,  COLOMBIA— Seeking 
a  reporter/supervisor  to  run  this  Latin  operation.  In  addition  to  international 
financial  wire-service  journalism,  applicants  should  have  several  years  of 
reporting  experience  in  financial  markets,  economic  policy,  political  and 
commodities  news  coverage.  Bilingual  Spanish/English  required. 

p.  FINANCIAL  REPORTERS — BridgeNews  has  openings  for  reporters 
covering  banking  and  brokerages  (NY),  pharmaceuticals  (Washington), 
semiconductors  (San  Francisco),  ISPs  (Washington),  antitrust  (Washington), 
telecommunications  (Washington),  entertainment  (Los  Angeles).  These  are 
the  likely  locations,  but  any  logical  location  can  be  considered. 

For  immediate  consideration,  e-mail  your  cover  letter  and  resume  text  only 
(no  attachments)  to:vrau@ bridge.com,  fax  to  212-372-7431,  or  mail  to: 
Human  Resources,  Bridge  Information  Systems,  28th  floor,  3  World 
Financial  Center,  NY,  NY  10281.  Applicants  must  specify  position  of  inter¬ 
est  when  applying.  EOE  M/F/D/V. 
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WIRE  EDITOR 

You  can  shape  our  national  and  interna¬ 
tional  news  report.  You  can  help  decide 
which  wire  stories  are  worthy  of  Page  1 
display.  You  can  communicate  quickly 
and  diplomatically  to  get  the  best  of  the 
wire  into  all  sections  of  the  newspaper. 
If  you  can  show  us  that  you’ve  got  sea¬ 
soned  news  judgment,  strong  copy¬ 
editing  skills  and  the  ability  to  write 
headlines  that  sing  and  dance,  you 
might  be  the  person  we  are  seeking.  Join 
the  News  &  Observer,  a  170,000- 
circulation  daily  newspaper  in  Raleigh, 
NC.  We’ve  got  desktop  research  tools,  a 
diverse  newsroom  and  a  world-class 
news  research  department  in  one  of  the 
nation’s  best  places  to  live,  work  and 
play.  If  you’re  interested.  E-mail  a  sum¬ 
mary  of  your  background  and  what  you 
have  to  offer  to  Deputy  Managing  Editor 
Will  Sutton  at  sutton@nando.com  then 
immediately  mail  a  resume,  list  of 
references  and  cover  letter  to; 

Wire  Editor 

c/o  Melanie  Sill,  Managing  Editor 
The  News  &  Observer 
215  S.  McDowell  Street,  RO.  Box  191 
Raleigh,  NC  27601 


UPSTREAM,  the  international  oil  and 
gas  weekly  newspaper,  is  seeking  an 
energetic,  focused  journalist  to  join  its 
North  American  Bureau  as  a  full-time 
junior  correspondent  located  in  Houston, 
Texas.  The  job  will  require  the  suc¬ 
cessful  applicant  to  acquire  and  analyze 
information,  and  generate  accurate  and 
insightful  copy,  for  a  fast  moving  news¬ 
paper.  The  ability  to  meet  tight 
deadlines  is  a  must.  Duties  include  news 
and  general  feature  writing,  with  the 
scope  to  progress  rapidly  to  special 
interest  and  color  features.  Occasional 
North  American  and  limited  international 
travel  is  required. 

Candidates  must  possess  a  bachelor’s 
degree,  or  higher  degree,  in  journalism 
and  at  least  two  years  work  experience 
with  a  weekly  or  daily  newspaper. 
Enthusiasm  and  energy  are  expected. 
Knowledge  of  web  based  publishing  is 
helpful  but  not  required.  Upstream  offers 
competitive  wages,  benefits  programs 
and  a  stimulating,  international  work 
environment.  Interested  individuals  may 
submit  resume,  references  and  clippings 
to  William  J.  Pike,  Bureau  Chief,  North 
American,  Upstream,  5151  San  Felipe, 
Suite  1380,  Houston,  TX  77056; 

Fax:  (713)  626-8134 
E-mail;  jobs@upstream.nhst.no 
Upstream  is  a  weekly  newspaper  for  oil 
and  gas  professionals  worldwide.  It  was 
launched  in  November  1996  and  has 
since  placed  itself  among  the  top  pub¬ 
lications  for  the  international  oil  and  gas 
industry.  Upstream  is  published  by  the 
Norwegian  pubiishing  house  NHST,  the 
group  behind  the  business  daily  Dagens 
Naerigsliv,  the  international  shipping 
newspaper  TradeWinds  and  the  real¬ 
time  wire  service  TDN.  Upstream  is  an 
international  organization  with  offices  in 
Oslo,  Stavanger,  London,  Houston, 
Singapore,  Ghana  and  Rio  de  Janeiro. 
www.editorandpublisher.com 
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THE  OBSERVER-DISPATCH 
www.uticaod.com  -  a  50,000-circulation 
AM  Gannett  daily  in  Utica,  NY  has  openings 
for  two  key  members  of  our  News  team. 
ASSISTANT  OPINION  EDITOR  to  help 
shape  our  editorial  stances  and  Opinion 
pages.  Duties  include  writing  editorials, 
participating  in  Editorial  Board  meetings, 
overseeing  letters  to  the  editor,  laying  out 
Opinion  pages  and  representing  the 
newspaper  at  meetings  and  public  speak¬ 
ing  engagements  in  the  community. 
BUSINESS  EDITOR  to  manage  our  daily 
business  coverage  and  a  weekly  Jobs  & 
Careers  section.  Duties  include  managing 
two  reporters,  planning  daily  and 
enterprise  stories,  making  strong  picks  of 
stories  and  columns  off  the  wire  and 
working  as  part  of  a  team  with  editors  in 
Metro,  Photo  and  Graphics.  At  least  2-3 
years  of  reporting  or  editing  experience 
preferred. 

To  apply,  please  send  a  cover  letter  out¬ 
lining  your  interests  and  ideas  about  the 
job,  resume  and  half-dozen  work  sam¬ 
ples  to: 

John  Dye,  Editor,  Observer-Dispatch 
221  Oriskany  Plaza,  Utica,  NY  13501 
The  Observer-Dispatch  is  an 
Equal  Opportunity  Employer 


THE  STAR  TRIBUNE  in  Minneapolis  St. 
Paul  has  an  opportunity  for  an  education 
reporter  to  cover  St.  Paul  schools  and  the 
charter  school  movement  in  Minnesota. 
This  reporter  will  cover  education  news 
and  trends.  St.  Paul  is  a  testing  ground 
for  school  reform  and  Minnesota  is  the 
cradle  of  the  charter  school  movement  so 
the  coverage  will  be  local  and  national  in 
perspective.  If  you  are  an  “impact  player" 
with  five  years  reporting  experience  (some 
in  education  reporting)  and  lots  of  front 
page  by  lines,  we’d  love  to  hear  from  you. 
Send  resume,  letter  and  clips  to;  Brenda 
Rotherham,  newsroom  recruiter. 

Star  Tribune 
425  Portland  Ave. 

Minneapolis  MN  5548 
1-800  829-8742,  ext.  4422 
Fax;  (612)-673-4526 
Brotherham@startribune.com 
Apply  by  Friday,  July  7.  The  Star  Tribune, 
an  equal  opportunity  empioyer,  is  owned 
by  McClatchy  Newspaper  of  Sacramento 
Calif.  It  is  the  17th  largest  daily  paper  in 
the  country  with  a  circulation  of  406,409 
and  the  1 1th  largest  Sunday  paper  at 
679,681. 


SOLID  INTERNET  INFORMATION 
COMPANY  seeks  full-time  editor/writer 
to  start  new  hedge-fund  news  service. 
Please  respond  with  letter  and  resume 
only  if  you’ve  got  experience  in  covering 
hedge  funds  and  in  writing  clearly  about 
complex  investment  opportunities.  Good 
salary  and  generous  options  with  grow¬ 
ing  and  well-regarded  startup.  Location; 
Manhattan  or  Newtown,  PA,  preferred, 
but  work  from  home  possible  for  right 
candidate.  Regret  we  can’t  reply  to  all 
applicants;  you’ll  hear  from  us  within  a 
month  of  applying  if  we  think  you  may 
be  right  for  the  job.  Reply  to; 

Jim.Furlong@ipgdirect.com 
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THE  PORTUND  PRESS 
HERALD/MAINE  SUNDAY  TELEGRAM 
Maine’s  largest  newspaper,  has  two 
openings  for  experienced  news  editors. 

ASSISTANT  MANAGING 
EDITOR/COPY  DESK 

This  senior  newsroom  manager  oversees 
the  final  copy  editing  and  production  of 
the  newspaper.  The  successful  candi¬ 
date  will  have  at  least  10  years  of  daily 
newspaper  editing  experience  as  well  as 
excellent  headline  writing  and  design 
skills.  The  ability  to  manage  and  inspire 
a  large  staff  under  nightly  deadline  pre¬ 
ssure  is  essential,  as  is  a  desire  to  pro¬ 
duce  a  great  newspaper  every  day. 

COPY  EDITOR/PAGE  DESIGNER 
This  editor,  working  on  the  night  copy 
desk,  designs  and  edits  news  sections 
fronts  and  inside  pages  of  the  Press 
Herald/Tetegram.  Excellent  editing, 
headline-writing  and  page-design  skills 
are  essential,  as  is  the  ability  to  work 
well  under  deadline  pressure.  The  suc¬ 
cessful  candidate  will  have  at  least  three 
years  of  experience  at  a  daily  newspaper. 
The  Press  Herald/Telegram,  owned  by 
the  Seattle  Times  Co.,  offers  excellent 
compensation  and  benefits  in  a  coastal 
city  renowned  for  its  natural  beauty  and 
quality  of  life.  If  you’d  like  to  work  at  a 
great  newspaper  in  a  great  state,  contact: 

Curt  Hazlett,  Managing  Editor 
Press  Herald/Telegram 
RO.  Box  1460,  Portland,  ME  04104 
An  Equal  Opportunity  Empioyer 


THE  KANSAS  CITY  STAR  is  seeking 
reporters  for  anticipated  openings  on  its 
suburban  news  supplements  serving 
Johnson  County,  a  growing  area  with 
population  of  about  410,000. 

These  jobs  are  for  a  fixed  period  of  24 
months.  Starting  salary;  $462/wk.  Stan¬ 
dard  company  benefits. 

All  applicants  will  be  considered,  but  suc¬ 
cessful  candidates  for  these  entry-level 
jobs  are  recent  graduates  who  have  com¬ 
pleted  at  least  one  internship  or  have 
worked  professionally  for  no  more  than  a 
year.  Women,  minorities  and  disabled 
persons  are  encouraged  to  apply. 

Send  cover  letter  resume,  list  of 
references,  and  copies  of  10  clips  (no 
originals,  please)  to  Michael  Nelson, 
managing  editor/Johnson  County,  The 
Kansas  City  Star,  8455  College  Blvd., 
Overland  Park,  KS  66210. 

No  telephone  calls  please 


THE  NEWARK  ADVOCATE,  a  22,000 
circulation  daily  just  east  of  Columbus, 
OH,  is  looking  for  a  copy/graphics  editor 
to  join  its  news  desk.  This  position  is 
responsible  for  designing  news  graphics, 
feature  pages,  lA  skyboxes  and  other 
exciting  work.  The  Advocate  has  won 
statewide  general  excellence  awards  the 
past  two  years,  and  Newark  is  located  in 
a  quickly  growing  area  close  to  the  big 
city.  To  apply,  contact  Editor  Mike 
Shearer  at  (740)  328-8820  or  mail 
resume  and  work  samples  to  22  N.  1st 
Street,  Newark,  OH,  43055. 


EDITORIAL 


THE  NEW  CASTLE  NEWS,  an  award¬ 
winning  20,000  circulation  daily  in 
western  Pennsylvania,  has  a  potential 
opening  for  a  paginator  for  the  Lifestyle 
and  sports  departments. 

The  position  requires  a  strong  knowledge 
of  QuarkXPress  and  Photoshop.  Writing 
and  editing  experience  a  plus,  but  not 
required. 

Primary  responsibility  will  be  the  design 
of  the  two  daily  sections.  Other  duties 
may  include  updating  the  paper’s  Web 
site,  helping  with  layout  of  the  paper’s 
main  sections  and  writing  features. 

Recent  college  graduates  are  encouraged 
to  apply.  Send  resume  and  samples  to; 

Managing  Editor  Tim  Kolodziej 
New  Castle  News 

RO.  Box  60,  New  Castle,  PA  16103 


THE  WORLD  JOURNAL,  a  Chinese  lan¬ 
guage  daily  newspaper,  has  openings  in 
Queens,  Manhattan  and  the  NY  Metro 
area  for;  Reporters,  Senior  Reporters, 
News  Coordinators,  Editors,  News  Photo¬ 
graphers,  and  Translators.  Must  speak, 
read,  and  write  Mandarin  Chinese  and 
English  fluently  and  must  be  authorized 
to  legally  work  in  the  U.S.  Please  send 
resume  and  any  other  materials  you 
wish  considered  to  World  Journal,  141- 
07  20th  Avenue,  Whitestone,  NY 
11357,  Attn:  Mr.V/ei. 


WANTED:  A  career  copy  editor.  The  ideal 
candidate  has  working  knowledge  of 
world  events  and  geography;  strong 
interest  in  national  stories;  appreciation  of 
local  news  a  decade  of  experience;  strong 
headline  writing  ability;  a  good  way  of 
working  with  others.  The  Charlotte 
Observer,  a  Knight  Ridder  newspaper. 
Tue-Sat  schedule;  work  2  holidays  a  year; 
get  4  holidays  off  plus  17  paid  days  off 
your  first  full  year.  Contact;  Hope  Paasch, 
copy  desk  chief,  600  S.  Tryon  St., 
Charlotte,  NC  28202,  or  via  e-mail  at: 
hpaasch@charlotteobserver.com 


INFORMA'nON  SYSTEMS 


INFORMATION  SYSTEMS  MANAGER 
The  Daily  Hampshire  Gazette  is  seeking 
a  qualified  manager  for  computer 
networks  in  our  newspaper  and  Internet 
operations.  We  offer  steady,  challenging 
work,  with  excellent  pay  and  benefits. 
The  Gazette  is  an  established,  growing, 
20,000  circulation  daily  located  in  a  sub¬ 
urban  college  community.  If  you  are  the 
successful  candidate,  you  will  work  with 
vendors  and  an  in-house  technician  to 
maintain,  enhance  and  expand  our  com¬ 
puters  and  related  systems.  You  should 
have  experience  with  networked  NT 
systems  and  graphics  applications  for 
publishing.  Familiarity  with  QuarkX¬ 
Press,  PDF  files,  imagesetters,  Photo¬ 
shop  and  Unix  will  be  useful.  The  work 
is  normaily  daytime,  but  some  weekend 
hours  and  on-call  availability  are 
required.  Send  resume  to  Peter  DeRose, 
Daily  Hampshire  Gazette,  RO.  Box  299, 
Northampton,  MA  01061. 

Or  to;  pderose@gazettenet.com 


JUNE  19,  2000  EDITOR*  PUBLISHER  CLASSIFIEDS  C13 


Phom:  1-888-825-9149  -  CLASSIFIED  ADVERTISING^  ~  Fax:(212)536-8800 

1515  Broadway,  New  York,  NY  10036  -  mappello@editorandpublisher.com  -  hpreuss@editorandpublisher.com 


-HELP  WANTED- 


NEW  MEDIA 

PRFJSSROOM 

WEB  CONTENT  PRODUCER:  Unique, 
entry-level  job  combines  journalism  and 
the  Web  in  one  of  the  nation's  most 
beautiful  and  Internet-savvy  cities.  Win¬ 
ning  candidate  will  handle  news  updates 
and  produce  other  online  content  for 
RockyMountainNews.com  the  Internet 
voice  of  Colorado’s  largest  newspaper. 

ALASKA  WEEKLY  needs  press  operator 
for  camera,  Ryobi  and  Community  web 
in  Petersburg,  Alaska.  Unsurpassed  hunt¬ 
ing  and  fishing.  Call  Ron  (907)  772- 
9393  or  fax  employment  application  to: 

Petersburg  Pilot,  (907)  772-2496 

PRODUCnON/TECH 

Strong  journalism  skills  and  news  judg¬ 
ment  are  a  must.  So  is  a  solid  knowl¬ 
edge  of  HTML,  Adobe  Photoshop,  Image 
Ready  and  FTP  Experience  with  Cold 
Fusion,  SQL  or  dynamic  publishing 
would  be  a  plus.  Send  resume,  work 
samples,  references  and  salary  require¬ 
ments  to: 

Jack  McElroy,  general  manager/Internet 
Denver  Rocky  Mountain  News 

400  W.  Colfax  Ave.,  Denver,  CO  80204 

Or  to  mcelroy@RockyMountainNews.com 

PUBLICATIONS  SPECIALIST,  Software 
Trainer.  Mac/PC  experience  necessary.  If 
you  know  pre-press,  SQL,  or  NT,  like 
travel  and  want  out  of  deadline 
dilemmas,  send  resume  to: 

Managing  Editor,  Inc.,  Attn.  Marilyn 

101  Greenwood  Avenue,  Suite  330 
Jenkintown,  PA  19046 

Or  E-mail:  mmoss@maned.com 

SALES 

AUTOMOTIVE  SALES  MANAGER 

PRESSROOM 

A  northern  California  daily  newspaper  is 

PRODUCTION  MANAGER 

Head  of  printing  operation,  shift  chiefs 
and  pressmen  wanted  for  fast-growing 
southwest  newspaper  operation.  Good 
benefits,  great  opportunity,  ideal  lifestyle 
in  America’s  fastest  growing  city.  Goss- 
urbanite  operation.  USA  Today  print  site. 
Las  Vegas  operation  of  national  newspa¬ 
per  group.  Fax  to  human  resources  at: 

(702)  252-4580 

Or  write  Las  Vegas  Press: 

3335  Wynn  Road,  Las  Vegas,  NV  89102 

looking  for  an  experienced  Automotive 
Sales  Manager.  Leading  a  staff  of  12 
you  will  report  to  the  Classified  Advertis¬ 
ing  Director. 

You  must  have  a  minimum  of  5  years 
sales  and  management  experience  and  5 
years  media  sales.  Requirements  include 
a  thorough  knowledge  of  the  auto  indus¬ 
try,  as  well  as  the  online  auto  industry, 
great  presentation  skills  and  strategic 
planning  experience  Broadcast  experi¬ 
ence  a  plus. 

If  you’re  a  candidate  who  thrive  in  a  com¬ 
petitive  environment,  can  motivate  sales 
team,  and  exceed  goals,  then  we  need  to 
meet.  We  offer  an  excellent  salary  and 
benefits  package. 

Box  01275,  Editor  &  Publisher 

1515  Broadway,  12th  FI,  NY,  NY  10036 

PRESS  OPERATOR/ASSISTANT  MANAGER 

We  have  a  7-unit  community  press  and 
need  a  press  operator  with  at  least  two 
years  experience  who  can  grow  into  the 

assistant  press  manager’s  position.  Great 
package.  Good  way  to  work  into  man¬ 
agement  with  Paxton  Media  Group.  Send 
resume  to  The  Daily  Dispatch,  RO.  Box 
908,  Henderson,  NC  27536. 

ON-LINE  SPORTS  Magazine  seeking 
Independent  Sales  Representative. 
Salary  is  Commission  Based.  Please  con¬ 
tact  Jackie  Parke  (914)  348-7669  or 
fax  resume  to:  (914)  708-0892 

PRODUCTION/TECH 

PRODUCTION/TECH 

PRINTING  PLANT  MANAGER  I 

Trader  Publishing  Company  -  vvww.traderonline.com  -  the  nation’s  largest 
publisher  of  photo  guides  and  classified  magazines,  with  8  printing  plants 
nationwide,  has  challenging  opportunities  for  experienced  Plant  Managers, 
preferably  from  a  newspaper/newsprint  background. 

Candidates  must  demonstrate  success  in; 

•  Building  work  teams  and  developing  supervisory  personnel 

•  Training  personnel  in  mechanical  skills  such  as  pre-press  imaging, 
off-set  web  press  and  bindery  skills 

•  Maintaining  high  levels  of  customer  satisfaction 

•  Planning,  budgeting  and  expense  control 

•  Safety  and  environmental  compliance 

•  DOT  experience  helpful 

Trader  offers  a  dynamic  environment,  growth  opportunities,  competitive 
earnings,  and  a  comprehensive  benefits  package  including  a  401  (k) 
with  a  generous  employer  match. 

If  you  are  looking  for  a  great  opportunity  with  a  growing  company  and 
can  demonstrate  the  qualifications  we  need,  please  send  your  cover 
letter  referring  to  ad  code  PLM042EAP,  resume  and  salary  history  to  (no 
calls,  please): 

Trader  Publishing  Company 

Management  Recruiting  -  PLM042EAP 
too  West  Plume  Street,  Norfolk,  VA  23510 

Fax:  (703)  935-0208  E-mail:  recruiting@traderonline.com 

EOE/Drug'Testing  Employer 

SALES 


SALES/DISTRIBUTION  MANAGER 
The  Dallas  Morning  News  currently  has 
an  opening  in  our  Circulation  Depart¬ 
ment  for  a  Single  Copy  Operational  Zone 
Manager.  This  individual  will  form  part¬ 
nerships  with  a  team  of  independent  con¬ 
tractors  who  distribute/sell  the  paper, 
monitor  and  support  field  operations  to 
ensure  quality  service  and  product 
availability.  This  individual  will  also  pro¬ 
vide  the  leadership  necessary  to 
motivate  our  workforce  to  meet  their 
sales  and  service  goals.  Successful  can¬ 
didates  will  have  3  years  hands-on 
management  experience  supervising  a 
field  sales  operation  and/or  network  of 
independent  distributors;  newspaper 
circulation/distribution  experience  a  plus. 
Bachelor's  degree  preferred.  We  offer  a 
competitive  salary  and  a  comprehensive 
benefits  package.  Qualified  candidates 
please  send,  fax  or  e-mail  your  resume 
tO: 

The  Dallas  Morning  News 
Attn:  Circulation  Sales/Distribution 
Recruiter 
508  Young  Street 
Dallas,  Texas  75202 
Fax;  (214)977-2927 
E-mail;  dmnjobs@tdmn.com 
EQUAL  OPPORTUNITY  EMPLOYER 


Classified  Advertisers: 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at 
888-825-9149 


SALES 


ADVERTISING/MARKETING  MANAGER 
RECRUITMENT  &  REAL  ESTATE 
The  Times  Union,  a  division  of  the 
Hearst  Corporation,  has  an  immediate 
opening  for  an  experience  Advertising/ 
Marketing  Sales  Manager  in  Albany, 
New  York.  We  are  looking  for  an 
innovative,  success  oriented,  manager  to 
lead  a  staff  of  13  inside  and  outside 
sales  professionals  in  classified,  with 
specific  emphasis  in  the  recruitment  & 
real  estate  categories  for  the  daily  news¬ 
paper,  our  employment  weekly  and  our 
on-line  classified  products. 

This  position  is  an  integral  part  of  the 
advertising  department,  responsible  for 
growing  core  revenue  in  a  competitive 
environment,  while  developing  and 
implementing  new  revenue  initiatives. 
The  successful  candidate  should  possess 
exceptional  people-skills,  with  an  in- 
depth  knowledge  of  sales  and  manage¬ 
ment,  including  skills  in  customer  ser¬ 
vice,  problem  solving,  decision-making, 
and  prioritizing.  Strong  analytical,  com¬ 
munication,  and  organizational  skills  are 
required. 

The  Times  Union  offers  a  comprehensive 
compensation  package  with  excellent 
benefits  including  medical,  dental,  life  dis¬ 
ability,  and  401 K  plan  and  more. 
Interested  applicants  should  send  their 
resume,  with  cover  letter  by  June  30, 
2000,  to:  Susan  Burtchell,  Classified 
Manager,  Times  Union,  News  Plaza,  Box 
15000,  Albany,  NY,  12212  or  e-mail 
to:  sburtchell@timesunion.com 


PRODUCTION/TECH 


PRODUCTION/TECH 


PLATE  ROOM  FOREMAN 


A  leader  in  the  newspaper  publishing  industry  is  looking  for  a  Plate  Room 
Foreman  to  manage  and  direct  a  staff  of  platemakers  on  various  shifts.  The 
Foreman  will  be  responsible  for  training  the  staff  on  technological  changes 
within  computer  to  plate  operations  and  ensuring  high  quality  and  timely 
manufacturing  of  offset  printing  plates  in  support  of  pressroom  operations. 
REQUIREMENTS; 

•  A  self-starter  with  strong  interpersonal  and  computer  abilities 

•  Candidate  must  be  able  to  pass  a  basic  color  blindness  test 

•  Candidate  must  be  committed  to  setting  high  standards  of  quality 
workmanship  in  the  plateroom 

•  Position  requires  individual  to  be  or  become  member  of  Stereotypers 
Union.  (GCIU) 

•  Be  available  for  shift  work,  including  nights,  weekends  and  holiday’s. 

•  Must  have  a  minimum  of  7  years  experience  in  newspaper  or  commercial 
printing  experience 

•  Significant  experience  managing  a  unionized  workforce  in  a  highly  technical 
environment 

We  offer  a  competitive  salary,  excellent  benefits,  and  an  environment  com¬ 
mitted  to  diversity,  challenge  and  growth.  Interested  candidates  should  fax  a 
resume  to  (212)  556-4011  or  E-mail  hrresume@nytimes.com  Please 
indicate  for  which  position  you  are  applying. 


We  regret  that  we  will  be  unable  to  respond  to  each  applicant. 
Only  those  selected  for  interviews  will  be  contacted. 

The  New  York  Times  is  an  Equal  Opportunity  Employer 


NO  AGENCIES  PLEASE 
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-HELP  WANTED- 


THE  DALLAS  MORNING  NEWS 
(Belo  Corp.)  has  an  immediate  need  for 
a  Sales  Manager  in  it's  newly  estab¬ 
lished  Houston  office.  Qualified  candi¬ 
dates  must  possess  the  ability  to  sell 
and  package  multiple  newspaper,  televi¬ 
sion,  and  internet  products  for  our  new 
and  prospective  clients  in  the  South  Cen¬ 
tral  Texas  region  (including  Houston, 
Austin,  and  San  Antonio).  Must  have  vis¬ 
ion,  experience,  and  determination  to 
develop  and  implement  sales  and 
marketing  strategies  for  all  of  The  Dallas 
Morning  News’  products.  Must  also 
create  effective  working  partner  sales 
relationships  with  various  Belo  broadcast 
and  newspaper  properties  throughout 
the  state  of  Texas.  Must  be  able  to  iden¬ 
tify  and  implement  sales  opportunities 
from  other  media  sales  alliances  outside 
the  Texas  Belo  family  of  properties. 
Strong  and  broad  media  sales  experience 
with  networking  abilities  and  advertising 
agency  contacts.  Must  have  proficient  com¬ 
puter  abilities,  working  knowledge  of  the 
internet,  strong  organizational  and  com¬ 
munications  skills,  and  be  multi-task 
oriented.  A  Degree  in  Advertising, 
Marketing,  or  Communications  with  a 
minimum  5  years  experience  in  media 
sales  is  required.  We  offer  a  comprehen¬ 
sive  and  aggressive  benefits  package,  as 
weil  as  a  competitive  salary  and  com¬ 
mission  structure.  Qualified  candidates 
please  fax,  or  e-mail  your  resume  to 
Charles  Gerardi  -  Director,  Strategic 
Alliances,  The  Dallas  Morning  News: 

508  Young  Street,  Dallas,  Texas  75202 
Fax  214-977-8568 
E-mail  cgerardi@tdmn.com 


IF  YOU  LOVE  high  school  sports,  have 
traditional  media  experience  on  the  sales 
and/or  editorial  side  and  would  enjoy 
working  out  of  your  home  in  one  of  our 
future  markets  come  visit  us  at: 

http://www.varsityonrme.com/jobs 


EDITORIAL 


SEASONED  JOURNALIST  seeks  full-time 
or  freelance  opportunities  to  report  on 
science,  technology  or  medicine.  News¬ 
paper,  newsletter,  magazine  and  online 
experience.  Contact  Jim  at: 
reporting@tecomm.com  or  (904)  724-4042 


FREELANCE 


AWARD-WINNING  Editor/Reporter  wants 
to  work  part-time  or  telecommute.  Editor 
FL  Trend,  TX  Business,  San  Jose  Biz 
Journal.  News,  feature,  editorial  writer  4 
dailies.  Author  of  6  books. 

Lee  Butcher  (904)  615-7972 
E-mail:  llebutch@aol.com 


Hazel  Preuss 

hpreus.s@edit()randpublishercom 
Michele  Appello 
Mappello@editorandpublisher.com 
1515  Broadwav  12th  floor,  New  York.  NY,  10036 


www.editorandpublisher.com 


ADVERTISERS 


For  space/material  deadlines  call 
Hazel  Preuss  at  212.536.5398 
or  Michele  Appello  at  212.536.5396 

- detailsatwww.editorandpublisher.com - 


\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  number  to  indicate  location  without  specific  identification 


CLASSIFIED  ADVERTISING 
INFORMATION 


DEADLINES 


LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Monday's  issue. 
DISPLAY  ADS  -  Space  reservation  1 1  days  prior  to  publication  dote; 
camera  ready  copy  7  days  prior  to  publication  date. 


LINE  AD  RATES 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbrevicrhons. 

also  includes  online 


HELP  WANTED 

Ail  OTHER  CLASSIFICATIONS 

1  week . 

$12.00 

1  week . 

....  $11.00 

2  weeks . 

$11.18 

2  weeks . 

.  $9.70 

3  weeks . 

.  $9.80 

3  weeks . 

.  $8.50 

4  weeks . 

.  $8.25 

4  weeks . 

.  $7.25 

12  weeks . 

.  $7.90 

12  weeks . 

.  $6.40 

26  weeks . 

.  $7.10 

26  weeks ...  . 

.  $5.60 

39  weeks . 

.  $6.80 

39  weeks . 

.  $5.30 

52  weeks . 

.  $6.45 

52  weeks . 

.  $4.95 

POSITIONS  WANTED 

Iweek . $6.00 

2  weeks . $5.06 

3  weeks . $4.15 

4  weeks . $3.70 

BUND  BOXES:  $25  per  insertion;  counts  as  additional  line  in  copy. 


DISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnisti  same  size  camera-ready,  other¬ 
wise  a  scanning  charge  may  be  incurred.  All  halftones  must  be  a 
maximum  1 33-line  same  size  veiox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  email.  For 
instructions,  please  ask  your  account  marxager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 


Iweek . 

. $131 

12  weeks . 

. $102 

2  weeks . 

. $119 

26  weeks . 

. $97 

3  weeks . 

. $113 

39  weeks . 

.  $92 

4  weeks . 

. $109 

52  weeks . 

. $86 

ORDERS  AND  PAYMENT 


I 


icsiiiAirssa 


Ads  running  for  12  weeks  or  rrkDre  may  be 
on  a  contract  basis.  Contracts  are  rxxvcance- 
lable.  All  ads  from  new  advertisers  must  be  pre¬ 
paid  prior  to  deadline;  advertisers  with  a  pay¬ 
ment  record  in  good  standings  may  be  billed. 
Deadline  is  Tuesday  prior  to  Monday  publica¬ 
tion.  Cash,  check,  VISA,  MasterCard,  and 
American  Express  accepted.  All  ads  require  a 
signed  insertion  order,  and  all  ad  copy  must  be 
submitted  in  writing  via  mail,  email.or  fax. 

U/e  reserve  the  right  to  reject  any  ad. 


TO  PLACE  AN  AD 


www.editorandpublisher.com 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1 .  Name,  2.  Company.  3.  Mailing  Address,  4.  Phone,  6. 
Ad  Classification,  6.  No.  of  insertions,  7.  Anrxxjnt  $  enclosed. 
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CULTURE  TRENDS 


MTV's 

BUZZWORTHY 

Buzzworthy  songs  are  usually 
by  new,  up-and-coming  artists 
who  MTV  believes  have  special 
potential.  Of  the  videos  desig¬ 
nated  as  Buzzworthy,  the  vast 
majority  have  been  certified 
gold  or  platinum. 

Week  of  6112100 

Artist/Group:  Pink 
Song/Video:  "There  U  Go" 

Director:  David  Myers 

This  fuchsia  bombshell  is  about  to 
blow  the  spot  up.  Sending  the 
warning  that  she  is  not  one  to  be 
messed  with  in  her  debut  video 
“There  U  Go”,  Pink  is  LaFaces 
latest  rising  star.  Her  self-titled 
album,  due  out  in  March,  contains 
a  medley  of  musical  influences  - 
from  Mary  J.  Blige  to  Fleetwood, 
as  witnessed  on  the  possible  sec¬ 
ond  single,  “Players”. 

Artist/Group:  Incubus 
Song/Video:  “Pardon  Me” 

Director:  Steven  Murashige 

This  five-member  band  from 
Calabasas,  California  has  finally 
made  a  mark  with  this  video  off 
their  recently  released  album. 
Make  Yourself.  Not  new  to  the 
music  scene.  Incubus  started  out 
as  a  garage  band  back  in  1991, 
and  moved  up  through  the  ranks 
to  eventually  release  their  first 
full-length  record,  S.C.I.E.N.C.F. 
in  1997.  Their  newest  offering 
blends  funk  and  alternative  metal, 
with  a  little  rap/rock  thrown  in 
for  good  measure. 

©2000  MTV 


The  Hollywood  Reporter’s  Box  Office 

For  weekend  ending  June  12, 2000 

This 

Week 

Last 

Week 

Picture 

3-Day 
Weekend  Gross 

Days 

In  Releast 

Total 
Gross  Sales 

1 

New 

Gone  In  60  Seconds 

25,336,048 

3 

25,336,048 

2 

1 

M:I2 

17,231,372 

19 

158,068,698 

3 

2 

Big  Momma’s  House 

17,223,178 

10 

52,424,411 

4 

3 

Dinosaur 

8,829,956 

24 

110,451,125 

5 

5 

Gladiator 

7,074,047 

38 

150,174,374 

6 

4 

Shanghai  Noon 

5,942,362 

17 

41,606,214 

7 

6 

Road  Trip 

4,908,396 

24 

54,154,445 

8 

7 

Frequency 

1,451,598 

45 

40,105,507 

9 

8 

Small  Time  Crooks 

1,375,885 

24 

13,233,440 

10 

9 

U-571 

1,060,660 

52 

72,911,300 

11 

10 

Center  Stage 

680,098 

31 

15,685,844 

12 

11 

Where  the  Heart  Is 

671,679 

45 

31,236,598 

13 

13 

Erin  Brockovich 

527,260 

87 

123,230,975 

14 

12 

Flintstones  in  Viva  Rock  Vegas 

519,435 

45 

31,998,800 

15 

14 

Michael  Jordan  to  the  Max 

414,579 

38 

4,365,726 

16 

19 

East  is  East 

235,370 

59 

2,667,008 

17 

17 

Keeping  the  Faith 

225,028 

59 

35,656,358 

18 

20 

The  Virgin  Suicides 

223,159 

52 

3,723,898 

19 

15 

Love  and  Basketball 

212,944 

52 

26,330,809 

20 

21 

Return  to  Me 

210,045 

66 

31,211,706 

21 

25 

Cirque  du  Soleil 

192,954 

38 

1,505,801 

22 

24 

High  Fidelity 

191,912 

73 

25,748,445 

23 

23 

Up  at  the  Villa 

189,183 

38 

2,055,516 

24 

37 

The  Croupier 

183,688 

56 

845,538 

25 

27 

T-Rex:  Back  to  the  Cretaceous 

161,000 

598 

30,344,403 

26 

18 

The  Big  Kahuna 

160,081 

45 

2,481,876 

27 

28 

Mysteries  of  Egypt 

147,203 

741 

34,949,735 

28 

16 

Rules  of  Engagement 

146,420 

66 

60,247,329 

29 

26 

The  Road  to  El  Dorado 

145,831 

73 

50,475,604 

30 

~ 

Reindeer  Games 

132,562 

108 

23,300,230 

31 

35 

Bossa  Nova 

130,455 

45 

749,893 

32 

30 

Final  Destination 

128,445 

87 

51,770,049 

33 

32 

The  Tigger  Movie 

124,694 

122 

44,975,088 

34 

40 

Galapagos 

119,206 

234 

4,410,154 

35 

39 

Hamlet 

111,519 

31 

733,142 
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Tyrel  “The  Butty”  Ventura:  some  say  this  chain 
smoking  son  of  a  gun  is  a  bad  example  for  kids. 

Tobacco  row 


THE  BEST  —  AND  REST  —  OF  THE  PRESS 


Wnting:  The  hardest  work  in  the  icorkl  not 
involving  heavy  lifting.^ 

-  PETE  HAMILL,  COLUMNIST  AND  NOVELIST 


WHEN  THE  Minneapolis  Star 
Tribune  ran  a  large  photo  of  a 
handsome  young  man  on  the 
cover  of  its  “Variety”  section  on  June  4, 
cigarette  in  hand,  blowing  smoke  through 
his  nose,  some  readers,  and  employees, 
were  not  pleased.  After  all,  the  paper  had 
long  crusaded 
against  smoking 
and  the  young  man 
in  question  was  a 
rising  celebrity  — 
Gov.  Jesse  Ventura’s 
son  Tyrel,  an  aspir¬ 
ing  film  director. 
The  article  observed 
that  Tyrel  had  even 
“smoked  cigars  with  Jack  Nicholson,”  but 
did  not  portray  his  chain  smoking  in  a 
negative  light. 

Photo  Editor  David  Denney  told  Om- 
bud  Lou  Gelfand,  “Our  job  is  not  to  stand 
between  the  subject  and  the  reader  as  a  fil¬ 
ter  of  political  correctness. ...”  But  the  Tri¬ 
bune  admitted  that  the  picture  was  taken 
in  the  paper’s  second-floor  photo  studio  - 
where  smoki  ng  is  prohibited. 

—  Greg  Mitchell 


Celebrity 
puff  job: 
eds  say  it 
should  be 
unfiltered 


Photo  of  the  week 


PHOTO  BY  CHUCK  BERMAN,  CHICAGO  TRIBUNE,  JUNE  12 

Last  November,  a  Chicago  Tribune  series  that  exam- 
ined  the  cases  against  all  285  prisoners  sentenced  to  death 
row  in  Illinois  since  the  1970s  found  so  many  flaws  in  the 
justice  system  that  Gov.  George  Ryan  called  an  indefinite  halt  to 
executions.  A  question  loomed  over  that  series:  If  the  Tribune 
could  find  so  many  irregularities  in  a  state  that  has  executed  just 
12  people  in  23  years,  what  could  a  Texas  newspaper  find  in  that 


ONLY  THE  BEST 


E&.P  accepts  submissions  from  news¬ 
papers  for  “Photo  of  the  week”  and 
other  features  in  this  section.  Please 
send  to  either  http://www.hottype@ 
editorandpublisher.com  or  “Hot  Type,” 
Editor  &  Publisher,  770  Broadway, 
New  York,  NY  10003-9595.  Submis¬ 
sions  cannot  be  returned. 
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state  where  more  than  200  inmates 
have  been  executed  during  the  same 
period?  Finally,  last  week,  a  newspa- 
per  responded. 

After  studying  the  cases  of  all  131 
inmates  executed  in  Texas  while 
George  W.  Bush  has  been  governor,  pi 

the  paper  found  that  in  43  cases  the  1- 
inmates  were  defended  by  attorneys  jF 

who  had  been,  or  were  later,  dis- 
barred,  suspended  or  penalized  by 
the  Texas  state  bar.  It  also  found  that  ^ 
in  29  cases  death  sentences  followed  jfl 
the  testimony  of  a  psychiatrist  ex-  H 

pelled  from  the  American  Psychiatric  H 
Association  for  testifying  about  the 
violent  proclivities  of  defendants  he  H 

had  never  examined.  H 

Who  reported  this  death  penalty  Hj 

story  from  the  state  of  Texas?  Once  |l@ 
again,  it  was  the  Chicago  Tribune.  ^ 

Steve  Mills  and  Ken  Armstrong,  who 
produced  the  original  Illinois  death  penal¬ 
ty  series,  were  joined  by  Douglas  Holt  on 
.  the  project,  which 

took  about  four 

reporters  months  of  reporting. 

,  j  Ck)incidentally,  the 

probe  deep  same  Sunday  the 

into  the  Tribune  broke  its 

story,  The  New  York 

he3.rt  Ot  Times  published  a 

XeXaS  lengthy  article  that 

focused  on  a  dozen 
Texas  inmates,  six  already  executed,  who 
were  defended  by  a  lawyer  whose  compe¬ 
tency  has  come  under  attack. 

While  in  Texas,  the  Tribune  came 
across  some  good  death  penalty  reporting 
by  state  papers,  especially  the  alternatives 
and  Texas  Lawyer,  Armstrong  told  E^P. 
Indeed,  the  Tribune  series  credits  The 
Dallas  Morning  News  for  first  reporting 
on  a  forensic  expert  whose  testimony 
helped  convict  a  prisoner  executed  in 
1998:  At  the  time  the  expert  testified,  he 
was  committed  to  a  psychiatric  ward  and 
obtained  temporary  release  to  go  to  court. 

With  the  latest  Tribune  report  was  a 
striking  photo  by  Chuck  Berman  showing 
inmate  graves  at  Joe  Byrd  Cemetery  just 
blocks  from  the  Huntsville  death  cham¬ 
ber.  The  crosses  do  not  bear  the  inmates’ 
names,  only  their  serial  numbers,  with  the 
letter  “X”  denoting  “executed.” 

So  where  will  the  Tribune  strike  next? 
Virginia,  with  76  executions  since  the 
1970s?  Or  Florida,  with  47?  “I’m  on  vaca¬ 
tion  from  the  death  penalty,”  Steve  Mills 
said.  “My  wife  and  kids  have  made  that 
clear  to  me.”  —  Ma  rk  Fitzgerald 


Managing 
Editor  Rich 
Martin  was 
surprised  by 
the  reaction 
to  the  photo. 
He  thinks 
that  perhaps 
readers 
identified 
with  the  little 
yellow  duck 
“and  its 
plight”  and 
“they  added 
their  own 
‘body  English' 
to  try  to  help 
it  make  the 
step  up.” 


JOSH  MELTZER,  THE  ROANOKE  (VA.)  TIMES,  JUNE  7 

JOSH  Meltzer  of  The  Roanoke  Times  was  just  doing  his 
job,  looking  for  a  feature  picture  for  the  next  day’s  paper.  Little 
did  he  know  that  a  photo  he  would  take  of  a  yellow  duckling, 
struggling  to  climb  over  a  small  wall  at  a  local  park  to  reach  its  moth¬ 
er  and  siblings,  would  make  such  a  splash  (so  to  speak).  It  landed  on 
the  front  page  of  his  paper,  was  sent  nationwide  via  The  Associated 
Press,  appeared  on  the  front  page  of  The  Boston  Globe,  and  made 
many  other  papers.  —  DavidNoack  ,  . 


Old  type 


h  A  hundred 
'and  five  and 
counting 
(charac¬ 
ters). 


WE’LL  GO  OUT  ON  A  LIMB  AND  DECLARE  THAT 

she  must  be  the  most  seasoned  newsroom 
worker  in  America.  Audrey  Stubbart,  who 
still  puts  in  a  40-hour  week  as  proof  reader  at  The 
Examiner  in  Independence,  Mo.  —  after  four 
decades  there  —  celebrated  her  105th  birthday  ^ 
June  9  with  a  party  at  the  paper.  She  may  still  Mm 
count  characters,  but,  she  explains,  4 

she  no  longer 
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Come  see  what  The  Associated  Press  can  do  for  you.  Here's  a  preview  of  what  AP  will  show  at  NEXPO  2000: 


•  For  your  Web  site:  AP  Streaming  News  —  daily  anchored  audio  news  summaries,  video  newscasts,  sound  and  video 
and  live  links  to  selected  events.  And  the  AP's  premier  news  wire  for  the  Web,  AP  Online,  is  now  available  in  XML. 

•  For  your  ad  department:  AdRES,  a  new  service  of  AP  AdSEND,  which  streamlines  your  ad  reservation  system, 
eliminating  the  need  for  fax  and  telephone  reservations. 

•  For  your  newspaper:  The  AP  Server  delivers  your  AP  photo  report  faster  and  makes  it  easier  to  transfer  and  edit  pho¬ 
tos.  The  AP  Photo  Archive  now  carries  an  archive  of  AP  Graphics  available  for  download.  We're  improving  our  stock 
table  delivery  and  making  stocks  data  available  via  FTP.  And  introducing  MapShop,  AP's  new  online  mapping  service, 
jointly  developed  with  Environmental  Systems  Research  Institute,  Inc. 

•  For  your  newsroom:  the  new  customized  "Your  AP"  brings  the  AP  report  —  text,  photos  and  graphics  —  to  your 
desktop.  Or  take  a  look  at  AP  Politics,  a  Web  resource  that  puts  every  detail  about  the  2000  elections  at  your  fingertips. 

More  content.  More  value. 

This  is  AP  2000. 

Booth  2007  at  NEXPO  2000.  June  17-20  in  San  Francisco. 

Associated  Press 

""  www.ap.org 
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To  air  is  humor 


FRANK  SENNETT,  SLIPUP.COM 


OK,  ADMIT  IT,  YOU  ARE  —  OR  7^, 

know  someone  who  is  —  a  cor- 
rections  junkie,  picking  up  the 
paper  every  morning  and  turning  with  al¬ 
most  sadistic  glee  to  the  “We  Goofed”  box. 
Now  there’s  a  Web  site  to  satisty  anyone 
who  takes  joy  in  others’  misery.  M 

The  aptly  named  Slipup.com  posts  In 
a  screw-up  of  the  day,  provides  ex-  W 

tensive  archives  of  past  winners,  and,  1 

if  that  still  doesn’t  satisfy  your  error 
lust,  it  posts  dozens  of  hyper- 
links  that  will  take  you 
directly  to  the  correc-  ^  * 

tions  pages  of  dozens  of  newspaper  Web 
sites.  A  few  Slipup.com  classics  from 
recent  weeks; 

•  The  Philadelphia  Inquirer 
confirmed  it  had  “incorrectly 
implied”  that  a  local  high- 
school  baseball  game  was 
postponed  because  three  play-  ' 
ers  w'ere  on  trial  for  rape  that  day.  In  fact, 
“the  game  was  postponed  because  heavy 
rain  had  left  the  field  unplayable.” 

•  The  Associated  Press  said  it  erred  in 
stating  that  a  boy  shot  at  the  National  Zoo 
had  died  and  w'as  still  hooked  up  to  med¬ 
ical  machines  only  so  he  could  become  an 
organ  donor.  In  fact,  doctors  confirmed 
he  “is  not  dead,  but  in  critical  condition 
and  responding  to  treatment.” 

•  The  Washington  Post  admitted  that 
in  a  review  of  a  local  Crosby,  Stills,  Nash 
&  Young  concert  it  “incorrectly  character¬ 
ized  Graham  Nash’s  past  drug  use.  He  did 


Easy  as  ABC:  Donaldson  goes  from  screaming 
at  politicians  to  streaming  on  the  Web. 

Mr.  Precedent 


He  got  down  with  rap/metal 
star  Fred  Durst  and  MTV  host 
Carson  Daly  —  and  now  Sam 
Donaldson,  at  the  ripe  old  age  of  66,  is  re¬ 
ally  ready  to  rock  ’n’  roll.  ABC  News  has 
just  expanded  his  daily  Web  interview 
show  from  three  to  five  days  a  week  and 
added  five  minutes  to  its  15-minute  slot. 
Donaldson  says  hell  be  reporting  on  the 
summer  political  conventions  from  his 
Web  site  every  night  when  he’s  not  on 
prime-time  TV.  He  claims  that  ABC 
leaves  him  “completely  alone”  because  the 
site  doesn’t  “bring  in  any  money.”  He  also 
admits  that  he  likes  the  fact  that  he  has 
an  all-female  staff  of  five  —  mainly  in 
their  20s  —  who  keep  him  young  and  hip. 


not  use  heroin.”  Not  to  be  outdone  across 
the  ocean,  the  London  Guardian  was 
forced  to  disclose  that  the  “demons”  it 
said  had  been  released  by  the  rock  band 
Big  Yoga  Muffin  “were  actually  demos.” 

Slipup.com  is  the  brainchild  of  Frank 
Sennett,  editor  of  newcity.com,  an  alter¬ 
native  press  portal.  As  managing  editor 
of  the  Chicago  weekly  Neweity,  he  won 
two  Chicago  Headline  Club  awards.  Sen¬ 
nett  says  he  started  the  site  because  he 
feels  editors  “are  falling  behind  in  their 
efforts  to  come  clean  with  an  increasingly 
fed-up  public.”  —  Greg  Mitchell 


AST  Monday,  staffers  at  the 
Courier- Journal  in  Louisville  (Ky.) 
.^picked  up  their  paper  to  find  a  | 
•inch  “banner”  ad  flowing 


one-inch  banner  ad  flowing  across 
the  bottom  of  its  front  page.  It  pro¬ 
moted  the  paper’s  own  Web  site,  but 
staffers  suspect  it  is  a  harbinger  of 
outside  ads  in  that  position  —  in  line 
with  owner  Gannett  Co.  Inc.’s  recent 
announcement  that  its  74  papers  were 
free  to  accept  them.  Many  C-J  em¬ 
ployees  felt  their  front  page  had  been 
“invaded,”  as  one  put  it.  “It’s  no  secret 
that  many  people  in  the  newsroom 
are  extremely  worried  about  this,” 
reporter  Chris  Poynter  said.  “Many  of 
them  worry  about  the  broader  issue  of 
how  this  will  affect  our  credibility.” 


-W-  USTLER  MAGAZINE  FOUNDER  LaRRY  FlYNT  IS 
■  hardly  a  fan  of  the  mainstream  media.  In  a  recent 
JL  .M.  speech  at  the  alternative  press  confab  in  Phoenix, 
he  said  The  New  York  Times  and  The  Washington  Post 
“bathe  in  the  glory  of  the  First  Amendment  when  they  veiy 
seldom  have  to  use  it  to  protect  them.”  But  Flynt  had  kind 
words  for  former  Washington  Post  Publisher  Katharine 
Graham,  who  took  a  risk  when  she  agreed  to  run  his  1999 
ad  soliciting  dirt  on  members  of  Congress.  “This  lady  is 
Larry's  hat  is  off  to  one  strong,”  he  gushed,  “and  will  go  down  in  history  as  being  a 
very  un-Hustlehsh  woman  giant  in  the  publishing  business.”  —  Lucia  Moses 
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The  Pack  Rat 


Some  have  a  taste  for  the  Collins  mix  of  humor  and  politics; 
others,  apparently,  do  not  find  it  so  pleasing  to  the  palate 

CAN  A  POLITICAL  JOURNALIST  BE  TAKEN  SERIOUSLY  IF 

she  doesn’t  seem  to  take  politics  seriously?  That’s 
become  the  question  haunting  various  national  colum¬ 
nists.  How  do  you  write  with  gravitas  about  America’s 
politicians  when,  for  the  most  part,  your  subjects  have 
turned  the  world’s  greatest  political  system  into  a  joke?  This 
quandary  tends  to  separate  the  Old  Guard  from  the  arrivistes  (David 
Broder  vs.  Michael  Kelly;  Robert  Novak  vs.  Maureen  Dowd). 

And  along  gender  lines,  it  also  divides  folks  you  ever  met she  continued, 

those  women  who  “want  to  be  taken  making  a  stronger  statement  about  the 


seriously  in  a  man’s  world”  (you 
know  who  I  mean)  from  most 
other  female  political  writers. 

Here  comes  Gail  Collins,  an 
old-timer  with  a  fresh  set  of  eyes, 
a  writer  who  has  paid  her  dues  in 
the  political-reporting  trenches. 

With  the  clear  voice  of  the  child 
who  asked  why  the  emperor  was 
wearing  no  clothes,  she’s  been 
asking  her  new  readers,  “Have 
you  taken  a  look  at  these  political 
campaigns  recently?”  Her  lighter 
approach,  while  popular  with  New  York 
Times  fans,  has  a  few  members  of  the 
Washington  media  clan  clucking.  But 
Collins  recognizes  that  the  current  crop  of 
conspirary  theorists,  capos,  and  candidates 
eu-en’t  worthy  of  the  Full  Safire  Treatment. 

“The  voters  of  Iowa  have  spoken.  Don’t 
listen.”  That  was  the  opening  of  a  wonder¬ 
ful  column  in  late  January  after  the  com 
country’s  caucus.  “The  American  people 
spent  an  entire  century  trying  to  wrest  the 
power  to  nominate  presidential  candi¬ 
dates  out  of  the  hands  of  the  party  bosses, 
and  now  we’re  handing  it  over  to  Iowa? 

A  state  where  the  most  popular  events 
involve  collegiate  wrestling? 

“The  black  residents  I  ran  into  in  Des 
Moines  —  and  they  are  three  of  the  nicest 


irrelevancy  of  Iowa’s  caucus 
than  a  shelf  of  almanacs  of 
American  politics.  She  took 
heat  from  Iowa  for  refusing 
to  genuflect  at  the  altar  of 
serious  political  tradition, 
but  she  was  right. 

“The  vice  president  calls 
for  a  ban  on  guns  in  church,” 
she  said  in  a  piece  on  presi¬ 
dential  candidate  Al  Gore  and 
Republican  candidate  George 
W.  Bush.  “‘Pistols  have  no  place  in  our 
pews,’  he  said.  The  nation  has  seven 
months  to  accept  the  fact  that  Mr.  Bush  is 
actually  on  the  other  side  of  this  one,”  she 
ended  dryly.  She  had  just  said  volumes 
about  the  convoluted  way  in  which 
diehard  fans  of  each  candidate  will  ration¬ 
alize  why  they  will  vote  for  someone  whose 
position  on  a  major  issue  they  oppose. 

This  54-year-old  info  babe  started  with 
United  Press  International  in  New  York, 
and  to  this  day  tells  would-be  journalists 
to  “find  a  place  teetering  on  the  brink  of 
bankruptcy”  —  they’ll  have  a  better  chance 
at  getting  varied  assignments.  Coming  off 
an  economics  fellowship  at  Columbia 
University,  Collins  found  herself  stuck 
covering  the  stock  market  for  UPI.  But 
when  the  service’s  Off-Broadway  critic’s 


pacemaker  exploded  and  he  died,  Collins 
stepped  in  to  cover  the  Steppenwolf 
Theater  Company’s  New  York  mns. 

Jobs  at  the  New  York  Daily  News  and 
New  York  Newsday  followed  before  she 
was  hired  by  the  Times.  She  wrote  with  a 
tough  elegance  about  Al  Sharpton’s  refusal 
to  apologize  during  the  Steven  Pagones 
suit  after  the  Tawana  Brawley  travesty.  In 
1998,  she  penned,  “The  defamation  trial  of 
Tawana  Brawley’s  former  advisers  is 
crowded  with  people  frozen  in  time,  a 
clash  of  men  whose  life  trajectories  seem 
to  have  come  to  a  halt  in  1988.” 

However,  she  claims  to  get  along  with 
Sharpton,  whom  she  describes  as  “very 
politically  sophisticated.  He  knows  hell 
never  have  real  credibility  unless  he 
apologizes.  And  he  won’t.” 

As  an  amateur  anthropologist,  Collins 
is  “fascinated”  by  Hillary  Clinton.  “Imag¬ 
ine  having  people  so  focused  on  you  ... 
because  you  breathe  every  morning.  To 
bring  out  such  strong  feelings  on  both 
sides  like  that  just  by ...  e.xisting.” 

You  probably  will  not  see  “up  close 
and  personal”  pieces  on  the  campaign 
trail  this  year  by  Collins.  She’s  become 
slightly  suspicious  of  the  process  of  having 
a  reporter  get  quality  time  with  a  candi¬ 
date.  “They’re  so  closed  down,  you  only  get 
what  they  want  you  to  ...  and  then  you  feel 
vaguely  guilty  if  you’re  not  nice  to  them 
after  they  spent  so  much  time  with  you.” 
Obviously,  Collins  has  noticed  the  work 
of  certain  major  columnists  who  did  get 
access  —  and  felt  grateful. 

Collins  was  pretty  proud  of  several  mil¬ 
lennium  pieces,  including  one  for  The  New 
York  Times  Magazine,  which  led  to  a  con¬ 
tract  to  do  a  book  on  the  history  of  women. 

But  it’s  her  pithy  political  points  that 
stand  out.  “The  idea  that  Bill  Clinton  let 
members  of  a  [Puerto  Rican]  terrorist 
group  out  of  jail  for  Hillary’s  sake  is  an 
interesting  concept.  It’s  the  political 
equivalent  of  giving  your  wife  an 
anniversary  gift  of  an  untrained  collie. ... 
[W]hen  the  choice  is  between  a  sneaky 
plot  and  all-purpose  bumbling,  in  this 
White  House  it’s  generally  safe  to  go  with 
Door  Number  Two.”  Perhaps  a  steady  diet 
of  quick  jabs  will  lose  its  appeal  later,  but 
right  now  it’s  more  palatable  than  10,000 
words  of  “good  for  you”  oatmeal.  And  it’s 
what  this  race  deserves.  11 
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